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Above is center piece of Wiss Window Display No. 50 


Wiss Shears 


“The Easiest Line To Sell” 


The uniform high quality of Wiss shears 
has been known for over 75 years. 








Our national advertising —reaching over 
23 million persons—is seen by hundreds of 
purchasers in every locality. 


| Dealers find that Wiss shears and scissors 
sell more readily, and at a greater profit, 
than any other brand. 
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It is a known fact that in every line of human endeavor there is a respected 
leader, and yet few think to analyze the qualities which bring about such an 
aristocracy. 

Leadership is not a gift; neither is ita premium. It isa reward. A compensa- 
tion only to those who have served mankind in the best way they know. 
The reward for service is permanent just as long as it is deserved. When 
truth and honesty are cast aside, goodwill depreciates proportionately. 

It’s the “survival of the fittest; not physically, nor financially, but whole- 
heartedly. 

To take advantage of Frantz sincerity—to be an authorized Frantz dealer—is 
satisfaction in itself. Carpenters, contractors, and home builders are learn- 
ing that the easily distinguished label, the color of the one below, on which 
the name of the maker is predominant, stands for all that can be wished for 
in Builders’ Hardware. 


FRANTZ MFG. CO., Sterling, Illinois 
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PYREX SHOWERS 
FOR JUNE BRIDES 


JUNE brings a season of activity for PYREX dealers. June—the month of wed- 
dings and the wedding gift problem. June—the month of social activity. Prizes 
for the bridge party, trophies for tennis and golf, will be needed. 


June—is PYREX month. For what can fill the need of the season so well as 
PYREX? The June bride will value her gifts of PYREX. It is ‘so attractive 
and useful. Start the idea of a PYREX shower for the bride. This is a real 
sales possibility for many ssieememendinidn 

PYREX pieces. Gf io A ; ety am 
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Many dealers are advertis- 
ing PYREX in their win- 
dows as wedding gifts and 
prizes for card parties and 
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the prize every woman 
cherishes ! 
RIDGE, mah-jong — 
give Pyrex as a prize 
and the party’s a success! 
Pyrex saves extra pan 
washing. Pyrex makes foud 
taste its best. Pyrex will 
not chip, dent or discolor. 
Pyrex never wears out! No 
wonder the winner appre- 
ciates her Pyrex prize! 
We carry a complete line 
of P¥rex Dishes for baking 
and serving—there’s a dish 
for every purpose. 


(DEALER’S NAME) 








1-Column X.Y. 37 
2-Column X.Y. 36 








women’s tennis and golf 
trophies. The newspapers 
should carry advertising 
at this season offering 
PYREX for such events. 


Two prepared advertise- 
ments are shown here 
which are available to 
PYREX dealers for news- 
paper advertising. They 
will be supplied either in 
one or two column electro- 
types or matrices. Order 
them by number. They 
will be sent promptly, 
without charge. 


Use this means of bringing 
extra PYREX revenue to 
your store during JUNE. 





PYREX Sales Division 
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Give Pyrex— 
the gift of freedom from 


kitchen work / 
HE bride will welcome 


with enthusiasm your 
gift of Pyrex Transparent 
Ovenware, for Pyrex 
makes all foods delicious 
and lessens work. 
With a meal completely 
Pyrex-cooked, all the oven 
heat is used and food odors 
are kept out of the house. 
And then — imagine the 
convenience of Pyrex !— 
foods are served in the very 
same dishes used for baking! 
Select from our great as- 
sortment of Pyrex Dishes! 


(DEALER’S NAME) 


1-Column X.Y. 39 
2-Column X.Y. 38 


Originators and Patentees of Oven Glassware 


































CORNING GLASS WORKS, CORNING, N.Y., U.S.A. 
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Telling it to the 


PRACTICALLY every farmer in 
America has one use or many for 
dry batteries. To focus farmers’ 
attention on Eveready Columbia 
Dry Batteries we are running a 
vigorous advertising campaign in 
forty-six important agricultural 
publications—practically every 
widely read farm paper. Readers 
of this advertising include all 
classes of farmers. During the 


year these forty-six farm papers 
will print and put into circula- 
tion about thirty-two million con- 








farmer 


vincing Eveready Columbia Dry 
Battery advertisements. 

No dealer or jobber can afford 
to overlook the immense influence 
of this campaign upon dry battery 
sales. To cash in on it, make use 
of Eveready Columbia window 
display material and stock up on 
Eveready Columbia Dry Batteries. 

Order from your jobber. 


Manufactured and guaranteed by 
NATIONAL CARBON CO., INc. 
New York 


Atlanta 


San Francisco 
Dallas Kansas City 


Canadian National Carbon Co., Limited, Toronto, Ontario 


Chicago 
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ATKIN 


SILVER 
STEEL 


Modern Manufacturing Methods 
Make this Saw the Leader 


In this age of progress in the 
arts, sciences and industry, 
there is no other tool used by 
carpenters, mechanics and 
artisans that has reached 
the perfection of the 
Atkins four Hundred 


































: ‘i 
Years of Experience 


In our factories, this perfection has been 
obtained through years of study by metal- 

lurgists with expert knowledge of scientific heat 
treating, and by craftsmen skilled in the work of 
making saws to meet the definite needs of the times. 


The Four Hundred Saw 


‘*THE FINEST ON EARTH” 
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The Elite of the Saw World, a saw extraordinary in quality 
and workmanship. Blade of SILVER STEEL which insures 
long wearing and edge- holding qualities, two-way taper ground, 
mirror polish; fitted with Rosewood Handle, Improved Perfection 
Pattern—the handle that prevents wrist strain. 
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l’rite for our books, “Pointers,” “Saw Sense” and Bulletin No. 24. 


E. C. ATKINS @ COMPANY 


ESTABLISHED 1857 THE SILVER STEEL SAW PEOPLE 


Machine Knife Factory: Home Office and Factory: Canadian Factory: 
Lancaster, N. Y. Indianapolis, Ind. Hamilton, Ont. 


BRANCH TOUSES 


Atlanta Minneapolis Portland © 
(‘hicago New Orleans San Francisco 
Memphis New York Seattle 

Paris, France Vancouver, B. C. 
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HE NICHOLSON File 1925 

Window Cut-Out is a definite, 
tangible sales help for hardware 
dealers. 


It graphically portrays the wide- 
spread use of the File “in all walks 
of life,” stresses NICHOLSON File 
supremacy and rivets attention 
upon your store as headquarters 
for good tools in the community. 
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[Nic CHOLSON Fites | 
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Here’s a Display you can always 
find room for in your window. It 
is adaptable to spaces of various 
sizes, and the side cards are suitable 
for your counters long after they’ve 
worn out their welcome in front. 


As a NICHOLSON File distributor, 
you are entitled to this trim with- 
out cost. A written request will 
bring it promptly to you. 


NICHOLSON FILE COMPANY 


PROVIDENCE, R.1I., U.S. A. 


May 28, 1925 
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SELL PEXTO SERVICE 


Every time you sell a Pexto Tool you have sold a 
service. The satisfactory service the customer 
gets from one Pexto Tool sends him back to your 
store when he needs other tools and he is going to 
demand Pexto Service in every tool he buys. 


Pexto Pipe Wrenches carry out the highest ideals 
of Pipe Wrench design. The hardened jaws grip 
like a vise, yet they are easily tightened or released. 


No. 1 Wood Handles—sizes 6” to 18” 
No. 11 Steel Handles—sizes 6” to 48” 


Write for Catalogue on Mechanics’ Hand Tools 


“The 


PECK STOW & WILCOX CO. 
Southington, Conn. U.S.A. 
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GRAY-WICK 
SCREEN WIRE CLOTH 


Dull Finish—Multiple Coat 
Galvanized After Weaving 
Extra Heavy Electro Zinc Coating 
and Enameled with White Varnish, 
which Binds Wire together and makes 
a Dull Gray Finish throughout. 
Made from Open Hearth Steel. 
Compare weight of our Screen Cloth 
with other makes. 








































































































































































































































































































12 Mesh, No. 33 guage each way 
14 Mesh, No. 33 guage each way 
16 Mesh, No. 33 guage filler 

No. 34 guage warp 
18 Mesh, No. 34 guage filler 

No. 34 guage warp 


Our other Brands Screen Cloth 
Cortland Black Enameled 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 


Wickwire Brand Hex Nettings 






















































































































































































































































































Galvanized Before or After Weaving 




















Write your Jobber for Full Information and Prices 















































WICKWIRE BROTHERS 


























ENTIRE FACTORY AND OFFICES 





























CORTLAND, NEW YORK, U. S. A. 


























' ESTABLISHED 1873 INCORPORATED 1892 
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Pipe Cutters 
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Little Giant Dies 


and Collets 


Twist Drills 
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A WIDE 
MARKET 


But the @TD 
There’s a @FD tool for every 
threading requirement from rough 
repairs to precision mass produc 
tion. 





line is as wide. 





Pipe Wrenches 


The dealer who caters only to one 
kind of consumer is in the position 
of the man who puts all his eggs 
in one basket. 





Some lines of tools can be sold to 
The @TD 


A temporary 


almost all markets. 
line is one of these. 
lull in one industry can be offset 
by a drive on another. If you have 
been overlooking the possibilities of 
the full GD line, investigate it 
at once. 





Litile Giant Pipe Stocks 


and Dies 


Catalogs on our complete line sent 
on request. 





Hexagon Re-Threading 
ies 











ELD ’ TAP AND DIE 





Canadian Plant: 
London Office: Gree 





REENFI 
CORPORATION 
GREENFIELD, ? ** MASSACHUSETTS 


Chicago Store: 13 So. Clinton St. Wa 
Greenfield Tap & Die Corporation of Canada, Limited, Galt, 


GT D 





New York Store: 15 Warren St. 
Ont. 
nfield Tap & Die Corp., 1389 Queen Victoria St., London, E. C. 4. 
Screw Plates, Taps, Dies, Reamers, 


Gages, Pipe Tools, Twist Drills. 
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—and Sash 
Chain— 







Increase 


Tie Out Chains Chain is Better Than Cord—Sell Chain 


No rotting like rope 





pe ; 4 20 to 50 ASH Chain is rapidly replacing cord—all mod- 
Pata ern buildings are now equipped with sash chain. 
wo gr ae a Architects and contractors specify sash chain for 
Tenso pattern. homes as well—here’s business you can get in vol- 








ume right in your locality. 
Elwel Heel Chains 


Another big seller to the 
farm trade. Try making 
a window display of heel, 
trace, breast chains and 
all the chain items the 
farmer needs. Then watch 
sales multiply. _ 


eq 


Cockeye Toggles 
Concord Toggles, Triangu- 
lar Toggles, Screw Cock- 
eyes, Clip Cockeyes— 


Think of the replacements on worn out sash cord — 
there’s more profit in chain and it serves your cus- 
tomers better. 


Hardware dealers are suggesting chain in this and 
a score of uses where chainis best. You can rapidly 
develop your chain department by doing this. Ask 
your jobber’s salesman to show you the “‘Acco”’ line. 


AMERICAN CHAIN 







practically everything in : 
harness hardware the Bridgeport, 
f ill call for. 
a In Canada: DOMINION CHAIN 
a racout or rm District Sales 
CHAD! COMPANY. Ine Boston, Chicago, New York, 
Halter =... # World’s Largest Manufacturers of Welded 





Chains 


texo | Develop Chain 
Sales for—_ 










Fitted with Welded Ring, Wire 
Toggle and Snap. Furnished 
in three patterns in weldless 
» chain—two patterns in welded 

chain. Let customers know 
you carry them. 
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Item to Help 


Your Business 


Check Your Chain Stock Against This List 


Miscellaneous Chains 
and Attachments 


Sash Chain 

Porch Swing Chains 
Cow Ties 

Dog Leads 

Kennel Chains 

Wagon Chains 

Log or Binding Chains 
Key Rings 

S-Hooks, Ceiling Hooks 
Lap Links 

Repair Links 

Passing Link Chain 


Harness Chains 


Butt Chains 
Trace Chains 
Breast Chains 
Heel Chains 
Halter Chains 


Harness Hardware 


Rings, Squares 
Loops, Dees 

Clip Cockeyes 
Hame Clips, Bits 
Cockeye Toggles 
Concord Toggles 


COMPANY, Incorporated 


Connecticut: 


COMPANY, LIMITED, Niagara Falls, Ont. 


Offices: 


Philadelphia, Pittsburgh, San Francisco 
and Weldless Chain for All Purposes 














—a Bigger 
Hardware Business 








Far more sanitary than rope—last 
longer. Save the dairyman’s time. 
Good profit makers. Furnished in 
welded or weldless chain. 








Barriers 


Chain is the most beautiful and econom- 
ical barrier for grass plots, along side- 
walks, for theatre and office railings, etc. 
More easily inst&lled than pipe—won’'t 
deform. There’s lots of this chain busi- 


ness to be had in your city. 









Dog 
Leads— 
Kennel 
Chains Va 





— = 


You can sell dozens in your locality. 
The ‘‘Acco”’ line covers the whole field 
and simplifies ordering. Ask 
your jobber for an assort- 
ment displayed on at- 
tractive metal 
hanger. 
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THREE GENERATIONS OF TRAVELERS HAVE BEEN IMPRESSED WITH THE FINENESS 
OF FINISH ON RAILROAD COACHES OBTAINED WITH MURPHY MATERIALS..... THE 
OLD-TIME CARRIAGE, LIKE THE MODERN TAXI, WAS SURFACED WITH MURPHY VAR- 
NISH. . FOR SIXTY YEARS THE ENDURING BEAUTY OF FINE PIANOS, CARS AND 


HOME INTERIORS HAS BEEN CREATING 


THE TRADITION OF MURPHY QUALITY 


_— 
Mig aes alae 


A 





[llustrations from our 1925 National Advertising Campaign 


“How do Lawrence’s get away with it”’ 


a our observation of Lawrence’s and all 
rms considered “the best store in town,” 


their competitors wonder cthe: 


Lawrence’s haven’t the best location in town— 
nor are they the oldest firm—but everybody (ex- 
cept their competitors and their competitors’ rela- 
tions) seem to agree that Lawrence’s is “the best 
store in town.” People go out of their way to 
buy from them. 


Of course, Lawrence’s are steady advertisers— 
but their competitors probably spend as much or 
SR.. .« «sande spasmodically. 

Then, too, Lawrence’s get higher prices. People 
don’t seem to object—and yet Mr. and Mrs. Aver- 
age American have surprisingly good memories 
when it comes to money matters. 

_ “How do they get away with it,” their compet- 
itors wonder? 


we believe there is a very definite reason. 

Lawrence’s carry only the very best products in 
every line. People know they can depend upon 
the goods they buy there. Lawrence’s have cre- 
ated a tradition of quality—and now it is paying 
big dividends. 

Why are we interested? This is the reason. 

Murphy Finishes for the amateur home painter, 
like the Murphy Finishes used on the finest motor 
cars, pianos, and furniture—have created “The 
Tradition of Murphy Quality.” 
_It is for this reason we do business with stores 
lixe Lawrence’s. If your firm is considered “the 
best store in town” we have an unusually attrac- 
tive and profitable proposition to offer you. If 
you are interested in learning the details, please 
write us personally. 


Murphy Varnish Company 


Newark, N.]. 
Chicago, Ill. 





San Francisco, Calif. 
Montreal, Canada 
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- ADVERTISING 


HIGH QUALITY 





The team that brought 
more sales to Keith, Simmons & Co. 


N 1920 Keith, Simmons & Co., of Nashville, 
Tenn., sold 13,800 pounds of Dutch Boy 

white-lead. Sales in 1921 jumped to 44,050 
pounds. A further increase occurred in 1922. 
Last year their sales were still higher, when 
they sold 51,500 pounds. 

Mr. Britton, of Keith, Simmons & Co., at- 
tributes this increase to two things: the uni- 
formly high quality of Dutch Boy white-lead 
and Dutch Boy advertising. This combina- 
tion is a never-failing aid to every paint mer- 
chant. Mr. Britton writes in addition: 

“This item (Dutch Boy white-lead ) shows’ 
a nice profit, has quick turnover, requires 


only a small amount of store space and 
very little effort to sell.” 


by professional painters throughout the country. 


Remember also that there is for the Dutch 
Boy merchant another profit—the sale of 
brushes, oils, and other products needed by the 
purchaser of Dutch Boy white-lead. And time 
after time the fact that you carry Dutch Boy 
impels the purchaser to buy these other things. 


Stock Dutch Boy white-lead and let your cus- 
tomers know you sell it. We will gladly help you 
in your sales campaign by furnishing the popular 
Dutch Boy window display, newspaper electro- 
types, color folders, movie slides and other ad- 
vertising helps. These features are free to all 
Dutch Boy merchants. Just send your request 

to our nearest branch or let the Dutch 





Many a merchant has proved these facts 
to his profit. Dutch Boy white-lead is as 
much a staple to the paint merchant as 
bread is to the grocer. It is a nationally- 
advertised product that is known and used 








Boy salesman know your requirements. 


NATIONAL LEAD COMPANY 


New York, 111 Broadway; Boston, 131 State Street; Buf- 
falo, 116 Oak Street; Chicago, 900 W. 18th Street; Cincin- 
nati, 659 Freeman Avenue; Cleveland, 820 West Superior 
Avenue; St. Louis, 722 Chestnut Street; San Francisco, 
485 California Street; Pittsburgh, National Lead & Oil Co. 
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of Pa., 316 Fourth Avenue; Philadelphia, John T. Lewis 
& Bros. Co., 437 Chestnut Street. 


at Dutch Boy White-Lead 
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now running in the above magazines will be read by approximately 
20,000,000 people each issue. Double page spreads and full pages in 


“The Saturday Evening Post.” Color pages in ‘‘The American Maga- 
zine,” “Good Housekeeping,” *‘House and Garden’”’ and “Farm and 


Fireside.” Twenty-seven full pages in all will be run. 


This advertising will create a nation-wide demand for the Devoe Plan 
of Financing Painting Contracts. Send for complete dealer proposition. 


Devoe & Raynolds Co., Inc., 101 Fulton St., New York 
Branches in Leading Cities 
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Many Uses fo 


Valspar / 


Noe” is the time to go after 
the spring car painting busi- 
ness—while engines are being 
overhauled and reconditioned for 
the road. To get your full share 
of these extra profits feature Val- 
spar in your window displays and 
in your local advertising—as an 
easy way to make old cars look 
new. 





4 brightly Val- 
sparred steering 

wheel provides a better 

grip and a much neater appearance. 


The first thing to sell your customer is 
Valspar-Enamel for the body. At the same 
time call his attention to the protective 
value of Clear Valspar for the steering- 
wheel, instrument-board and metal work— 
lamps, radiator, hub caps, etc. Many people 
do not know that Valspar keeps metal free 
from tarnish as well as from rust. 





Remind him that running boards and 
floor-boards should also be taken care of 
He'll chank you for recommending Valspar 
to restore and protect these much abused 
surfaces. And sell him Valspar-Enamel or 
Clear Valspar for the fenders. It doesn’t 
take much time or effort to restore their 
show-car finish and make them proof 
against sun, rain, mud, oil, grease and 
road grit 
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Storms are hard on cars—especially on 
the tops. Your customer will be gratified 
with the result of refinishing his car-top 
with Valspar or Black Valspar-Enamel. 
Its bright, new look will improve the ap- 
pearance of the whole car. If there are dig 





holes in the top, advise him to cover them 
with cloth patches cemented on before 
Valsparring the patch. 


On the motor 
A coat of Valspar Aluminum Paint 
will improve the appearance of the motor 
itself, and—because of the remarkable 
héat-resistance of Valspar—will keep it 
bright and new-looking for many months. 






The motor and 
wiring should be 
protected with Val- 
spar. 

Sell Clear Valspar for use on all electrical 
wiring—to waterproof the insulation and 
guard against trouble from moisture and 


oil and prevent short-circuits. 


5 











Recommend Black Valspar-Enamel to 
protect spare tires from deterioration. 
Your customer will credit you with the 
couch of distinction it will give his car. 





When it comes to the wheels, suggest 
Clear Valspar or Valspar-Enamel. Both 
give a smart-looking finish which is 
waterproof and easy to clean. Aluminum 
Valspar keeps rims new and free from rust. 


Wooden wheels, 
wire wheels, disc 
wheels, are all im- 
proved by Valspar. 


Selling Valspar to automobile 
owners also gives you an excellent 
opportunity to make other sales 
by recommending Valspar for 
household use—on woodwork, fur- 
niture and floors, printed linoleum 
and floor-coverings, doors, 
porches and all surfaces, indoors 
and out, where Varnish, Varnish- 
Stain or Enamel is desired. 





VALENTINE & COMPANY 


VALENTINE’S 


LSPAR 


The Varnish That Won't Turn White 






Largest Manufacturers of High-Grade Varnishes in the World 


ESTABLISHED 1832 
Toronto 


New York 


London 


Chicago Boston 
Paris Amsterdam 





W. P. FULLER & CO., Pacific Coast 
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TWO IMPORTANT FACTS 


‘ 





HESE have been clearly established in recent ex- 
haustive tests by the Educational Bureau, Paint 


Manufacturers Association of the U.S., which proved 

















conclusively that the radiation efficiency of radiators 
Fact1 which have been enamelled is considerably increased Fact2 
over those to which gold or aluminum bronze has 
BARE been applied, or those which have been left in their RADIATORS 
RADIATORS original state. COVERED 
OR THOSE WITH 
nei RED One of the largest radiator manufacturers in the world unreservedly recommends coum 
METALLIC RADIATOR 
PAINTS 3 OD = in| | X ENAMEL 
LOSE 30% al GIVE 100% 
RADIATION MARBLEITE RADIATION 




















RADIATOR ENAMEL 


S SUPERIOR in covering property and heat radiation to metallic paints, bronze, etc. 

Made in twelve shades to match decorations and furnishings. Special colors for industrial work. 

This is an unusual, easy-selling specialty with a very definite market and strong selling argument. 
Liberal discounts—write for detailed prices and plan of dealer helps. 


PHOENIX PAINT & VARNISH COMPANY 


124 Market Street, Philadelphia, Pa. 
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. MILLER’S 
J — brush. 


°* ON COLORS-IN-OIL 
HAS BEEN DECLARED A 
MASTERPIECE. 


THIS TREATISE BY A MEM.- 
BER OF THE McDOUGALL- 
BUTLER STAFF WILL BE 
SENT YOU ON REQUEST. 

















Because 
he is wise, 
as well as good, 
he selects - 


WHITING -ADAMS 


BRUSHES 


Good painters know through 
experience that the “goodness” 
of the job is determined by the 
goodness of the brush. 


START WITH A 
WHITING- ADAMS 
BRUSH 
AND BE SURE OF A 
GOOD FINISH 


JOHN L. WHITING - J. J. ADAMS C0., BOSTON, U.S. A. 
Brush Manufacturers for Over 116 Years and the Largest in the World 
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MAKERS OF 
Varnishes, Enamels and Paints 









Buffalo, N. Y. 


New York City Branch Chicago Branch 
10 Christopher St. 1141 Madison St, 
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DIXON'S 


SILICA GRAPHITE 


a 
4 4 
Gi 
33 
F - 
a 
“ 
ae 















Will give your customers better paint protection for all exposed 
metal or wood work at lowest cost per year. a 
EA 
\ 


The pigment, silica-graphite provides a tough, yet elastic, film 
that expands and contracts with heat and cold without cracking or 
peeling. The vehicle is pure boiled linseed oil—the best paint vehicle 
known. 

Many users have certified to its long service records of from five 
to ten years and even longer. 


Write now for our Dealer Proposition 40-B . FA a 
JOSEPH DIXON CRUCIBLE COMPANY a Se” fee ) 


Jersey City, N. J. OK | 
¢ feaoeN Amare fae? 7 
as laren 


Established 1827 
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LADDER. : 
or EVERY puRPOSE 
Y HOME NEEDS 
EVERY EP LAODERS 

y FARM NEEDS 
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LOTS TO CARLOADS IN THREE YEARS !! 
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“How the 
BERRY Line has helped 


Build Another Successful Business 


USINESS success is invariably 

the product of good merchan- 

dise and good merchandising. It 

is the combination of these quali- 

ties that makes the cash register 
ring merrily. 


For years it has been common 
knowledge in the trade that the 
Berry line makes good and Berry 
dealers make money. Knight & 
Wall at Tampa, John M. Surface 
at Kansas City, Henry Lester at 
Rochester and R. D. Pitard at 
New Orleans are just a few 


of scores of successful dealers. 


Here is the way R. E. Warren, 
president of Smith-Warren Paint 
& Glass Company at Richmond, 
Va., describes his firm’s experi- 
ence with the Berry line: 


“Quality certainly counts!”’ 


‘“‘We started handling the Berry 
line three years ago with a small 
stock order. Now we are buying 
in carload lots. This is evidence 
that we find the Berry line prof- 
itable.”’ 


Make 1925 a winner. Be a Berry dealer. 
Wire for a representative now. 


ERRY BROTH 


Varnishes Enamels 
Detroit, Mich. 


LV 


RS 
Stains 


Walkerville, Ont. 























ONE GALLON U.S. MEASURE 
OUTSIDE WHITE 



























“Paint Purity” 
There can be but two kinds of paint—100% Pure, and graded. 
Monarch 100% Pure Paint formula appears on every can. Compare it 
with all others. 





Analysis of Pigment Analysis of Vehicle 
Carbonate of tenga none - 66.6 Linseed Oil . . . . . 81.7 
Zinc Oxide .. . 33.4 Turpentine ..... 9.3 

one Japan Drier oc e «_ BS 
100% i00% 


NOTE—Except for a few dark colors that cannot be prepared from pure lead 
and zine alone, colorsin Monarch Paint are made from thesame formula as 
outside white with the addition of sufficient pure color pigments to produce 
the various shades and tints. 











No substitution No adulteration 100% Pure 











Gse MARTIN-SENOUR Go. 


PIONEERS OF PURE PAINT 
BROOKLYN -LINCOLN-CHICAGO-LOS ANGELES-SAN FRANCISCO 



































a 
ile 
re, 
be 
Ng 
nan 
4 ~ 
Bs 

Pg 


_— 


4-00 
Y 


| 


WY = 








5 


Yy 
Yj 


WW 


Y 
Y 


4 


WZ Y 
Vy, 
Yj 


Yj 


WY 


Y BO ea * = ® we 


4 


4, 














dmaster paintersknow  /FONgERS oF [007 


this reason. Write for complete information. 
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’s; 100% Pure Varnish. Many 


There is a reason for the ever-increasing popu- 


thousands of merchants an 


larity of Martin 
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ts Less to 
Pay MORE Per Gallon 


es Lucas national advertising reaches millions of property 


AN INVITATION owness. 


To Take a Trip Through the Great Their attention is being called to the superior quality of 
Lucas Factory at Gibbsboro, Lucas Tinted Gloss Paint. 
New Jersey Its five definite quality standards appeal to the quality buyer. 


Without obligation whatever, dealers attending : ; 
the Philadelphia Convention can enjoy a most : It appeals also to the price buyer because its greater cover- 
interesting trip through one of the world’s ing capacity means a lower cost at time of application. 

greatest industrial plants and see how hundreds Its greater protective qualities and lasting beauty reduce the 


of paint and varnish products are made. A cost of service per year. 

personally conducted tour in which manufac- Paint b f h ; 

turing processes and three-quarters of a cen- aint buyers of both types are glad to know that it costs 
less to pay more per gallon. ’ 


tury’s development of paint products will be 
explained in detail. As a paint dealer, you The Installment Payment Plan for home ewners will double your busi- 
owe this educatienal trip to yourself and cus- ness. Ask us to tell you how. Write Dept. D-5. 

tomers. Phone Mr. Bert L. Shontz at our 


Philadelphia office—Market 0448—and he will Lu T. 

arrange to place you in a party of visiting JoAn & Co. 

= ucas ARC. 
Paint and Varnish Makers Since 1849 


PHILADELPHIA 
NEW YORK PITTSBURGH CHICAGO BOSTON 
FRES 
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July 17>; 1924. 


pittsburgh Plate Glass Co 


Kansas City, Moe 


Gentlemen: 


Attentio 
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COLUMBIAN 











- 






Practical Profit Producers 











Y standardizing on Columbian Vises progressive 
dealers are making more vise sales and more profits. 


Benefit by their judgment. 





Standardize on Columbian Vises 
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Né. 143—3 in. Jaws No. 1434%2—3'% in. Jaws 


No. 144—4 in. Jaws Swivel Base 
Jobbers Everywhere Have Them in Stock 


THE COLUMBIAN HARDWARE CO. - CLEVELAND, OHIO, U.S.A. 


COIUMBIAN 


_GARAGE and HOUSEHOLD VISES 

















HARDWARE 
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Sargent Screen Door Closer “520” 


Right now it’s the open season 
for Sargent Door Closer Sales! 


EVERY screen door needs a 
Sargent Door Closer “520.” It 
stops slamming and banging. 
Closes screen doors quickly and 
surely and keeps them closed. 
You can easily interest home- 
owners in this small edition of the 
larger Sargent Closers 
so universally used in 
public buildings. It is 
inexpensive, repair-free, 
and can be applied in a 
jiffy, to either right or 
left hand doors. In fact, 
one carpenter writes 
that the diagram packed 
in each box permits his 


men to attach three Sargent Clos- 
ers to one of other makes. 
Sargent “520” is equally con- 
venient for storm doors and for 
lavatory, cellar, back-stairs and 
refrigerator room doors. A tre- 
mendous home market is ready 
for it. The margin of 
profit is good. Folders 
imprinted with your 
name and an attractive 
window card will help 
you sell it. Our Co- 
operative Advertising 
Service Booklet will 
also be sent upon re- 
quest. Write today. 


SARGENT & COM PA N Y, Hardware Manufacturers 
NEW HAVEN, CONN. 


New York: 92-98 Centre Street 


Chicago: 221-223 W. Randolph Street 


THE DECIMAL SYSTEM OF PRICING AND PACKING HAS BEEN ADOPTED FOR SARGENT HARDWARE 
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NO WATER GETS BY 
THIS IS THE THIS CHANNEL WALL 
CHANNELDRAIN 
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GOOD PROFIT IN EVERY SALE 


Wheeling Channeldrain Roofing will not leak because it cannot 
leak. It is also lightning-proof, fire-proof and trouble-proof. It is 
easy ta sell because it is so simple to demonstrate the practical 
features of its scientific design. Every Wheeling Channeldrain roof 
you sell means good profit and a thoroughly satisfied customer. 


Wheeling Channeldrain roofing is a conspicuous step forward 
in metal roofing design. Unwavering adherence to one high 
standard of perfection throughout every manufacturing process 
insures the durability of this and other Wheeling products used 
‘in permanent and economical building projects. ; 


+ There are other important building materials made by Wheeling 
including metal lath, eavestrough, conductor pipe, shingles, ceil- 
ings, nails, corner bead, wall ties, and mason hods. 


Put your needs up to Wheeling and learn why you can put every 
confidence in Wheeling Products and Wheeling Service. 


Wheeling 





Wheeling Corrugating Company, Wheeling, W. Va. 








New York Chicago Philadelphia St. Louis Kansas City Chattanooga Richmond Minneapolis 
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“Polly Perk” Percolator. 
Made of heavy weight alumi- 
num highly polished. Seam- 
less welded spout, hinged 
cover; practical for actual 
use; each in attractive box. 
A cup or two. 
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Keeping in Step with Progress! 


Made to shorten time in the kitchen; to prepare full course 
meal for two; for people who tour over the week-end; for 
small apartments; for “just two;” for the bachelor girl; for 
picnickers; for campers; for long distance touring; for the 
unexpected guest at lunch; for convenience. 


Gracefully designed; heavy weight aluminum metal used; finished 
exactly like the famous “Swissalu” wood-handled aluminum 
utensils. 


Write for Complete Catalog ‘“‘HA”’ 


THE GEO. H. BOWMAN CO. 
——~“-. U.S. A. 
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Profits Buried 
in the Scrap Heap 


BAD thread makes a bad 

bolt. And a bad bolt ic 

- useless. That is why 
your scrap heap attains such 


tragic proportions every year— 
a sheer waste of good profits. 


But that’s not all the harm a 
bad thread can do. It may show 
no symptoms of defective con- 
struction till after it’s on and 
the job delivered. Then it may 
strip and work loose, and a good 
customer will be thinking pro- 
fane thoughts about Somebody. 
Is that risk worth taking? 


You're taking it all the time, 
when you use cut thread bolts. 
The first few bolts that pass 
through a new, keen edged 
cutting die may be clean and 
accurate —- but an edge that’s 
cutting through steel won't hold 
its keenness long. Soon the thread 
tolerance begins to widen as the 
edge begins to dull. Evena very 
small variation—something you 
can't see on the thread or “feel” 
with a ring gauge—can cause 
trouble. And variations in cut 
threads are by no means small. 
You get all kinds: a wide assort- 
ment of misfits. 


Threads of This Bolt 
Are Made in New Way 
Empire New Process bolts are 
made by a newmethod that elim- 


_—- 


inates cutting. The thread is 
built up on a specially prepared 
blank, without removing any 
stock. The dies used for this 
purpose are made ona new type 
of machine tool, of which no 
duplicates are to be found in 
other bolt plants. So accurate 
are the dies, and so precise the 
bolt machines in which they are 
operated, that the bolt thread, 
as shown on the comparator 
chart; has as close a limit of tol- 
erance as that of a hardened and 
ground gauge. It has six times the 
accuracy of the finest cut thread, 


Once you've started using 
Empire New Process bolts, you'll 
never use cut thread bolts again. 
You'll never go back to the days 
of waste and extravagance and 
inefhciency that characterized 
the old style bolt— 


And one potent reason is that 
you can get Empire New Process 
bolts at the regular Empire cata- 
log prices, with no advance in 
cost for their finer quality. Thus 
they represent a big, substantial 
saving over other types of bolts 
by eliminating all waste. Every 
New ‘Process bolt you purchase 
will fit the nut it was intended 
for, and you'll never know the 
meaning (and the cost) of stripped 
and malformed threads. Ask 


for samples. 


RUSSELL, BURDSALL & WARD 


©® BOLT & NUT COMPANY © 


PORT CHESTER.N-Y. 


PEMBERWICK.CONN. ~- CHICAGO ~- 


SAN FRANCISCO 
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Comparator pho- 
tograph, New Pro- 
cess bolt thread. 





Comparator pho- 

tograph, hardened 

and ground gauge 
thread. _- 
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In this position, illustration 
shows Whitco at bottom of case- 


ment window. 














PHOSPHOR RAONZE 
Sut PLATE FRICTION SPRING SLIDING SHOE 
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Do You Know Whitco? 


Hundreds of architects, thousands of builders, anc tens 
of thousands of home owners know it to be the best, if not 
the only practical means of swinging and controlling case- 
ment sash and transoms. 

But what does the hardware dealer know about it? Here's the answer: 

Twelve re-orders in eight months—ranging from 5 to 300 sets at a time, for a total of 
1481 sets—is the story of 


Whitco Casement and Transom Hardware 


| as one Boston dealer knows it. 
¥ Up in Manchester, N. H., a much smaller city, WHITCO seems to be doing equally 
p well. A dealer there re-ordered four times in five months for a total of 512 sets. 
| Down in Philadelphia, one of the several dealers now selling WHITCO, re-ordered . 
16 times in ten months for a total of 6983 sets, his requirements, ranging from 50 to 1,000 
Whitco makes it easy scietiadian: saiiatl wa . , , 
sets at a time. 
and safe toclean the out-* . ais : ean 
side of a casement from Out in Ohio the story is the same. In Cincinnati a dealer bought two sets of WHITCO, 
within the room, one in solid brass and one in rust-proofed steel, for samples. This was on August 2oth. 
On August 25th, he placed an order for 50 sets, and since that time his re-prders totalled 
1,000 sets more. 
Again in Toledo, a dealer whose initial order was for 100 sets, sent in enough re-orders 
in six months to run his total up to 850. 
And so on—in Middletown, Conn., New Rochelle, N. Y., Passaic, N. J., Easton, 
Pa., Norfolk, Va., Newport, Ky., etc., etc., dealers not only bought from 150 to 2,250 sets 
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n Sold Brass (pe TC : 
, ae et, Of WHITCO, but the fact that they re-ordered from five to eight times, shows that they 


set) the equipment for 
one casement sash or 


transom $2.25 


Rust -Proofed Stee! 
(per set) the equipment 
for one casement sash 
or transom $1.75 


WHITCO hardware 
is distributed by your 
jobber. 


have been turning their investment in it over with more than ordinary rapidity and 
regularity. 


Compare This With The Average Turnover In Other Lines Of Hardware 


Figures compiled from authentic sources show the average to be 2.4 times per year. 


VINCENT WHITNEY COMPANY 


MENT Eastern Offices: 
Wiel 636-642 Mass. Trust Bldg. 
HARDWARE Boston 


Send all inquiries to nearer Office. 





Western Offices: 
365 Market Street 
San Francisco 
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How we sell Sharpits every day ' 


“Our method 1s to prominently display Sharpits 


Here is a typical example ot what retailers 
near our knives and scissors. Whenever show- 


- e doing with the Dazey Sharpit—that ing customers knives and scissors, we ask them 
entirely different sharpener that is far more if they have a satisfactory means of sharpen- 


than a knife sharpener. Let Mr. Green tell ing knives and scissors in the home. Usually, 
we receive a negative answer, which at once 


you in his own words: leads to a demonstration. 


We are thoroughly convinced that there 1s a © 
big field for the Dazey Sharpit. Bear in mind ~ 
that every customer is a prospect. Our sales- 
men are very enthusiastic with the merits of 
this product. They realize its possibilities.”’ 


Horace W. Green & Sons Hdwe. Co., 
Long Beach, Calif. 


Some dealers by following this simple method have 
averaged 5 to 15 Sharpits every day for months, 
and still going strong. 


Is there any other item in your stock now that pays 
such a profit that sells like this? If you haven't 
stocked Dazey Sharpits, why miss out on the sales 
and profits that you can make with them? 
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Small but 
mighty — 
Only $A in. 
high 


Sharpening 
points self 


adjusting 
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in 
hy Sharpits sell fast’ 
Just the minute you see how Sharpit is made and are two grinding wheels — twin wheels. These 
what it sharpens, you will know why it sells like wheels are beveled to a fine edge where they meet. 
“sixty.”’ Entirely different from an ordinary knife 
sharpener. You simply rest the blade in the groove and turn 


| and it sharpens both sides of the blade at one time. 
It puts an edge on practically anything. It handles The sharpening of single beveled edges such as scis- 
the hardest steel as well as soft steel edges. It sors is made quick and easy by the bevel guide on 
sharpens any kind of blade—single, double, beveled, the side. 


big or little. 
. When you see a Dazey Sharpit, you will recognize 


The whole construction of Sharpit is entirely dif- the best sharpener and the best selling proposition 
ferent from any other sharpener in every way. There you have ever had. 
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TRIAL ORDER for SIX 


Fill out and mail this display carton order 
today and prove how fast Sharpit sells. 



















Get this trial box—NOW! 


Sharpit is packed in small quantities of 
six to a trial display carton, to give you a 
chance to prove to yourself that it is just 
what people want and what they will buy. 
Mail this trial order coupon today, giving the 
name of your jobber. 


DAZEY CHURN & MFG.CO., ST. LOUIS, U.S.A. 
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To Dazey Churn & Mfg. Co. ae > ae mm — ee 

4301 Warne Ave., St. Louis, Mo. os Bas, wae ~— Seas 32 a va 
Gentlemen: Please ship us one |iD)ayl\ eee 7 
self-selling display carton of 
Six Sharpits, at the price of Six 
($6) Dollars for Six, F. O. B. 
jobber’s warehouse or St. Louis. 
Retail price, $1.50 each. 
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Sharpit is made by the makers of Dazey 
Churns. Every retailer in the country knows 
about the high quality and ready sale of 
Dazey Churns.TheSharpit has the same high 
quality—made by the same firm. And like 
the Dazey Churn, it is always sold only 
through the jobber and retailer. 


ae eo BEBHEEEHEBESEESEs & 


HARDWARE AGE 














_ 


2 ee ~ 








FOUR 
STEADY 
SELLERS 


Here are four general utility tools (typ- 
ical of the whole Crecoite line) for 
householders, campers and amateur tool 
users. Serviceable quality at medi- 
um prices. All equipped with Grady 
Wedges—easy to keep the heads tight. 









Boys’ Axe 


You can sell these good tools with 
real satisfaction and profit. Ask your 
jobber or write to us for samples or cat- 
alog H. Now! 


MARION TOOL WORKS, Inc. 


Subsidiary of Chicago Railway Equipment Co. 
Marion, Indiana, U. S. A. 





Pronounced CRE-CO-ITE 


CRECOITE 














Nails are Quicker 


Don’t waste time with 
screws or bolts — use 


DRYVIN 
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Machine Bolt 
Expansion Shields 


Two lengths—regular and 

short. Short length one- 

half inch shorter than 

ordinary shield, saving - 
time in drilling. Jam 

collar keeps expansion 

at bottom of hole. Won't 

work loose. 














STAR EXPANSION BOLT CO. 


Established 1900 
Room 208, 147 CEDAR STREET NEW YORK CITY 
Full stock carried at following branches: 


Philadelphia Chicago 
Boston St. Louis 
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The Expansion Shield 
You HAMMER Home 





Dryvins will save you 50% in 
time and cost. A few hammer 
blows — instead of the old, 
slow, tiresome use of screw- 
driver or wrench. Shield holds 
the load; nail merely expands 
sleeve. Bottom flange locks 
into masonry. No need to 
spot for holes — use fixture as 
templet. No threads tostrip off. 


\ \ 7HEREVER you have to e 
fasten metal to masonry, ' 
é 


In a recent test, a pull of 3000 
pounds failed to dislodge two 
5/16" Dryvins holding a brack- 
etto a brick wall. A 3/8" bolt 
was sheared off and the bracket 
broke— but the Dryvins held. 














Get this Dryvin Dollar 
Try-Out Kit 


Contains Dryvin shields, any size, 
Dryvin drill point of Vanadium 
Steel and special hand chuck that 
makes drilling faster and easier. 
Also knock-out pin. Complete out- 
fit—list price—averages $1.60. 


When ordering sample kit specify 
size of shields and type of work for 
which they are to be used. 


Dryvin Sizes 
3/16 x %" % x 1%" Y%myx2" 
yx 1" 5/16 x 1%" Vx 2%" 
5/16 x 2%" 












Montreal 
Los Angeles Toronto 
Seattle Winnipeg 
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Over the Top wlth 
Weatherstrip Sales! 


There is plenty of weatherstrip business 
for the dealer who handles the right 
strip and sells it by a well-arranged 
merchandising plan. Stock “Economy” 
—the most logical strip for the hard- 
ware trade. 

“Economy” dealers are making big 
protits, and you can do the same. By 





lt makes no 


difference what the car! NONE 
BETTER Socket Wrench Sets fit 
them all. 


The No. 21R Set is for the 
man who wants a complete 





* Q | \ ° = 
outfit which will enable & i \ using our advertising and sales plan you 
, will develop a volume of weatherstrip 
o : 
him to get at any nut on ") business larger than you ever thought 
the car. This is a real ie possible. 
combination set, contained ral: ‘ 
<i Comes in Handy Cartons 
in a strong wooden box, w 
No. 201 attractively labeled in yel- Economy All Metal Weatherstrips come in 
« on Wrench 7 x handy cartons, containing complete equipment 
— , ” low and gray. A good dis- E for one window or door, including nails and 
“  * ° instructions for _installing—no wrapping, 
play of a good outfit means = measuring or cutting, and mo waste from left- 
: > over ends or damage in stock. For further 
good sales. > convenience to the dealer they are packed in 
Oo cases of 24 cartons. 
Here’s what the complete =; \ao The ‘‘Economy” model window and counter 
. O/s display shown above is an excellent salesman. 
set consists of: w Let us send you one, with full details on our 
sales plan. Merely as the coupon below. 





NO. 201 SOCKET WRENCH SET— 
Fight Sockets, sizes 15/16”, %”, %4”, 
. 11/16”, %”, 9/16”, %” and 7/16". 

No. 5 a serew driver and valve’ grinding 
Ratchet Handle socket. and a ™%” hex steel L Type 
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Speed Brace 
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©| You sho@ld carry this set, which has been made 
©} 4p to meet a demand from those car owners who 
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handle. ~ : 
y 1.A. 9-28-29 
= 5 a i. a ! ECONOMY METAL WEATHERSTRIP OO. - 
catchet ; rugge an ready. op i om : . 
forged from a high grade steel and | 2531 Homer Street, Chicago s . 
‘ accurately machined. Has _ reversible 3 Send, without obligation at your expense, miniature Window , 
adapter, four points of contact and : Model, including window display with descriptive literature and + 
small head. | sales plan. Also give your trade discount. : 
1 
NO. 200S SPEED BRACE—wWhile de- m 4 
\ signed primarily for rim wrench, can i Nuaute a Ee es ee ee Pe ee ee ee ee a ee A ee ee ee ee | 
be used under many conditions where q a 
No. 2005S speed is desirable. # ES OS EE ES Oe ee ee ee) eee : 
; : 
- + 
f | 
ie 2 


want a complete NONE BETTER outfit in com- SUE ee ee eB SB SOS RB SB SB SSB SB SS BSS TSS SSS SSF SSS SB SS es 
pact form. 
Sold through Jobbers only 

If you have mislaid your catalog showing the complete 


NONE BETTER Line, art better write for another 
today 





The A Reg. U. S. Pat. Office 


Metal 


WEAT#I ERSTRIP 


9 The New Britain Machine Co. 


198 Chestnut Street New Britain, Connecticut 
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NOW— 
A Weatherproof Cover 


for Cannon Ball 
Junior 


ANNON BALL Junior. Hangers 
and track have proved their good- 
ness by their popularity. Now, 

that goodness is made greater with the 
addition of a weather-proof cover to 
make it rain-proof, snow-proof and 
sleet-proof. And it isa real cover— 
deepest on the market, strong enough 
to last for many years, yet flexible 
a enough to give with the warping and 
Soll Renter Weathers settling of the building and so stay 
li aii nes weatherproof always. A hammer is 
/ all you need to install it, and its price 
/ makes a cover for an 8-foot door cost 
(@ y you a few cents less than half a dollar. 















You can sell a lot of this new cover, STAR Stalls and 
because the many who already have Stanchions, Litter 
Cannon Ball Junior Track and +g deta spy 
Hangers on barns can install it now or well-known and profit- 
any time. Write for catalog describing able. AS — = 
‘ 1S wor aving — 
this and other STAR products that sate: tieacamenniias 


are in big demand everywhere. 


TAR « 


Equipment 














HUNT, HELM, FERRIS & COMPANY 


Harvard, Illinois 


Minneapolis Los Angeles San Francisco 


Philadelphia Albany 
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Behind 
great commerciat 
accomplishment is 
a story worth hearing 

Truth’ they say is 
Stranger than fiction’ 
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Spring shipments double 
any previous like period. 





Hardware Retailers must 
be “Making More Money”. 


THE MANSFIELD TIRE & RUBBER COMPANY, MANSFIELD, OHIO 


Balloon Cords Truck Cords Heavy Duty Cords Regular Cords Fabric Tires 


Tire Manufacturers Extraordinary to the Hardware Trade 


ELI 


Nationally Distributed by Hardware Jobbers 
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MYERS SELF-OILING @ / m 12 SIZES 
BULLDOZER POWER PUMP "= 500 to 9000 
_ forSHALLOW WELLS & CISTERNS [if GALLONS PERHOUR 





e¢ 
SELF-LUBRICATING 
OOK around now. Ob- WORKING 
serve what is going on HEAD 
in power pump circles. See 
how completely MYERS 









a ER, he SELF-OILING BULLDOZER 
‘as 5 Ae es, POWER PUMPS—the original 
oe en ip j cesar” patented line sold under the 


registered trade name ‘‘Self- 
Oiling’’—have revolutionized 
the pumping of water by 


power. And then proceed a step further and note how 
MYERS SELF-OILING POWER PUMPS cover the entire 
field. There are now Twelve Sizes for shallow service 
and five sizes for deep pumping. Each style and size 
is a proven unit with thousands of installations back of 
it to support its service giving qualities and guarantee 
satisfaction after it has been placed in operation. 


As a dealer, a plumber, a pump man, if you have not 
already done so, you owe it to yourself and to the com- 
munity you serve to thoroughly investigate MYERS SELF- 
OILING POWER PUMPS. Known everywhere for their 
dependability—nationally advertised in leading class, 
trade and farm journals—sold and installed by best deal- 
ers and distributors in hundreds of localities—they offer 
unequalled opportunities for more power pump business 
and better profits. 








is me 6°0"12 AND 19" 
STROKE 












Your inquiry will receive our prompt attention. 
Write today. 


sae == hy VE} ne @orfParanA ~~ 

THE FLE,MYERS & BRO.¢o9. 
ASHLAND, OHI] QO. 

Manufacturers for over Fifty Years of MYERS HONOR-BILT PUMPS for Every Purpose. 


WATER SYSTEMS-HAY and GRAIN UNLOADING TOOLS ~ BARN,FACTORY and 
GARAGE DOOR HANGERS: STORE LADDERS, Etc. 
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SILVERPLATE 
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Patent 
Pending. 


Illustration 

shows Tray 

with Lining 
partially 
removed 


The Utility Tray Sets 


Containing 26, 29, 35, 38 or 44 Pieces of Silverware 


The Utility Tray—an innovation introduced by the makers of 1847 — 
Bros. Silverplate—is a display unit for silverware that is unrivaled and ; 
delightful silverware rack and serving tray that any woman would gladly 
add to her dining-room equipment. 

The tray and lining may be used as a unit while setting the table. Then the 
racked velvet lining may be removed and slipped in the buffet or serving 
table drawer, while the tray itself is used in serving. 

It is made in three beautiful combinations of color and material: burnished 
gold and polychrome with old rose velvet lining; silver and blue with mis- 
tral blue velvet lining; mahogany with mistral blue velvet lining. The 
center of the tray in each color combination is polished natural mahogany. 

The Utility Tray offers the dealer a display unit that makes for many and 
larger sales. Featuring, as it does, the complete set, containing 26, 29, 35, 
38 or 44 pieces, your unit of sale is increased from the half-dozen to twenty-six 
or more pieces. In any window or show case, a display of the Utility Trays 
in various colors and with several patterns of 1847 Rogers Bros. Silverplate 
means increased sales and profits for you. 


—_— Ge = QUALITY ‘x. ARTISTRY “So | ae 
s) INTERNATIONAL SILVER CO. 


Ae 4 
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17 61. PRINTED IN UU. S A. 




















Patent Pending. 
Illustration shows Tray with Lining partially removed 


50-Piece Utility Tray 


The Utility Tray is a welcome addition to any dining-room equipment. 
It is particularly salable, when displayed with the 50-piece combination, in 
window or show case. 

All 1847 Rogers Bros. advertising emphasizes the desirability of owning 
sufficient silverware. A 50-piece combination comprises the absolutely neces- 
sary amount of silverware for the average family and the showing of fifty 
pieces in a container like this helps to make the larger sale. 

The color combinations in this tray are gold polychrome with old rose 
velvet lining and mahogany with mistral blue velvet lining. In both trays 
the center is of polished natural mahogany. Shown in both colors they pre- 
sent a delightful display and a variety of choice for your customers. 


For further information in regard to the Utility Trays; for dealer 
helps, window cards, consumer folders, etc., write to your jobber or Sales 


Promotion Dept., International Silver Co, Dept. E., Meriden, Conn. 
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“AN INCENTIVE TO TRADE— 


TOM-TOM 


Octagon Alarm 


Height 5\% inches; width 4°, 
inches. 

The large attractive member 
of the True Time Tellers 
family. He has a big 4% inch 
Dial and an improved 40 Hour 
Movement with a heavy nickel- 
plated seamless brass Octagon 
Case. He has a big Back Bell 
and a loud, long Intermittent 
Alarm that is a sure rouser. 
He is dependable and good 
looking and makes friends 
wherever he goes. 


Price Tagged 
SOE. cs amedens $3.25 


Ask to see the other Octagon 
members of the True Time 
Tellers Family. 


‘NEW HAVEN’ DISPLAYED” 


FEW “NEW HAVEN” Alarms grouped with the attractive colored 
Display Card, as shown above, will help increase your alarm 
clock sales considerably, especially at this time, as the New Haven 
Advertisements in THE SATURDAY EVENING POST are read twice 


each month by millions of people. 
This is just one of the many attractive colored Display Cards offered 
you. Send for them at once, using the coupon below. 


A number of effective window displays can be arranged by using 
the attractive boxes, each one of which carries a smiling figure, which 
will add human interest to your displays. 


Electros furnished upon request 


YOUR JOBBER CAN SUPPLY YOU! 


Tut New Haven Crock Co. 
New Haven, Conn. 


Please send me at once, a set of Colored Window Display Cards 





THE KX TEW YT TAVEN (XLOCK CO. 


a EW VEN ONN. 1817 


featuring True Time Tellers and also reprints of Saturday Evening 
Post Advertisements. 


ee al 








BRANCHES 


NEW YORK 
SAN FRANCISCO 


CHICAGO 
TORONTO 
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Machine Screws 
Stove Bolts 
Tire bolts 
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American Screv Co. 
PROVIDENCE , RI. 


WESTERN DEPOT 
225 WEST RANDOLPH ST., CHICAGO, 
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The W. Bingham Co., Cleveland; The Bostwick- 
Braun Co., Toledo; The Bronson & Townsend 
Co., New Haven; Buhl Sons Company, Detroit; 
Burhans & Black, Inc., Syracuse; Decatur & 
Hopkins Co., Boston; Eastern Drug Co., Boston; 
Evansville Supply Co., Evansville; Geller, Ward 
& Hasner Hdwe. Co., St. Louis, Mo.; C. H. & 
E. S. Goldberg, New York City; L. Gould & Co., 
Chicago; Charles Hubbard Son & Co., Syracuse; 
Janney, Semple, Hill & Co., Minneapolis; Kelley- 
How-Thomson Co., Duluth; Lee-Kountze Hdwe. 


burgh; Masback Hdwe Co., New York City; 
C. H. Miller Hdwe. Co., Huntingdon; Minne- 











Co., Omaha; Logan-Gregg Hdwe. Co., Pitts- © 


These Well-Known Houses Distribute 
Osborn Blue Handle Household Brushes 


apolis Drug Co., Minneapolis; Morley Bros., 
Saginaw; Northern Drug Co., Duluth; The Phil- 
adelphia Wholesale Drug Co., Philadelphia; 
Plimpton-Cowan Co., Inc., Buffalo; John Pritz- 
laff Hdwe. Co., Milwaukee; The Salt Lake Hdwe. 
Co., Salt Lake City; Schwabacher Hdwe. Co., 
Seattle; Supplee-Biddle Hdwe. Co., Philadelphia; 
H. D. Taylor Co., Buffalo; John L. Thompson 
Sons & Co., Troy; Townley Metal & Hdwe. Co., 
Kansas City; Towns & James, Brooklyn; Van 
Camp Hdwe. & Iron Co., Indianapolis; John B. 
Varick Co., Manchéster, N. H.; The Walding, 
Kinnan & Marvin Co., Toledo; The Geo. Worth- 
ington Co., Cleveland; Wyeth Hdwe. & Mfg. Co., 
St. Joseph. 














Osborn Blue Handle Houwse- 











hold and Personal Use Brushes 
are never sold by canvassers 


ihe solicitors. 























MAKERS O F 


Osborn Blue Handle House- 
hold and Personal Use Brushes 
are sold only through selected 
retail stores. 






































; You L/ 7s 





This window and counter display 
stand will work for you. Ask us, 
or any Osborn distributor. 


QUALITY 


Wholesalers and retailers everywhere are 
joining with Osborn in the nation-wide 
campaign to recapture the brush business 
from the “glorified peddlers.” 


Osborn brushes are better wearing brushes 
—and millions of American housewives are 
receiving the Osborn quality message every 
month. Osborn national advertising appears 
regularly in full pages, in two colors reach- 
ing more than a million of the finest homes. 


This added and extra powerful stimulus— 
which coupled with Osborn quality and 
Osborn popular prices plus the effectiveness 
of the definite Osborn sales plan is bringing 
results. 

You belong in the movement. Your store 
ought to be featuring Osborn Brushes with 
the new Osborn display stand. 

The business is there to be had. . Hundreds 
of retail stores are getting it. You, too, can 
get it. Write now to the nearest Osborn 
Distributor or to us for details about the plan. 


~The Osborn Manufacturing Company 


Cleveland, Ohio 
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Grebe 
Volume 
Control 






Controlling Audio Amplification™” ~~ 
_ ina New Way 


HE marked advance in radio reception given by the 
Synchrophase is due to its many exclusive features. 
One of these is the Vo/Jume Control which makes possible six 
graduations of sound volume at will in any intensity desired 
and without altering its character. This is accomplished gradually 
and not by the abrupt and distorting stage-to-stage method 
common to most receivers. | 
It is such advanced fundamental features as this that make the 
Grebe Synchrophase sell so quickly and stay sold. 


Write for full information 





A. H. Grebe & Co., Inc., Van Wyck Blvd., Richmond Hill, N. Y. 


| Western Branch: 443 So. San Pedro Street, Los Angeles, Cal. 
7 


This company owns 


* : and operates station 
WAHG 


CHRON 


7" “ , Stag ane og Te ROE ian MEPS. 6 te ee ae 
ce IE aw ire Igy ug “ak ae alla rarmeaaaaes 
ee eee " a 


es 
































Exclusiveness is 
a virtue only as 


it benefits others. All Grebe ap- 
paratus is cov- 


OP; ts ered by patents 
: ~\ granted and 


pending. 


Reg. U. 8. Pat. Of. 















Synchrophase with 

battery . Also 

supplied without 
base. 
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You Sit Comfortably 
While You Iron 


HATEVER may be ironed by hand 

with the old-fashioned hand iron, 
may now be done more perfectly and 
infinitely quicker with this modern 
HORTON Ironer. 


First of all you sit comfortably to iron on 
a Horton. Itis easy the first time, becom- 
ing easier each succeeding time. Simply 
feed the clothes into the ironer and they 
glide through without any effort what- 
soever on your part, aside from smooth- 
ing and guiding as they pass over the roll. 
In an hour “you can iron what 
ordinarily would take a fore- 
noon to do by hand. 

A distinct niuninnnne of the ; 
Horton is its open-all-around ° 
ironing roll. Shirts, blouses, 





children’s wear and dainty befrilled ruf- 
fles and cufis are ironed with the Horton 
open end just as easily as the finest table 
cloths or bed linens. And the work is 


beautiful—far more so than by hand. ~ 


DEALERS: Every home wherein you 
have sold a washing machine or any 
home appliance, is a prospect for this 
wonder HORTON Ironer. Your sales 
possibilities are unlimited. Order from 
your jobber—he hasa complete stock of 
HORTON Washers and Ironers and is 
prepared to give you real serv- 
ice. If you do not know the one 
nearest you—write us—welll 
advise you together with full 
details regarding the depend- 
‘ able Horton line. 


HORTON MANUFACTURING COMPANY 


1334 Fry Street 





PURSE AND PURPOSE 


Fort Wayne, Ind. 


THERE [{S A HORTON 





WASHER 


The New 
Horton No. 34 
Electric 
97 Retest we <angai 





Again Horton sets the pace in 
announcing this new sturdy built, 
large copper tub, electric washer. 
It isa revelation not only in wash- 
ing efficiency but in point of un- 
equaled mechanical perfection. Its 
intermediate price offers dealers a 
real opprotunity to build a firmer 
leadership inthe washing machine 
business. 


Another 


Horton Success 
the No. 40 





The original 3-cup Electric 
Suction Washer supplied either 
with copper tub or white vitreous 
enameltub[($5 extra}. Thousands 
of dealers the country over have 
established their success and in- 
tegrity in business on this Horton 
model. It is outstanding as an 
example of washing machine 
perfection. 





Prices slightly higher in 
extreme East and West 
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FOR ELEVEN YEARS A SURPASSING TIRE AT A POPULAR PRICE 


- 


With This Certificate 
You Have the 
Advantage 


HIS certificate identifies the 
merchant who sells Lan- 
caster Tires. 


To the motorist, it means cer- 
tainty of satisfaction from a 
tire that has established itself 
by performance. ‘To the mer- 
chant, it means an opportunity 
to build his own business un- 
hampered by excessive compe- 
tition. 

This certificate is presented to 
all Lancaster Contract Mer- 
chants. It is evidence of the 
contract whereby each mer- 
chant who sells Lancaster Tires 
is given an exclusive territory 
of his own, to be worked as he 
sees fit, either by himself alone 
or by sub-dealers working un- 
der his control. 

Experience has shown that the one 
sound way to sell tires with perma- 
nent profitis under a contract giving 
exclusive sales privileges. That is the 
only way the merchant can make 
sure he is not building a business for 
somebody else to enjoy. 


It is this sort of contract which opens 
the real possibilities in tires to hard- 
ware dealers. Write today for com- 
plete information on the Lancaster 
contract proposition. 


THE LANCASTER TIRE AND 


RUBBER COMPANY 
COLUMBUS, OHIO 
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FOSTER 400 
OUR NEW MAHOGANY FINISH PARLOR HEATER 


WITH SELF-CLEANING FIRE-POT 

















Especially adaptable for heating churches, school rooms, halls, homes, stores, etc. 











AIR WARM AND MOIST REVERSIBLE COLLAR. 
INSTEAD OF SUPER- 
HEATED. 











“ f 





AIR SPACE WIDER AT 
TOP KEEPS OUTER 
JACKET COOL AND 











BEAUTIFUL RICH PERMITS MORE RAPID 
GRAINED MAHOGANY CIRCULATION. 
FINISH. 

















LARGE WATER PAN. | 


— 








| ALL CAST-IRON FRONT. 








CORRUGATED CAST- 
IRON DOME !INCREAS- 
ING RADIATING SUR- 
FACE AND PREVENT- 
ING BUCKELING. 


























ALL JOINTS THOR- SELF CLEANING FIRE- 
POT LARGER AT BOT- 
OUGHLY CEMENTED pm 
TOM. ASHES FALL 
WITH ASBESTOS FUR- a e 
NACE CEMENT . AWAY FROM SIDES 
. LEAVING CLEAN SUR- 
FACE EXPOSED TO 
FIRE. 

















BASE DOOR MACHINE 
GROUND AND FITTED. 


EXTRA LARGE ASH PIT. 
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GRATE. 
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EITHER TYPE 
FURNISHED 




















THEY ARE 
INTERCHANGEABLE. fen Pie, yg yee le ee 
BOTH MOUNTED ON Ber LARGE OPENINGS AT 
BALL BEARINGS BOTTOM. 














This heater finished in rich grained mahogany will appeal to the discrimi- 
nating housewife. The agency, therefore, will prove to be a valuable asset. 


The Foster Stove Company Ironton, Ohio 
































Identified by a serial number on each 


SUPERTRON tube 


A Guarantee Without Means of Identification Means 
Unassured Satisfaction—It Means Nothing More or 


Less Than ‘‘May-be’”—Think It Over. 


BUY SUPERTRONS WITH 
ABSOLUTE ASSURANCE 


A Guarantee Certificate bearing a Serial Number ac- 
companies each SUPERTRON tube which has a num- 


ber that corresponds with the Guarantee Certificate. 


SUPERTRON 


SubeRRON 


aAGoOOODTUB 





PRECISION 201A 





AY | 
SUPERTRON MFG. CO., Inc. 
32 UNION SQUARE, NEW YORK 


Export Division 


The M. Simons & Son Co. 220 B’way, N. Y. 
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is all a tube can 


possibly be. 
At the Public Demand Price $2.00. 
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Wherever Thermometers 
Rise—Peerless Fans 





The Peerless Electric Company 
Warren, Ohio 
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Paint, Like 
Advertising 
Works Wonders 


MILLION dollars a letter is the 
value placed on a slogan used to 
advertise Paint and Varnish. 


What made the “Save the Surface” 
slogan so popular? Good advertising 
and the thought it contained: To save 
property as well as improve tts appear- 
ance. : 


Now Paint, like advertising, can be 
made to work wonders. 


But don’t expect dealers to spread 
your paint story and consumers to 
spread your paint unless you mix your 
paint message with good advertising 
and spread it in the right medium. 


That medium is the Paint and Var- 
nish Issue of Hardware Age—the 
fourth issue of each month. 
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Stop Losing Sales— 


because buyers cannot locate your store. 
Try it yourself. Approach your own store 
and, when half a block away, try to pick it 
out from the others near by. 

A Flexlume Electric Sign will make your 
store stand out and be seen far and near. 
Buyers will have no trouble locating your 
business. 

Your message, built into a Flexlume 
sign, will be far reaching and will produce 
for you both day and night. Flexlume’s 
power to attract is as great by day as by 
night. 

Thousands of merchants since 1910 have 
found Flexlumes profitable. 

Write now for literature and photoprints 
showing Flexlume serving other hardware 
dealers, and information as to how it can 
profitably serve you. 

We also build exposed lamp and _ other 


types of signs, for those who prefer or re- 
quire them. 


FLEXLUME CORPORATION 
1230 ery Road Buffalo, N. Y. 


one: “‘Flexlume’’—All Principal Cities 


hetne. oan, 





wm. 


al 


Pee LE XLUME 


Los Anueles, 





Oakland, Calif., 
and 
Toronto, Can, 














When you go to the Convention 
| oer in Philadelphia 


come to Salem, too 














SALEM. MASSACHUSETTS, the home of the 
old clipper ships, whose swelling sails brought back the 
wonderful product of unknown lands,—Salem, the 
home of Nathaniel Hawthorne, whose House of 
Seven Gables welcomes vou—Salem, with its ancient 
cemeteries and wonderful museums. 








The House of the Seven Gables 


Or Salem, the heart of the North Shore, a summer 
——— a a a plavground—with boating, bathing, driving, fishing, 


August, Salem’s splendid new Hotel—the golfing. 
Hawthorne—will be open to welcome you ' : » a6 . ’ : R 
—a cool, charming stopping place of sum- You'll enjoy visiting Salem and if you'll write us 
mer tourists. vou’re coming we'll see that the keys of the city are 
yours. 






HYGRADE LAMP CO 
cmarsrecs WY SALEM Mass 





| Licensed under 

General Electric | 
in 

cent lamp patents 
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A Gas Heater Distinguished by 


Its MANY Good Points 


HE famous “Reliable” Golden- 
Glow Gas Heater is distinguish- 
ed not for one good point but for 
many good points. This is why it 
stands comparison with any other 
heater—to the advantage of “Reli- 


able’ Golden-Glow. 


For instance, take the Burner. There is no 

more efficient burner on the market. The 
Golden-Glow Burner mixes the gas and air for 
the entire burner at one point. This construc- 
tion produces not only perfect combustion but 
also a uniform flame at all points. 


The giant Heat-Elements used in Golden- 

Glow Gas Heaters are different from any 
heretofore designed. And—they are better. 
The Golden-Glow Elements are three inches 
wide, have parallel closed sides and inclined, 
perforated fronts. The backs are straight and 
recessed, thereby forming dead air-spaces. This 
type of construction renders fire-brick backing 
unnecessary. Moreover, within the elements 
are a great number of radiating points. This 
feature insures even and brilliant heating of the 
entire surface. 


2 The adjustable Air-shutter and Cock of the 
J Golden-Glow make possible perfect regu- 
lation of the flame for various gas pressures. 


A The Burner-top is divided into separate 

sections, each section being fitted with a 
separate grid for each separate element. The 
grids are made of a non-corrosive material, and 
will last indefinitely. 


Showing Burner, Mixing Chamber and Valve 
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Reliable Golden-Glow 
(Portable Type) 





“Reliable Golden-Glow Gas Heaters are 

made in three styles, Portable and Fire- 
place. The Portabletype is finished in ebony- 
black with a heartplate of pol- 
ished aluminum. The Fire- 
place types are finished to har- 
monize with any surroundings. 


Ve Y 


We invite you to make a critical 
examination of the “Reliable” 
Golden-Glow Heater. Order a 
sample immediately and check 
our claims. The resulting evidence 
that what we say is RIGHT 
should point the way to increased 
gas-heater sales—if you stock with 
Golden-Glow Gas Heaters. And Cutaway view of 

Giant Element 


the price will show you how really WAS", “Reneble” 


lden-Glow 
profitable these sales can be. Go len-Glow Gas 
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RELIABLE STOVE COMPANY 


Division of American Stove Company 


Factory and Main Office: 1825 E. 40th St., N.E. CLEVELAND, OHIO 


315-317 S.Wabash Ave. 
Chicago 
718 Mission Street 
San Francisco 
350 East First Street 
Los Angeles 


New England States 











Representative: 

The Eastern Service Co. 
131 State Street, Boston 
New York and Export Offices: 
Bridge Plaza East 
on Skillman Place 





Long Island City, New York 
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ROYAL 
will get dirt 
when others 
are through 
—but others 
will NOT 
get dirt when 


ROYAL 
is through 


e" out-demonstrate the cleaner you ° 








J 





ROYAL 


are now handling. You can sell more 
Royals and you keep more net profit 
per sale. Let us prove this to you. 


x ™ P. A. GEIER COMPANY 


















540-560 East 105th Street 
CLEVELAND, OHIO 


Manufactured in Canada by 


CONTINENTAL ELECTRIC CO., Ltd., Toronto, Ontario 
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Increased Volume 
and Our New Selling Plan 


just put into effect, make possible unusually 
attractive profits on 


HAAG VORTEX WASHERS 


Better phone, wire or write to “George” and 
“Al” today and have a “VORTEX” sent for 


| examination. 


Within Two Hours 


recently, we received telephone calls from op- 
posite corners of the United States for territory 
and large shipments of this washer that has 
stirred up such a wide-spread enthusiasm. 





HAAG BROS. CO. 


NI 


ILLINOIS 


“Od 
@ 
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How Much Can Any 
Vacuum Cleaner Do? 





The vacuum cleaner has an important duty in 
every home. To be worthy of its name, it must 
keep the floors and rugs immaculate. It must 
get every speck of dust with a powerful suction. 
It must be easy to handle, and good to look at. It 
must not harm the rugs. If in all these points a 
cleaner qualifies, what more is to be desired 
of it? 


The GWC Stands Every Test 








Se ed al teu — 
; bas ae 
Ras ast 


It is easy to handle because it weighs less than 
twelve pounds. Its swivel rear caster enables it 
to glide swiftly over the floor.. Its thirteen-inch 
nozzle quickly covers the entire home area. 
Any child can operate it—yet it is substantially 
built to withstand many years of hard use. 








and— 





Regardless of the fact that it does all that any 
vacuum cleaner can do and is the equal of any 
cleaner on the market in construction and in 
appearance, it retails for but $40—with a com- 
plete set of attachments for but $7.50 extra. 





, Dealers who are looking for a real vacuum cleaner that they can sell 
t profitably at a low price will find this just what they want. Our 
| proposition will surprise you. Write us today. 


The Geo. Worthington Co. Cleveland, Ohio 


—Established 1829— 
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Here is the latest addition to the long list of 
Kitchenkook conveniences—the new Electric 
Starter. It is an exclusive Kitchenkook fea- 
ture, one that will sell to every Kitchenkook 
owner who has electricity. 


The Electric Starter takes the place of the 
alcohol generating torch. Turn the switch 
and in less than three minutes one or all burn- 
ers may be turned on to any size fire desired, 















A Blue-Hot Flame at a Fingers Touch 
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just like gas. The cost for current is insignifi- 
cant, the starter being used for generating 
only. 


























Here is another source of profit for Kitchen- 
kook dealers. Any Kitchenkook may be had 
with this new Electric Starter; quickly in- 
stalled in Kitchenkooks now in use and not 
already equipped. Write at once for full de- 
tails and prices. 























Kitchenkook 


Electric Starter 


























A specially designed _ electrical et 
heating element (patent applied f 
for) attached to the Kitchenkook 
generator. Requires no more time 
to generate than with alcohol. May 
be connected to any standard socket 
or outlet. All Kitchenkooks are 
now built so that the starter may 
be installed in a few minutes. 





American Gas 
Machine Company, Inc. 


Albert Lea, Minn. 
New York, N. Y. 
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EVEREADY 
HOUR EVERY 
TUESDAY AT 


Broadcast through 
New York 


E 
R Cleveland 













P. M 
+a FJ 
real radio 


Group.’’ 


Providence 
oston 
Philadelphia 
3uffalo 
rittsburgh 


Cincinnati 
Detroit 
Minneapolis 
St. Paul 
Davenport 

















WHEN customers come into your store at 
the rate of 250 a week and ask for a 
certain article by name, so that all you 
have to do is wrap it up and punch the 
cash register, you know that you’ve made 
a mighty profitable connection with that 
particular line. 


Melvin M. Burtis, manager of the radio 
department of the Alexander Grant’s Sons 
store in Syracuse, N. Y., says: “The 
Eveready line has been one of the most, 
if not the most, profitable of any single 
item in the radio department. . . . With 
your continuous national advertising we 


“Practically every customer 
specifies Eveready” 


can safely say that sales resistance has 
been very limited. Practically every cus- 
tomer specifies Eveready.’ 

Eveready high quality batteries, Ever- 
eady national advertising and multi-station 
broadcasting, Eveready window display 
material and Eveready trade service make 
Eveready Radio Batteries the quickest 
selling, most profitable of radio lines. 

Order from your jobber. 


Manufactured and guaranteed by 
NATIONAL CARBON COMPANY, Inc. 
New York San Francisco 


Atlanta Chicago Dallas Kansas City 
Canadian National Carbon Co., Limited, Toronto, Ontario 


EVEREADY 


Radio Batteries 


~ they last longer 

























54 














HARDWARE AGE May 28, 1925 






> tay cay h Doel rs = 
3 tae en Beth BO ae So - 


The famous Bassick 
°*Wizard Swivel ’’— 
carnes any load lightly, 
moves any table swiftly. 





‘(Do your customers’ tables 


move ds easily as this one? 


HEY SHOULD!—in fact, all tables should move easily and 

all tables will, once they are equipped with easy rolling 
Bassicks. 
How quickly housekeepers change to Bassicks when told a 
what good casters will save them. Save them in time, in ‘ 
effort, in wear and tear of rugs, carpets, floors and furniture. : 
No other caster could be quite so easy to sell as Bassicks. 
Packed, sets of four, in clean blue and yellow boxes, the 
Bassick line will add dollars to your sales when displayed— 
will make friends for your store when sold. 


See that your customers’ tables move easily on Bassicks. 
A DEAL WITH DIVIDENDS 
Special Stock Order No. 25 includes a representative 


stock of Bassick Casters plus a liberal assortment of 
display material and sale helps. Write for details. 


Bassic! Casters 


The BASSICK COMPANY 
Reg. U.S. Pat. Off. 


BRIDGEPORT, CONN. 
For thirty years the leading makers of high grade casters 
for home, office, hotel, hospital, warehouse and factory 
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There Must Be 
A Happy Medium 


=) URNOVER is undoubtedly one of the basic fac- 
* | tors in making a retail hardware business profit- 
able. But surely it is not the one dominant fac- 


tor independent to all other conditions. 











Salesmen tell us that turnover has been preached to 
a fault—that many dealers fail to keep adequate stocks 
because they are slaves to turnover. Such dealers must 
realize that they cannot sell goods when they have not got 
them in stock. 


Inventories taken at the beginning of 1925 showed 
light retail stocks generally. Fill in buying since then has 
not. been extra heavy to adjust this condition. 


We do not urge heavy buying, nor do we urge top 


heavy, “hard to manage’ stocks but we feel sure there 


must be a happy medium on the subject of buying. It 
must be possible to carry enough stock to fill the greater 
portion of your community's necessities and still realize 
a sufficient turnover for an annual profit. 


Let us seek that happy medium! 
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Business Suffering from ‘* Turnover 
Neuritis’’ 
ie HE writer is very much interested 
in the article by Saunders Norvell, 
published in May 7th issue of the 
I1arpwarerE AGE, entitled “What they say.’ 
I’'rom his experience and knowledge he be- 
lieves that now is the time for them to say 
more, and he knows no better medium than 
the Harpwarr AGE, to call their attention 
to the present condition, brought about very 
largely by the political and inexperienced 
business advisers. In our opinion the 
trouble with business today is that it is suf- 
fering from ‘turnover neuritis.’ ‘Trade asso- 
ciations, organizations of every kind, and 
particularly some trade journals, have been 
preaching turnover to such an extent that 
it is now taking effect, and the retailer is 
passing the buck to the jobber, and the job- 
ber to the manufacturer, with the result that 
the latter is forced to do business at a tre- 
mendous increase in overhead expense, on 
account of the small orders sent for direct 
shipments, stock, ete. 

“There is one phase of the present situa- 
tion that we consider very dangerous, 
namely: we have a letter on our desk from a 
consumer in Missouri who states that he is 
forced to pay an excessive price when buy- 
ing our goods, which compels him to buy 
from the mail order houses in Chicago. He 
recognizes the fact that the goods are not as 
good, and requests information as to how he 
‘un procure our goods at a reasonable price. 

“Tt occurs to the writer that it would be 
much better for the jobber and retailer to 
add the proper percentage of profit on slow 
turnover articles, and carry them in stock in 
order to serve their customers. Business is 
ninety-five per cent service. ‘The hardware 
dealers buy from the jobber on account of 
service, and in turn the jobber depends on 
the manufacturer. At the same time he ex- 
pects the jobbing price on parcel post ship- 
ments. In other words, he simply acts as 
a broker. 

“There is another dangerous phase of the 
situation, which will ultimately affect the 
trade journals, and that is the fact that the 


Our Readers’ Forum 


jobber is not free to select all the different 
makes of merchandise he will handle. He 
must buy what his customers demand. 

“If the present condition continues very 
long, you will find a great many concerns 
going in for National Advertising, with the 
result that the jobber will find his profits 
very much curtailed, and we are fearful that 
the trade journals will also find their adver- 
tising curtailed.” 

(Signed) ‘THE CALDWELL Mra. Co. 
Rochester, N. Y. 





The Partial Purchase Plan 


HILE so much is being said about 

\ \ the partial payment plan, how about 
the other side of the question, the 
partial purchase plan, the foundation plan 
by which all cash stores have sold to suc- 
cess? Selling too many items on time pay- 
ments may add to the number of customers’ 
names entered on the books, but does it add 
to the list of friends and well-wishers? We 
very much doubt that it does. No man is 
inclined to look upon another man as his 
friend when he owes that man money which 
he has to pay in continual dribbles, whether 
he can spare it or not, and to succeed at all, 
this method of selling must be on a compul- 
sory payment basis. In most cases sales of 
this kind are made to those depending en- 
tirely on the receipt of a salary which is con- 
tingent upon any member of unlooked for 
circumstances for its continuation. Mort- 
gaging one’s income, whether it be certain 
or uncertain, is very doubtful business—for 
all concerned. Sell a man up to the limit 
of his responsibility on a thirty or sixty-day 
credit arrangement, whatever your terms 
may be, and you'll find it in every way much 
more satisfactory than to sell him way be- 
yond that limit on any partial payment 
plan. If a man needs a new spring outfit, 
he’s much better off if he buys hat, shoes, 
socks, or whatever else he requires, one item 
at a time, as he can spare the money, rather 
than to obligate himself for the whole 
amount on a cough-up-or-return-the-goods 
accommodation. He'll have more respect 
for himself and more respect for the man he 
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: buys from. And, by the same token, if his 
house needs two or three coats of paint, let 
: him buy enough for one coat at a time and 


—pay for it. Spreading paint is mighty 
: good for the paint business; but spreading 
a paint credit, splitting it up in payments as 
: ’ numberless as the hairs on a brush, makes a 
pretty thin mixture—it just won’t cover. 
(Signed) WitiiAmM LupLuM, 
q Mount Vernon, N. Y. 





Mr. Graham Thinks Customer 
| Entitled to Last Sample 


AM taking the liberty at this time to 
say that your article, “Overshadowing 
the Price Appeal,” is one of the best I 
have read in some time. If a concern fol- 
3 lows the policy outlined I do not see how it 
£ can help but succeed. 
4 In regard to “Is the Customer Entitled 
: to Last Sample?” I should yes by all means, 
, as that is a part of the service that keeps the 
: good will of the customer. I will relate an 
incident that occurred to me as follows: A 
customer came in and wanted ‘a lightning 
arrester and at once as it looked as though 
| we were going to get a thunder storm, and 
q as I happened to be out of them, I told him 
4 if he would wait a moment I would get one 
I was using on my own set, which he did, 
and incidentally went out satisfied. 
(Signed) G. H. Grauam, 
Hamden Hardware Co., 
Highwood, Conn. 





Hamp Williams on Cutlery 
Merchandising 


4 ‘* BSERVATIONS of a Cutlery 
: () Salesman” by John Cassin in the 

HarpwarE AGE are very good, 
and are worth reading, all right. 

We bought a drummer’s samples of 
pocket knives at so much, based on factory 
cost. ‘There was about a half bushel or 
less. We lost the cost mark, we had the 
invoice but no way to ascertain the cost, 
except by cost mark on the blade of each 
knife. Finally we decided with the knowl- 
edge we had had in buying and selling 





cutlery for thirty years we could price them 
ourselves, so we begun: 


Six at $2.00 per dozen. 
Six at $2.50 per dozen. 
Six at $2.75 per dozen, and so on. 


We all started in to find the six cheapest, 
first; and we selected about two dozen for 
the cheapest, one no better than the other. 
We finally gave that up and tried to select 
the highest priced. ‘There were three at 
$3.00 each, two at $2.75, and two at $2.50, 
and so on down. 

We made a bigger mess of the high 
priced knives than we did of the cheaper 
grade; but we did this much, we convinced 
ourselves that we were very poor judges 
of the value of pocket cutlery. 

Then we thought of the farmer who 
comes into our store to buy a knife who is 
much better informed, and better prepared 
to protect himself in the purchase of one 
knife than we are in buying several hun- 
dred. He buys by comparison. He may 
have his old pocket knife which he paid 
a dollar for in his pocket at the time he 
is making a purchase, and all the time he 
is making the comparison in his mind _ be- 
tween his old knife at a dollar and the one 
we are showing him for the same money. 
He actually knows his business, and we 
don't. 

Here is what I recommend to my men: 
Select from our assortment a dozen or more 
patterns of fast selling and _ satisfactory 
knives; place our cost price on each, put 
them in a small cutlery roll and when a 
cutlery salesman calls on us and spreads 
out his half dozen 10 foot rolls of pocket 
cutlery for us to select from, we will at 
the same time present our little roll, and 
instead of being on the defence we will act 
plaintiff a while. 

We take from our roll, all of which are 
good standard makes, a popular seller 
which cost us $12.00 per dozen. We know 
what it cost but he doesn’t. We say: 
“Show us a similar knife and give us a 
price.” He sells us a knife we think as 
good for $10.00. We remove the $12.00 
knife from our roll and place in its stead 
our $10.00 knife, so you see we are now 
as well posted on pocket knives as a farmer 
who buys one every vear or two. 

Hamp WILLIAMS 


Hot Springs, Ark. 
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What Our Readers Say of the 


In Favor of the Plan 


**Will Se More Painting Jobs’’ 


“We are in favor of using the Partial Payment 
Plan to sell painting jobs. The people who object 
to the idea of pushing this plan frequently do so 
because they object to installment buying on 
general principles. 

“We would be quite willing that paints should 
never be sold on the partial payment plan if noth- 
ing else was sold on this basis, but inasmuch as 
real estate, automobiles, furniture, radio sets, 
clothing, jewelry, sewing machines, washing 
machines, farm machinery, gas stoves, pianos, 
electrical household appliances and practically 
everything else that people buy may be bought on 
the partial payment plan it is clear that most 
people would not be able to have their houses 
painted if painters insisted on full cash payment. 

“(Signed) MURPHY VARNISH Co., 
“Newark, N. J.” 





Sales Should Be Limited to Dealers 


“We believe that the partial payment plan of 
painting would be of great help to the dealers 
and to the property owners, providing that the 
sale was limited exclusively to the dealers. 

“As the plan is now worked it is possible for 
painters to handle the entire paint job without 
the dealer coming into the picture at all. There 
are certain well organized and financed painting 
contractors who are well established in business 
that are perfectly capable of handling the entire 
proposition to the _ satisfaction of the house 
owners, but there are thousands of other paint- 
ers who represent no responsibility and who are 
not first class mechanics and who cannot be de- 
pended upon, that we believe this plan will benefit 
more than it will those people who should legiti- 
mately handle it. 

“It also opens the door for those wild cat manu- 
facturers who make very poor quality merchan- 
dise and sell it at the price of high grade paint, 
doing it through direct-by-mail and through 
commission salesmen who care very little or 
nothing at all about seeing that their customer is 
properly served. Their entire interest is in 
making 50c. to $1.00 per gallon commission which 
these mail order firms pay. As these people are 
very much more aggressive and can spend very 
much more money in house to house canvass than 
can a legitimate manufacturer or dealer or con- 
tracting painter, the result is that they will sell 
very large quantities of materials that before was 
not possible. 

“The painting trade has almost won out over 
this kind of competition, and it was getting to a 
point where these unscrupulous manufacturers, 
salesmen and painters were finding it hard to 
make a sale. 


“It is true that where anything can be pur- 
chased along these terms the buyer does not 
use the same good business judgment and common 
sense in his purchase as when he does when he 1s 
to pay cash, and for that reason it is going to 
make it easier for him to be misled in his pur- 
chases. 

“We believe that the industry is opening the 
door towards a backward step that will bring 
back the conditions that existed in the paint trade 
fifteen or twenty years ago, when more paint of 
very poor quality was sold than paint of first 
grade quality. 

“The success of the paint industry is entirely 
dependent upon furnishing the very highest pos- 
sible grade of merchandise, because the cost of 
the paint represents only a small portion of the 
completed work. 

“Tt is a known fact that there is a decided short- 
age in first class painters, and this shortage of 
labor is becoming more acute. The result has 
been that there has been a tendency in the past 
few years for more and more home owners to do 
their own painting. This was really essential. 

“Now, since it is so easy for the home owner to 
pay for both material and labor, he will not have 
the same incentive or desire to do his own work 
that he did before, so it would seem to me that in- 
stead of constructive building toward a relief in 
the shortage of master painters we are doing 
everything to cause a more acute condition. 

“We are cooperating with our dealers in this 
financing plan, first, because we do not want them 
to feel that we are not giving them the benefit of 
everything that their competitor is, and, second, 
because we know that there is a possibility that 
we may be mistaken in our views and the plan has 
not as yet been in operation for a sufficient length 
of time for anyone to judge what the outcome 
will be. 

“(Signed) W. B. PASTORFIELD, 


“Republic Varnish Co., Newark N, J.” 





Two Sides to Paint Plan 


66 WOULD not care to go on record saying 
that I favor the Partial Payment Plan on 
paint selling or opposed to it. This subject 

has two sides, both bad and good. We are in this 

game solely for the reason that it is being pro- 
moted in this territory by the manufacturers and 
jobbers and we want our share of business. It is 
bound to bring more business to us, but when 
we say that in the end everything will be satis- 
factory we believe we would be saying something 

a little far fetched. 

“THE MCALLISTER LUMBER & SUPPLY CoO., 
“Boulder, Colo.” 
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Partial Payment Paint Plan 


In Opposition to the Plan 


Contrary to Merchant’s Ethical Code 
Says Geo. M. Gray 


66 AM not in favor of the Partial Payment 
Paint Plan. It is not in keeping with the 
ware Merchant’s Ethical Code. Referring 

to the first part: 


‘It is the hardware merchant’s function to 
keep informed of the merchandise essential 
to the convenience, comfort and resultful 
living of the people of such community, and 
to supply those needs intelligently and econo- 
mically.’ 

“T therefore do not look on this installment plan 
as economic, and further it is seemingly folly to 
endeavor to educate the customer to buying paint 
on the installment plan at an increased cost of 
from 18 to 22 per cent. 


“If we as retailers educate the consumer to pay 
22 per cent more than ordinary prices, the less 
we will have for merchandise, and to function as 
the economical distributor of merchandise, the 
retailer must have faith for sincerity of effort, 
vision to discern the ultimate purpose of his busi- 
ness and capability to lead it progressively to- 
ward the attainment of an honest aim. 

“Long and_ exorbitant prices, however, 
obtained in any respect, will be quickly detected 
to the detriment and disaster to the retailer and 
not to the painter. To remain in business, we as 
retailers must give immediate attention to the 
correction of any faults of our own, and in no 
instance recommend directly or indirectly any 
schemes that are misleading to the end that confi- 
dence may be shaken and our business not. be 
developed to the highest possible point. 

“The advocates of this plan make claim that the 
public demand it. If that be true, why spend 
almost two million dollars to educate the consumer 
and promulgate the scheme? 

“Our business ethical code does not advocate 
higher prices, but economical prices, and surely 
this plan has the earmarks of higher prices under 
false pretenses. 

“As I understand the situation, this installment 
plan requires the painter to contract with the 
owner for both the paint and the labor. Now, if 
the painter buys the paint and not the property 
owner, will this not to some extent change the 
paint business from the retailer to the manufac- 
turer, because the order can be given to the manu- 
facturer as well as the retailer? 

“A careful analysis of this scheme convinces 
me that it is not only uneconomical, but injurious 
to the retailer’s paint business. 

“(Signed) GEO. M. GRAY, President, 
“The National Retail Hardware Ass’n, 
“Coshocton, Ohio.” 


Contrary to Best Interests of Retailer 


66 E are absolutely opposed to any further 
\ finance plans for the paint industry or 
any other industry affecting the retail 

trade. 

“Our situation here is simply this—if circum- 
stances warrant, we can always arrange through 
one of our local banks at a reasonable rate of in- 
terest to finance the individual who needs it, but 
as to a wholesale broadcasting for further financ- 
ing, we do not consider it best for business 
interests of the country. 

“(Signed) FRED ROCKLIFFE, 
“Rockliffe Bros., Inc., : 
“New Britain, Conn.” 





Will Help Painters More Than Dealers 


6 E do not believe in the Installment Plan 
for selling paint. 
“First—Because people are already buy- 
ing beyond their means on the installment plan. 
““Second—It is a plan to finance house painters 
rather than dealers. 
“Third—lIt will promote sale of lead and oil to 
the detriment of mixed paint. 
“Fourth—That the interest charge is another 
burden on the consumer. 
“(Signed) STAMBAUGH-THOMPSON CoO., 
“Youngstown, Ohio.” 





A Detriment—Not a Stimulant to 
Sales 


66 UR opinion with regard to the selling of 

() paint on the deferred payment plan, is 

that it would be a detriment rather than 

a stimulant to the paint business and we are op- 
posed to it. 

“We sell numerous articles on what we term 
the contract plan, and have found it satisfactory 
as it covers articles such as Washing Machines, 
Vacuum Cleaners, Gas Ranges and the like, but 
when this plan is extended so as to cover what 
we would term perishable goods, we feel that the 
dealer is then inviting trouble, and especially so 
when the plan is applied to paint. 

“Our experience in extending credit on paint 
has always been very unsatisfactory; in fact the 
total amount of our credit losses for the year are 
made up of about one-half paint accounts, where- 
as our paint business is about 20 per cent of our 
total volume.” 

“FE. A. MAHONEY, 
“David Mahoney Company, 
“Schenectady, N. Y.” 
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You will find inspiration for a display featuring gift items in this clever window of Louis Hanssen’s 
Sons, of Davenport, Iowa. 


Study Gift Sale Possibilities and Turn 
Dull Days Into Profits 


By Charles P. Catlin 


66 OW can I sell more silverware?” 
This is one of the foremost questions 
asked me by the hardware merchants 
with whom I come in contact. 

There is only one sound answer to this ques- 
tion: 

Forget that erroneous impression that silver- 
ware is only a fall and holiday line. 

Silverware is a household staple. Knives, 
forks and spoons are as staple as china, table- 
linen and kitchen utensils. Silverware is used 
two, three and often four times a day every day 
—in every home, by every man, woman and child 
who is big enough to sit at the dining table. 

The housewife. of today prides herself on the 
correctness of her dining table appointment. She 
demands more than the staple pieces. It is for 
this reason there is a growing demand for indi- 
vidual salad forks, cream or salad dressing 
ladles, individual butter spreaders, soup spoons, 
bouillon spoons, ice cream spoons, sugar tongs, 
etc. 

Let us analyze the true situation from the sales 


standpoint, beginning in January and continuing 
right on through the year to December. 

January and February are good months to fea- 
ture tea spoons, dessert spoons, table spoons, 
knives and forks, butter knives, sugar shells— 
all the staple pieces displayed in 26 piece chests. 
These chests make appropriate wedding, an- 
niversary and birthday gifts. 

In March—silverware should be featured in 
your window with other attractive items that 
make desirable Easter gifts. Twenty-six-piece 
chests and correct service pieces in beautiful gift 
boxes make a strong appeal to gift shoppers. In 
addition to this there is real demand where you 
have Hebrew trade, for silverware for the Jewish 
Passover, when every Orthodox Jewish family 
will be interested in new silverware because of 
the Hebrew Dietary Law. 

April and May—The housewife now sees fresh 
vegetables in the market, and she thinks at once 
of salad forks, salad dressing ladles, berry spoons, 
cold meat forks, pierced (tomato) servers and 
other pieces classified as seasonable items. 

June—The wedding and anniversary month. 
Silverware is very popular and a most appreciated 
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gift on these occasions. Dealers at this time 
should feature a full line. The dealer who sug- 
gests silver-plated ware to his customers for 
wedding gifts will not only sell a larger quantity 
of silverware, but will receive many repeat orders 
from the brides who will later on want to com- 
plete (fill in) their sets—to match the design. 

“In the Springs a young man’s fancy lightly 
turns to thoughts of love’”—and the thoughts of 
his relatives and friends turn to the serious ques- 
tion of what to give him and his wife when the 
wedding bells ring. Silverware is the logical an- 
swer—and your store the place to buy it—if you 
make an attractive silverware counter, aisle table 
and window display. 

In addition to the wedding taking place in June, 
there are the anniversaries of the June brides of 
yesterday. 

Cupid is as efficient a silverware salesman as 
Santa Claus. Let both make sales for you. 

July and August—Everybody’s going away for 
a vacation—and many want to take new, moder- 
ately-priced silverware with them for the summer 
home or camp or for picnics. This means a 
ready sale for silverware.’ Also, during these 
hot summer months, large quantities of ice cream 
and iced drinks and cold meats are consumed. 
The housewife who appreciates the value of cor- 
rect table appointment will be in the market 
for ice cream or sundae spoons, iced-tea spoons, 
cold meat forks, olive spoons, pickle forks, pierced 
(tomato) servers, berry spoons, cake forks, etc., 
for the service of those dainty, cold suppers and 
luncheons. 

September—The Jewish New Year again brings 
new silverware into demand. 

October — The Indians called October the 
“Nut Moon,” but nowadays it is, like June, a 
“Honeymoon Moon.” Statistics indicate that 
there are more weddings in October than in any 
other month except June—largely because of the 
farmers who marry in the fall, after their crops 
are in. The jewelers feature wedding and 
anniversary gifts during the month of October. 


A considerable amount of the business that is 
walking into the jewelry store up the street can 
be brought into your store instead—and when it 
comes into your store for silverware you can per- 
suade it to take with it other items, too, when it 
leaves. 

November—During Thanksgiving week there is 
a tremendous demand for silverware. The family 
and visiting relatives and friends gather together 
for the grand feast of the year. On the table 
there is a resplendent display of treasured pieces 
of linen, china, glassware and silverware. Now 
the housewife feels most keenly the need of cor- 
rect silverware to assure her table service being 
dainty and certain of the approval of the most 
critical eye. 

Aunt Mathilda and the new sister-in-law must 
be impressed and the whole family shown she 
knows just how a table should be set and a dinner 
served. 

December—Christmas is the gift season of the 


year—and then the demand for silverware 
reaches its height. For silverware is a most suit- 
able gift. Silverware has a wide enough scale of 
price to make it fit every purse. Remember—gift 
sales are usually cash sales. 

Every merchant should make four principal 
store and window displays of silverware every 
year: 

Easter—for Easter Gifts 
June—for weddings and anniversaries. 
November—For Thanksgiving. 


December—for holiday and Christmas trade. 
But every season is “open season” for silverware 
—and, if you feature it, a busy season for your 
cash register. 


THE REASONS WHY THE HEBREWS 
BUY SEVERALSETS OF SILVERWARE 


The Jewish Dietary Law, to which we referred 
above, is observed more or less rigidly in fully 75 
per cent of Jewish homes. It requires the abso- 
lute separation of all milk foods from meat foods. 

Two separate sets of dishes and table silver are 
used in all Jewish homes where the law is ob- 
served and great care is taken by the Jewish 
housewife to avoid mixing the two sets of dishes. 

For the eight days of Passover there is a special 
Dietary Law, which prescribes the kind of foods 
that may be eaten during this period. Unleavened 
bread (Matzoth) takes the place of bread and all 
cereals. 

All cooking utensils, dishes and table silver used 
throughout the year have to be put aside and new 
cooking utensils, dishes and table silver, or those 
kept from a previous Passover, take their places. 
The majority of Jewish homes, therefore, have 
four separate sets of table silver as follows: 


1. One set for milk foods for use 
throughout the year except the week 
of Passover. 

2. One set for meat foods for use 
throughout the year except the week 
of Passover. + 

3. One set for milk foods for use during 
the Passover week only. 

4. One set for meat foods for use during 
the Passover week only. - 


The law prescribes a method for cleaning, pol- 
ishing or replating all dishes and table silver used 
throughout the year to be made available for the 
Passover holidays, but the process is so tedious 
that most Jewish women will rather buy new 
kitchen or tableware for the Passover. 

In the average Jewish home where the Dietary 
Laws are observed, the supply of Passover dishes 
and table silver is frequently drawn upon during 
the year for shortage or replacements. With the 
approach of the Passover holidays stock is usual- 
ly taken and all shortages filled in. 

When new sets of table silver are gotten any- 
where near the Passover holidays, the average 
Jewish housewife will always manage to use 
them first for the Passover. 


























HARDWARE AGE 





May 28, 1925 








What You Should Know When You 
Guarantee Paint, Varnish and 





wA LEN a reputable manufacturer guar- 
| antees paint, varnish or kalsomine 
brushes, it means that the brush has 
been properly made for an intended purpose 
and will perfectly serve that purpose if not 
abused or misused. 





Tell Your Customers 
A paint or varnish brush is not guaranteed: 


1. If put in water, especially when new. 

2. If allowed to stand on its bristle ends, which 
will cause any bristles to “kink.” 

3. If too much paint is allowed to work up into 
the heel close to the ferrule which in time will 
cause the bristles to flare. 

4. If put away loaded with paint which will cause 
it to lose its shape and chisel edge. 


or 


. If put into newly slaked lime or acids which 
will burn and destroy any good bristles. 


6. If not kept well cleaned out when not in use. 


NEVER ABUSE A BRUSH BY PUT- 
TING IT IN WATER. Water causes the 
bristles to “finger,” “flare,” become bushy and 
flabby, and ruins the brush. A brush that has 
been put in water or water paints will not 
work properly in other materials. Claims 
that a brush “fingers” (that is, the bristles 
separate into bunches) should be carefully 
investigated since any brush will “finger” 
when improperly used, such as by drawing it 
edgewise across the top of a paint can, soak- 
ing it in water or other misuse. 


“Cement-set” brushes are not guaranteed 
to hold their bristles if used in alcohol, shellac, 
lacquer or any materials containing alcohol, 
acetone or similar solvents. 


‘“Glue-set” brushes are not guaranteed to 
hold their bristles if used in water. 


Kalsomine Brushes 


Moths will eat bristles. Brushes are not 
guaranteed against destruction by moths, 
which can be prevented by liberal use of moth 
powder. 


A new brush which sheds a few bristles 
when first put into use is not necessarily de- 
fective. Before using a new brush, it should 
be dipped into the materials to be applied and 
drawn several times across a rough surface. 
This will remove any short bristles not caught 
in the ferrule. If this is done and the brush 
continues to shed bristles after several hours 
use, it is defective and will be replaced. 


Brushes are not guaranteed to give any 
definite amount of wear. How fast a brush 
wears out depends naturally on the nature of 
the surface on which it is used and how the 
brush is treated. 


Kalsomine brushes are not guaranteed if 
they have previously been soaked in oil, kero- 
sene, or similar materials, of if they are used 
in acid mixtures or newly slaked lime, or 
allowed to stand on bristle ends. 


The guarantee of a reputable manufacturer 
means that the brush is properly made of good 
material and will give perfect satisfaction for 
the purpose intended if treated with respect. 
It does not cover abuse or misuse. 


In case of doubt as to whether a brush js 
actually defective or not, always return the 
brush to the manufacturer for examination be- 
fore making a final adjustment with your 
customer. 
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Crowds, Profits and 
3-Day Paint D 


HE Payne-Cummings Hardware Co. of North 

Adams, Mass., recently went after the paint 

and varnish business of their community in 
a very novel way. 

Last Decoration Day they were completely de- 
stroyed by fire, ‘and when they reopened, they put 
in a complete stock of paints and varnishes and 
stains. This manufacturer agreed to greatly in- 
crease their turn-over in paint, but at the same 
time, cut their investment in one-half. This, the 
Payne-Cummings Hardware Co. states, has been 
done. 

The manufacturer requested a selected mailing 
list of the best property owners in the town, and 
about four thousand names were compiled. To 
each one of these people was sent a very elaborate 
color card folder showing color chips of seven dif- 
ferent lines. The folder also contained a coupon 
entitling the bearer to a free can of one of the 
many kinds of the paint carried, good during the 
three-day demonstration that a special represent- 
ative from their factories would hold in their 
store in May. 

The Payne-Cummings Hardware Co. prepared 
a wonderful window display of paint for the oc- 
casion, and ran several very attractive advertise- 
ments about the affair in the papers. In addition 
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to all this, every caller had his name and address 
put on a special slip and dropped in a large box 
in the window, and after three days of showing 
several thousand interested people how to paint, 
varnish and stain, the big box was mixed up, and 
several names drawn out, and special prizes of 
paints were awarded. 

The accompanying picture was taken as the 
big prize was drawn, which was an order for 
enough paint to paint the winner’s home, abso- 
lutely free. 

The drawing was to have taken place in the 
store of the Payne-Cummings company, but owing 
to the size of the crowds, the fire department 
thought it wise to suggest that it be held on the 
street, which was done. Every one of the several 
thousand callers got a can of paint free. 

When one of our reporters called, he was told, 
“For several days before the demonstration, and 
for several days after, our sales on paints were 
tremendous.” What pleased us most were the 
many new customers it made for us, and the many 
other items it sold in our store at the same time. 
It was the biggest piece of advertising we have 
ever experienced, and has put every one of our 
organization on the tips of their toes. 
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A feature of the striking window 
display of cooking utensils illus-- 
trated at the right is its simplicity 
and balance and the absence of 
overcrowding. Aluminum ware, be- 
cause of its highly polished finish, 
is a line that lends itself in a par- 
ticularly happy manner to effective 
and sales-building display. 

















In the window to the left the ex- 
treme background is of dark green 
plush. The large horizontal panel 
on the raised platform is cream col- 
ored wall board. The plush form- 
ing the background for the display 
stand is red. The floor and plat- 
form are covered with purple plush. 














Displays That Sell CooKing Utensils 
—The ‘‘Every Day’’ Merchandise 


Any expert can quite aecurately determine 

through studying a dealer’s window dis- 
plays the type of merchant the owner is. It is 
only natural to conclude that customers subcon- 
sciously arrive at the same opinion the expert 
does. Therefore, it is apparent that no other 
phase of advertising is more vital for the average 
dealer or in need of more attention than window 
display advertising. 

Let us describe a display recently featured by 
an aggressive dealer in a town of 8000 popula- 
tion in the State of Illinois. It is reproduced 
here. The color effect is, of course, lost in the pic- 
ture. But, the photograph with a description will 
help you realize how the display actually looks. 

The extreme background is dark green plush. 
The large horizontal panel on the raised platform 
is cream colored wall board. The plush hanging 
over the upper corner and down the center of the 
panel, forming a background for the display 
stand, is red. The floor and the platform are 
covered with purple. 

Now note the simplicity of the display. And, 
remember, in simplicity lies power. The display 
shows a good representative line of cooking uten- 
sils, but there is no suggestion of over-crowding. 
This perfect balanced appearance is accomplished, 
as you will note, through the help of the display 
stand that you see in the central background, and 
the several pedestals used on the floor and on the 
slightly elevated platforms. 


| br windows are the eyes of the store. 


The display, as a whole, forms a sort of pyra- 
mid. It is pleasing to the eye and can be taken in 
entirely at a glance. The point of ultimate con- 
centration lies in the summit of the pyramid. 
This offers an ideal opportunity for a dealer to 
focus attention on a new or seasonable item, thus 
producing immediate sales. 


The window display, too, was designed, as all 
window displays should be designed these days, 
to reach the hundreds who ride by in automo- 
biles—well elevated and with color to catch the 
eye. It quietly shouts a worth-while story to 
every one who passes: “This store is the head- 
quarters of quality utensils for every kitchen 
need.”’ 

A very pleasing effect of this window is the re- 
flection of the purple-covered floor in the lower 
sides of the utensils and of the red and green in 
the utensils on the elevated stands. 


And, incidentally, this strikes a new keynote 
that seems to have unlimited possibilities with 
items having a highly polished finish, such as fine 
tools, cutlery, silverware, aluminum ware, etc. 


To obtain a general idea of what can be accom- 
plished, let us study the aluminum ware windows 
reproduced in the above photos. 

Cooking utensils are one of the commodities of 
a hardware store that can be termed “everyday” 
merchandise. Due to the large variety of items, 
every home is a potential market. 
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Clever Use of Paint to Sell It 


W hen the “Checkered Front Store’ Enameled the Sidewalk Black and Yellotv, 
the Whole Town, Including the City Council, Mayor and Chief 
of Police, was Interested and Paint Sales Jumped 


HEN you upset the whole town you have 

done something. The Medford Hardware & 

Sporting Co. conducted by M. M. Herman 
and Al Piche at 327 East Main St., Medford, 
Oregon, recently upset the town of Medford, in- 
curred the wrath of the mayor and other city 
Officials and réceived a tremendous amount of 
publicity, by painting in checkerboard effect the 
store front and sidewalk with yellow and black 
enamel. 

This firm was inspired to this action through 
the recent campaign of the Murphy Varnish Co., 
Newark, N. J., who undertook to inspire a more 
generous use of paint among those dealers who 
sell paint. This firm in Medford took up the idea 
as shown in the picture. A letter from the Med- 
ford Hardware & Sporting Co. tells the story. 
We quote in part from it: 

“We have painted our store front, vestibule, 
and sidewalk with enamel. We used black and 
yellow enamel. 

“As our front is of bricks, we thought of paint- 
ing every other one a different color; then we 
striped each brick with white, which brought 
the black and yellow forward. On close study we 
conceived the idea of painting our sidewalk the 
same, which we believe is a far greater medium 


of advertising (without words) than anything 
else. 

“This brought out the City Council, Mayor, and 
Chief of Police, who all tried to stop us, but no 
city ordinance is in effect against the painting of 
sidewalks! 

“The first day of painting brought us three new 
customers who did not know our store was here 
during our time of business. 

“The sidewalk was sized in and the enamel will 
stand six to eight months. 

“We hope other merchants will try this propo- 
sition, as it sure is a knock out. The merchant 
who does not consider this is sure behind the 
times and should sell out, and take a trip to Med- 
ford, Oregon, and see if he can go through town 
without seeing our store. 

“Several names given the store since painted 
are: The Checker Front, The Zebra Front, the 
Chinese Josh House, and Cross Word Puzzle. The 
two merchants on each side of us are going to 
advertise hereafter their place of business as 
NEXT TO THE CHECKERED FRONT STORE. 
This of course means more publicity for us. 

“We did a two coat job. The material used was 
5 quarts of black and 5 quarts of yellow.” 
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Meeting Competition with Service 


HEN Abraham VerWys of 

Grand Rapids, Mich., es- 

tablished his store in one 
of the thriving neighborhoods of 
the city the neighbors didn’t 
know he was a “good fellow.” 
He didn’t tell them he was—he 
just proved it. 

Competition was keen. Ver- 
Wys had a good stock, but so did 
his competitors. In the line of 
hardware he didn’t have much to 
offer that the “other fellow” 
couldn’t offer, and he wasn’t 
keen for engaging in any price 
cutting war. So he made service 
his best weapon in beating the 
other hardware men. 

Folks who bought 10 cent can 
openers could get at least 15 
cents’ worth of courtesy thrown 
in; and not only that, but this 
hardware man took a big interest 
in the neighborhood, and the 
folks came to know him as well as 
if he had lived next door to every- 
one of them. Anyone who want- 
ed a favor didn’t have to ask 
VerWys twice. He always was 
willing to go a little out of his 
way to do something for some- 
body. 

About three years ago some of 
the boys of the neighborhood, 
desirous of playing baseball, 
visited VerWys to ask permission 
to play on a lot he owned opposite 
his hardware store. And VerWys 
was willing enough, but before 
granting permission he visited 
folks who lived in the vicinity of 
the lot to learn if baseball games 
at the location would annoy them. 

The neighbors said it wouldn’t 
annoy them at all; in fact, they 
thought it would be a good thing 
as it would keep the youngsters 
out of the streets and give them a 
safe place to play after school 
and on Saturdays. So VerWys 
gave the boys permission to use 
the lot. 

The permission was appreci- 
ated by Young America, and it 
was only fair, according to their 
idea, that they should patronize 
the hardware man in the pur- 
chase of equipment. So one of the 
boys asked the hardware man the 
price of a playground ball. 

“Tell you, boys,” said VerWys. 
“T have a pretty good line of play- 


ground balls in stock, but you 
ought to have something better 
than I have, so I’ll get you one.” 

True to his word, the hardware 
man bought one of the best play- 
ground balls he could obtain. 
When the boys came to pay for it 
he wouldn’t take a cent. 

It was the same with a bat. He 
picked a good one out of his 
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When Abraham VerWys, 
whose portrait is shown 
above, first established his 
store in Grand Rapids the 
neighbors didn’t know he was 
a “good fellow’—but they 
soon found out, with the re- 
sult that he was able to suc- 
cessfully meet the stiffest kind 
of competition. 








stock and presented it to the 
youngsters. 

Baseball became a popular pas- 
time in the neighborhood, and the 
lot was the Mecca of boys of the 
neighborhood during the hours 
school wasn’t in session. 

In one corner of the lot there 
was a small neighborhood ice dis- 
tributing station, and in another 
place in the lot was a large apple 
tree. 

VerWys noticed the ice station 
and the apple tree interfered 
somewhat with proper enjoyment 
of the game, so he had the ice sta- 
tion removed to another corner 
where it wouldn’t be in the way, 
and had the apple tree cut down. 

With boxes and crates given 
them by the hardware man, the 


boys burned out the stumps, and 
with cinders obtained from the 
neighbors they levelled the lot, 
making a first class playing field. 
But with home plate in the corner 
near a street intersection foul 
tips sometimes compelled the 
catcher to retrieve the ball from 
the street. 

This difficulty was overcome, 
however, when VerWys donated 
the necessary 2 x 4s and large 
wire mesh with which to build a 
backstop, and one of the neigh- 
bors turned himself into a car- 
penter long enough to build it. 

To say the lads of the neighbor- 
hood appreciated. their § play- 
ground would be _ putting it 
mildly. 

It was only recently VerWys, 
upon leaving the store for the 
night, inadvertently left a shed 
door open—an invitation to pos- 
sible thieves to take what they 
wanted. 

VerWys was sitting in his 
home after supper when a small 
boy appeared at the door. 

“You left your shed door open 
when you went home, Mr. Ver- 
Wys,” said the lad. “I shut it, and 
if you want me to I'll go back and 
lock it.” 

The boy was given the keys 
and performed the job, returning 
the keys to the hardware man. 

This is only a sample of the 
respect the youngsters have for 
their friend. And their respect 
was further increased recently 
when a delegation visited Ver- 
Wys after having heard the tip 
that the lot was to be sold to an 
oil company for a filling station. 

“You needn’t worry, boys,” the 
hardware man told them. “I’m 
not going to sell the lot.” 

VerWys has had several at- 
tractive offers for the lot but de- 
clares the rental paid by the ice 
company and by owners of a 
large billboard which follows one 
of the inside lines of the lot 
brings him a fair return and that 
he is in no hurry to sell. 

“T consider the lot is leased to 
the boys,” he says. 

This year the grownups are 
taking to playground ball, and are 
making much use of the lot after 
supper. 
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3964 Cans of Auto Emomel Sold by 
James @ Hawkins, Inc., Last Year 


HE sale of auto enamel has always been an 
important part of the business done by the 
paint department of James & Hawkins, Inc., 
Jamaica, N. Y. Last year this firm which op- 
erated 8 stores and now has 9, sold exactly 3996 
cans of auto enamel—yjust 4 shy of the 4000 mark. 
When the weather warms up motorists who 
enter a J. & H. store are sure to be asked “Are 
you going to use your car this spring?” and “Are 
you going to paint your car this spring?” Such 
queries bring about an entree to talk auto enamel. 
The man who would like to have his car painted 
but hesitates to do so because of the expense is 
always the easiest man to sell. You can show him 
a slight investment which makes his car as good 
looking as a new one. 





On Ford and other small cars the owner may 
paint his car for $3.00 if he wants to use black 
paint and for $5.00 if he uses colors. This in- 
cludes 1 quart of enamel for the body and running 
gear; 1 pint to finish up the job; 1 quart of body 
varnish; turps and 1 or 2 brushes. This data is 
given us by Edward Denecke, sales manager for 
James & Hawkins, Inc. 

When this firm sells auto paint, advice is given 
the purchaser. He is cautioned to be careful of 
dust. Auto enamels, Mr. Denecke tells us, will 
be dust free in 2 hours and dry hard in 24 hours. 

The man who paints his car is a logical prospect 
for a wool duster, sponge, steel wool, wire brush 
and sandpaper. 
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The Egyptian Alphabet for 


Show Card Writing 





How to Use the Speed Pen 


By Joseph Bertram Jowitt 


HOW card writing is divided into two classes; 
S pen lettering and brush lettering. Begin- 

_ners learning show card writing make much 
better progress by tackling the pen first, because 
it seems more natural and does not spread under 
pressure like a brush. 

Of the various styles of lettering pens none can 
equal the “Speed pen” from the standpoint of 
simplicity, durability and speed. One set of five 
assorted sizes costs about one dollar the set and 
will under ordinary use last from one to two 
years. 

Another point in convenience is that they will 
fit in an ordinary pen holder which is held in the 
same manner as you would hold your fountain 
pen, the only difference being that the handle 
should be kept more upright. The ball or flat 
point of pen should rest squarely on the surface 
or card, and all strokes made in forming letters 
should be from left to right downward, never 
push the pen upward. The reservoir attached to 
each pen retains sufficient ink to write several 
words with one dipping of ink. 

The greatest difficulty that most beginners have 
is in keeping their ink of even working consis- 
tency. If the ink is too thick it will adhere to the 
pen and not feed freely through the reservoir. 
On the other hand if the ink is too thin it will 
spatter and make the strokes streaked instead of 
solid. A twenty-five cent bottle of india ink will 


be found the best to use with the speed pens. 

When using any of the prepared show card inks 
in the speed pen the beginner will obtain the best 
results by adding three or four drops of water 
every time the ink appears to become thick. A 
bottle for this purpose may be prepared by cut- 
ting a “V” slit at one side of the cork. The quan- 
tity of drops of water may be regulated in this 
manner. 

A careful study of the alphabet shown herewith 
demonstrates the simplicity of each stroke com- 
posing the different letters all made with the speed 
pen. It shows two styles of letters. At the top 
are the Egyptian single-stroke letters and numer- 
als, and the lower-case letters which belong to this 
alphabet. 

The bottom lines show the show card Roman 
letters, which are first outlined with a small size 
round bill speed pen and then filled-in with a No. 
12 brush. The queer looking characters at the 
bottom of plate are single practice strokes. 

In copying the Egyptian letters at the top of 
plate notice the direction each arrow points. The 
strokes are all made from left to right, it requires 
but three single strokes to complete the capital 
letter “‘A,” three single-strokes to complete the 
letter “B” and so on. By leaving the different 
strokes disconnected the beginner is better able to 
see their relative connection. : 

The difference in the Egyptian and Roman let- 
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ters is that the Egyptian alphabet is composed of 
right and left angles, while the Roman letters 
must first be outlined and then filled in. 

The reason this type of letters may be executed 
more rapidly than any other type of lettering is 
on account of the short stub stroke so easily done, 
which finishes the top, bottom and sides of each 
letter. One does not have to be so particular to 
start exactly on the top line, or bring the stroke 
of each part of letter accurately to the bottom 
line. The simplicity of this round block type makes 
it a general favorite with beginners, and when 
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the attention and hold the eye, while on the other 
hand a card that is crowded with unnecessary 


description fails to carry its point. Don’t be 
afraid to emulate and copy some data you have 
noticed on your neighbor’ s display cards for his 
no doubt are copies of some other fellows. The 
individuality of your lettering will be ever present 
in your work, no matter who or what you emulate. 


Simple Method of Erasing Mistakes 


If an error in spelling is made, or an ink spot 
should get on the card, if the space is not too 








speed Pen Block 


AA PBCCCRDTEFCGHI 


JKAKLMMM NAN(QOOP 





PQPRRSSTUVWXY&Z 


Lower-Case Letters 


one kImnoparstuvwxys 
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122 334455 66778890 


HIN WE=OSXEW 


ITH the aid of this chart, the student should make progress in show card writing, 
as it illustrates the complete Egyptian alphabet and shows the direction of the pen 


strokes comprising the basic letters. 


The difference in the Egyptian and Roman letter is that the former is sian of right 
and left angles while the Roman must first be outlined and then filled in. 








done in different colors and shaded presents a very 
good commercial appearance. Unfortunately the 
color schemes are not reproduced on the cards in 
this article. 


Catchy Headlines for Show Cards 


Just what to say on a show card is very often a 
puzzling proposition. The composition or read- 
ing matter should be short, snappy and to the 
point, (on the order of a telegram). The general 
public will not stop to read a whole newspaper on 
a show card, nor a detailed description of any 
article of merchandise. When the story is a 
lengthy one it must be boiled down. 

Catchy headlines (particularly in colors attract 


large the mistake may be erased in the following 
manner: 

First be sure the ink is thoroughly dry, then 
with a very sharp pointed pen knife, or better 
still an old safety razor blade, remove a little at 
a time, keeping above the surface of the card. 
Then rub smooth with art gum. 

Don’t forget should you strike a snag, that the 
writer has the solution all ready for you. He has 
helped many others and will be pleased to help 
you. 

These speed pens may be purchased from C. 
Howard Hunt Pen Co., of Camden, N. J., or 


Joseph Mayer, 19 East Fourteenth Street, New 
York City. 
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Just Ship Talk 





By Saunders Norvell 


Sunday, May 10, 1925 
| EAR HARDWARE Friends: 
One who writes letters in these days 
must confess to being old-fashioned. The 
younger generation uses the telephone. Per- 
haps they are wiser. Sometimes, when invited 
to dinner, they use neither. The new freedom 
ignores R.S.V.P.’s. 

In the leisurely days of George Washington, 
Thomas Jefferson, the two Adams, Madame de 
Stael, Madame la Marquis de Sévigné, Rous- 
seau and Voltaire, letter-writing was the 
greatest of indoor sports and became one of 
the fine arts. Even today it is a joy to read 
their personal and intimate letters. 

Napoleon, too, found time to write letters. 
At Malmaison, see his letter to Josephine, 
where he upbraids her for not answering his 
letters—“‘What, Madame, do you find to so 
fully occupy your time that you have none to 
write to me? I wish I were your dog that I 
might kiss your hand.” This was written from 
Italy just before the Battle of Lodi. By the 
way, ““Malmaison” means sick house—‘‘mal,”’ 
ill; “maison,” house. This favorite villa of 
Napoleon’s was once a hospital! 

How much history owes to writers of let- 
ters! Take away the painters and letter writ- 
ers of ancient times and we would know very 
little of how our ancestors lived. 

Many hardware men have written me that 
their wives read my weekly indiscretions. 
Women today keep alive what is left of the lost 
art of letter-writing, and I am almost tempted 
to address these two letters to them! Once I 
wrote a very productive General Letter on sell- 
ing to the wives of our salesmen. 

Alas, I have no stenographer, so this letter 
is written by hand in driblets—in between 
walks—and _ talks—between the numerous 
meals on ship board—between New York and 
Cherbourg. 

The S.S. Majestic sailed on Saturday, May 
2, 1925, at 2 o’clock, at high tide. I worked in 
my office until 12 o’clock. I had exactly two 
hours to finish packing, send down my trunk, 
have lunch with my family and get away. I 
took a taxi uptown. I sized up the driver. 
“Do you know how to get a trunk on a ship?” 
I asked through the front: window as we worked 
our way uptown. “Sure!” he answered. “I 
do it often.” I gave him my well-worn old 
steamer trunk and he carried it off without 
check or receipt. My family were horrified. 
Not only all my clothes, but all my business 
papers were in that trunk. Suppose that 
trunk did not connect. What then? ‘“Well,”’ 


I answered, “it would at least be interesting to 
start for Europe with only a tooth brush and, 
as far as the important business documents are 
concerned, they are a bore. I am sure I could 
do better without them. The only really im- 
portant thing is my letter of credit and that is 
snuggling safely over my right lung!” I will 
admit, however, I was a little anxious. How- 
ever, when I went to E130 there was the good 
old trunk right in place under the bed. My 
hand baggage that I brought down myself did 
not turn up for three hours. 

The S.S. Majestic is “the largest steamer in 
the world.” That’s what the passenger list 
states. She is 56,551 tons. I thought our 
mighty ship, the S.S. Levinathan, was larger, 
but it seems not. (Don’t miss the spelling— 
that’s one I got on board!) 

We sailed 2 p. m., May 2, and reached Cher- 
bourg early Friday morning, May 8, less than 
five and a half days. The distance is 3000 
miles, average daily run almost 600 miles, 
about 25 miles per hour. I had a small single 
cabin. The fare, tax and tips cost $350, or 
about $65 per day. If you wish to take a berth 
only, it can be done for much less. All the rest 
of the first-class accommodations, except the 
staterooms, are at your service. 

Once, an upper berth was my lot. When I 
awakened my room companion, whom I had 
not met, was dressing. My shirt was hanging 
gracefully from a hook. This Englishman was 
muttering to himself. Pulling out my sleeve 
he gazed at it and, in a disgusted tone, re- 
marked to himself: “Some d—d Yankee with 
detachable cuffs!” 

What you get first-class on these wonderful 
steamships is about the cheapest thing in the 
world today. If you traveled by land 3000 
miles on the De Luxe trains, it would actually 
cost you more for the same service. In order 
to secure a Pullman compartment to yourself 
you would have to buy two tickets and pay 
extra fares. Mileage alone would cost over 
$200. Then, add the cost of a Pullman com- 
partment, meals and tips! Note in the follow- 
ing what you get at sea in entertainment, con- 
certs by world-renowned artists, music day and 
night, the unusual people you see and the new 
friends you make. The best bargain today 
for any Scotchman’s money is a voyage on any 
one of our huge Transatlantic floating palaces. 
I was told that a round trip of the S.S. Ma- 
jestic without depreciation—just actual ezx- 
penses—cost $500,000. She is an oil burner 
and the consumption of oil in barrels per day 
goes up into the thousands. Her-crew and per- 
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sonnel number 1070 souls. All these very large 
ships lose money. What they do gain in the 
busy months they lose in the dull ones. Large 
ships are like large, expensively built factories 
—the “overhead” eats them up. All the money, 
if any, made by the shipping lines is earned by 
their smaller vessels. 

Going this time merely to France and En- 
gland, I only had to pay $10 each for a rubber 
stamp on the back of my passport by the clerks 
of the French and English Consulates. On 
board we were all kicking about this graft, 
when we were informed by a quiet foreigner 
that the United States started it. The old visé 
fee was $2, but that was before the war. Tax- 
ing, as well as letter writing, is a fine art and 
the bureaucrats hang on to their soft pickings. 
More about taxation in Europe later. Our 
visés were Just Shot Number One. 

I watched the crowds saying farewell. Most 
were in a hilarious, joyous mood, but some were 
tragic. Those in the steerage took the parting 
more seriously. It was not a steamer holiday 
for them. What tragedies and romances are 
written on the docks of coming and going 
steamers ! 

The striking skyline of New York—the City 
of Magic and Mystery—faded into a misty blue. 
Every deck was crowded with passengers fev- 
erishly writing postal cars to be taken off by 
the pilot. First trippers rushed madly here and 
there. Old timers found seats in protected 
places and indulgently ignored the embryo 
Marco Polos with hats, suits and shoes scream- 
ing out with their newness. 

At the door of my comfortable little steel 
cell I met my smiling steward. He remem- 
bered me and we shook hands as old friends. 
I thought gratefully of the White Star clerk 
who promised to have me changed to my old 
cabin. He had not forgotten. I hope he sees 
this article and gets a “rise,” as the English 
Say. + 

Then, being all settled, one must see about 
a seat at table. This is most important for 
the Lord have mercy on you if you are placed 
with a dull crowd. You are stuck for a week 
and usually those at the same table fraternize 
between meals. The florid-faced second stew- 
ard with pointed waxed mustaches also re- 
membered me and gave me the cheering in- 
formation that I had been placed at the “Com- 
mander’s”’ table. 

Usually the first night dining is informal 
and being tired I did not “dress.” I went down 
in my old gray sack suit. I was sorry. Every 
man and woman at our table was all dolled up. 
I was the last to arrive. All bowed and I stood 
at my chair and made my best bow to each in 
turn. What a charming European custom this 
is, to salute strangers who sit at your table! 


Once, in America, on a dining car, I saluted an 
American and his wife as they came to my 
table and they acted as if they thought I was 
very fresh! 

A handsome, gray-haired man at my right 
turned and said, “My name is Pardee. We are 
fated to be neighbors this voyage.” Then, hav- 
ing my name, he introduced me in turn to each 
traveler at the table—Mr. and Mrs. William 
Wrigley, Jr., Dr. Julia C. Strawn, Mr. W. H. 
Stanley, Mr. Harold F. McCormick. 


The place of Commander G. R. Metcalfe, 
Lieut.-Commander R. N. R., at the head of the 
table between Mrs. Wrigley and Dr. Strawn, 
was vacant. The first day out and last coming 
in, the commander of a ship rarely dines with 
the passengers. Commander Metcalfe was mak- 
ing his maiden trip on the S.S. Majestic, tak- 
ing the place, I believe, of Sir Charles Hays, 
retired. He did not show up for two days and 
we were just about to send him an invitation 
to dinner when he appeared in full dress with 
his line of ribbons. He was very courteous, but 
I think some of our American jokes puzzled him 
a little. One gentleman remarked that he 
thought the commander of such a ship shouldn’t 
have anything to do. Commander Metcalfe 
smiled and answered that, as a matter of fact, 
he did not have very much to do with all his 
efficient junior officers. His job, running the 
largest ship in the world, with 1000 subordi- 
nates, did not seem to worry him. The same 
old story. Just like the special train on the 
New York Central. The really big men never 
seem to worry over their jobs. They have done 
all their work and worrying getting the Big 
Job! 

Next week I shall follow “Ship Talk” with 
real interesting bits of ship gossip. I feel sure 
a good many hardware men as well as their 
wives will like to know what Mr. Wrigley, the 
Chewing Gum King, looks like and what he has 
to say. Then I must write about sweet Mrs. 
Wrigley and about Dr. Strawn, the woman sur- 
geon. 

Have you heard of Mr. Harold McCormick of 
Chicago and about his adventures in music and 
matrimony? He sat across from me and I had 
a chance to study him at close range. He was 
not at all what one would expect. 

Then there was Mr. Stanley with his knowl- 
edge of Oriental rugs, and Mr. Pardee, who has 
lived for years in China and Japan and had no 
end of good stories. 

I must not forget the owner of Carter’s Lit- 
tle Liver Pills. 

I am looking forward with keen delight to 
the pleasure of writing my next letter. 

““A bien tot!”’ 
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Steel Industry Discusses Sale of 
(galvanized Seconds as Primes 


Means of Combating Evil Discussed at Fourteenth Annual Meeting of Metal Branch 


of National Hardware Association 


DISCUSSION of the serious situation confronting the sheet 
steel industry because of the large quantities of seconds in gal- 
vanized sheets flooding the market—some of which are being 

sold by unscrupulous dealers as prime grade, was an outstanding 
feature of the fourteenth annual meeting of the Metal Branch of the 
National Hardware Association held at the Hotel Cleveland, Cleve- 
land, May 15-16. This so-called evil was discussed at some length 
and several remedies were suggested for overcoming it. Another 
subject that led to considerable discussion related to the use of 29 
gage sheets for double lock roll roofing and for eaves trough and con- 
ductor pipe. The manufacturers and distributors expressed them- 
selves very strongly in favor of eliminating sheets lighter than 28 
gage for these purposes. It was pointed out that the difference in 
cost in the two grades amounts to very little and the percentage of 
increase for 28 gage is only about one-half of the percentage of the 


increase in weight. 


The meeting opened with a brief address by Chairman W. H. 
Donlevy, Carter, Donlevy & Co., Philadelphia, who spoke of the 
present situation in the sheet steel industry and declared that the 
stability of prices is necessary to win back the confidence of buyers. 
He mentioned the sheet steel trade extension campaign as one of the 
important matters that is before the trade. Vital problems that con- 
front the industry today, he said, include the high cost of doing 





business, narrow profits and long credits. 


John A. Townley, president of the 
National Hardware Association, in brief 
remarks referred to the trade extension 
campaign and urged the importance of 
handling in efficient manner the adver- 
tising part of this campaign. 

The business situation was discussed 
by C. J. Stark, vice-president, Penton 
Publishing Co., Cleveland. He declared 
that all the factors of real prosperity 
exist at the present time except a too 
narrow margin of profit and that the 
country is in a condition of near pros- 
perity except in the balance sheet. 
Asking what is the matter with busi- 
ness and the cause of lack of confi- 
dence, he pointed out that the country 
is going through a major economic op- 
eration or a process of economic read- 
justment. 

The sheet steel outlook for the re- 
mainder of the year was discussed by 
several representatives of the leading 
sheet mills. While none seemed overly 
optimistic, several expressed their be- 
lief that there would be an improve- 
ment in the fall. G. F. Ahlbrandt, 
American Rolling Mill Co., Middletown, 
Ohio, said that the present sheet ca- 
pacity of the country is 5,000,000 tons 
a year and the industry has consider- 


able slack to take up as with the nor- | 


mal demand the country will not con- 
sume more than 75 to 80 per cent of 
the total capacity. For the next two 
or three years there would be 20 per 


cent of the capacity to take care of and 
this is one of the problems of the indus- 
try. The sale of seconds is seriously 
affecting the demand for prime sheets. 
Prices are too low and should be ad- 
vanced. Manufacturers should think 
more about distribution and give that 
subject as much attention as produc- 
tion. He believed the industry should 
have better trained men for salesmen, 
many sheet salesmen being only order 


takers. Manufacturers, jobbers and 
sheet metal workers should work to- 
gether. 


F. M. Fuller, American Sheet & Tin 
Plate Co., said mills should be making 
a little money, but that it is impossible 
when they are operating at 90 per cent 
of capacity and the demand is only for 
60 per cent of capacity. He hoped for 
a change in the attitude of mind of the 
sheet makers and that they would not 





be so greedy in going after business. 

L. D. Mercer, United Alloy Steel Cor- 
_poration, Canton, Ohio, declared that 
the outlook now is very gloomy, but 
that sane judgment will prevail sooner 
or later. Conditions seem to be fine, 
but the industry is sick. It is going to 
get well so that the mills will make a 
fair return on their investment and he 
believed that that time is not very far 
ahead. 

W. C. Carroll, Inland Steel Co., said 
that the situation from a standpoint of 
price had gotten bad so rapidly that it 





must now be at its worst, and if man- 
ufacturers use good judgment there 
will be an improvement shortly. 

In the opinion of E. T. Sproull, Trum- 
bull Steel Co., Warren, Ohio, the prob- 
lem of today is to take care of over- 
production and to get prices up or to 
reduce the cost of production, but he 
did not see how manufacturing costs 
could be reduced. He believed the sit- 
uation will get worse unless something 
is done to help it. 


John Follansbee, Follansbee Bros. 
Co., Pittsburgh, declared that the only 
hope for the sheet and tin plate indus- 
try is education. R. L. Krichbaum, Su- 
perior Sheet Steel Co., Canton, Ohio, 
felt that the bottom had been reached. 

The discussion of the seconds and 
wasters was started by M. C. Sum- 
mers, Thomas Sheet Steel Co., Niles, 
Ohio. He declared that the industry 
has got to a point where something 
must be done with seconds. He sug- 
gested stenciling seconds or scrapping 
them. He believed stenciling would 
protect the ultimate consumer. About 
55 per cent of the seconds reach the 
consumer as prime sheets. These are 
put in lots of articles where only prime 
sheets should go. Distribution of sec- 
onds is a problem to be solved. Much 
damage is done to the galvanized sheet 








industry, and particularly to the roofing 
industry, by the use of seconds. As a 
result, roofing has not stood up and 
this is leading to a substitution of pre- 
pared roofing. 

Chairman Donlevy remarked that the 
trade extension campaign would be 
largely nullified if something is 
not done to remedy the situation and 
he believed that a campaign of educa- 
tion would be effective. 

E. T. Sproull stated that a survey 
showed that 3 to 9 per cent of sheets 
are seconds and that the percentage 
should not be over 5 per cent with 
good mill operation. He believed that 
second sheets should be stenciled three 
times or more so that they could not 
reach the consumer as prime sheets. 
There is a legitimate field for seconds, 
he said. 

L. D. Brueckel, Weirton Steel Co., 
Weirton, W. Va., declared there is a 
legitimate field for tin plate seconds 
and if the same attention is given to 
galvanized sheet seconds the problem 
would be solved. If it were found where 
the seconds go, the solution of the 
problem would be settled. L. D. Mer- 
cer offered as a solution that buyers be 
compelled to take up to 5 per cent in 
seconds. W. C. Carroll stated that ap- 
proximately 25 per cent of seconds go 


'to manufacturers who can use them. 


Of the remainder one-half go to the ul- 
timate consumer at cut prices, with the 
inference that they are as good as prime 
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sheets. This has an effect on the price 
structure. He believed that the best 
plan would be to let the first 25 per 
cent go to their regular sources as at 
present and keep the remainder off the 
market by scrapping them. 


Geo. Fuchs Suggests Remedies 


The subject was discussed from the 
standpoint of the distributor by J. 
George Fuchs, Bruce & Cook, New 
York. He declared that galvanized 
seconds are beginning to make heavy 
inroads into the steel market, so much 
that of late the ordinary user is buy- 
ing more and more seconds. It is a 
question where they come from, but 
it did not seem to him that with up- 
to-date mill practice there should be 
any increase in the quantity of sec- 
onds. Some of these are fine stock and 
it is hard to tell the difference between 
them and primes. The question has 
been raised as to whether buyers of 
prime sheets are always getting primes. 
Because galvanized seconds have come 
into the New York market, competi- 
tion has resulted which is unfair and 
which would not have been brought 
about had the mills continued to sell 
these sheets to manufacturers as in 
the past. Some users get a good lot 
of prime sheets and the next lot is 
poor, causing them to suspect they 
are being sold seconds for primes. 
This suspicion is due to a very few un- 
scrupulous dealers, but as a _ result 
reflections are cast on all. He sug- 
gested that mills stop the sale of sec- 
onds to distributors and market them 
to users direct. In that way they could 
exercise better control and could see 
that seconds do not get in the hands 
of those who should use prime sheets. 
Both seconds and No. 2 primes can be 
used to advantage for some purposes, 
but unfortunately the New York mar- 
ket has been flooded with these sheets 
so that they have become a menace to 
the market, especially when they are 
offered as good as prime sheets and 
sheets that can be sold as prime. As 
long as the manufacturers allow sec- 
onds to be shipped in the New York 
market for distribution by jobbers 
there will be no relief for those who 
are trying to sell prime sheets at 
prime sheet prices. Galvanized sheets 
have been condemned recently because 
they do not last oWing to defective 
sheets, and should this practice con- 
tinue a year or two he believed the 
standard of galvanized sheets will fall 
to the extent that substitutes will be 
used where possible. 

Mr. Fuchs suggested the following 
remedies: Scrap the galvanized sec- 
onds; sell primes and request buyers 
to take up to 10 per cent of the sec- 


onds arising and scrap the remainder; | 
stencil seconds with the word “second” | 


on each sheet; sell galvanized seconds 
to manufacturers of articles in which 
the quality of the sheets does not play 
an important role; form a consolidated 
selling agency for the disposal of gal- 
vanized seconds and sell these only to 
manufacturers, the agency to scrap 
those that cannot be sold. 


Sheet Purchasing Tendencies 


The tendency to purchase sheets and 
tin plate according to specifications was 
discussed by H. E. Duff, American 
Sheet & Tin Plate Co. He said that 
specifications should be avoided as 
much as possible and that too many 
specifications are drawn by people who 
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are not familiar with the subject and 
include requirements that it is physi- 
cally impossible to meet. If specifica- 
tions seemed necessary, a manufactur- 
ing expert should be called in for con- 
sultation. He pointed out that ordering 
material according to_ specifications 
may result in larger production costs 
and increased cost to the consumer. 
Some ask for material within closer 
limits than mills can roll. 

Mr. Donlevy remarked that the dis- 
tributors have the same problem as 
the manufacturer in regard to material 
ordered according to _ specifications. 
W. C. Carroll said that some buyers try 
to confine sheet mills to tolerances that 
would apply to strip mill practices. 

The status of the sheet metal simplifi- 
cation programs was discussed by Major 
A. E. Foote, Department of Commerce, 
Washington. 

W. C. Carroll reported for the sheet 
steel simplification board of review of 





W. H. Donlevy 


which he is chairman. He declared 
that if the simplification program is 
carried out fully, it will result in a 
saving of $8,000,000 per year. 

The committee earlier in the day 
took up appeals for additions to the 
schedule and one jobber had suggested 
adding 81 items to the sheet schedule. 
The committee wanted to give simpli- 
fication a fair trial and Mr. Carroll 
announced at its meeting it made two 
changes. The first was to put 27 gage 
galvanized sheets back into the sched- 
ule because of the demand from cor- 
nice manufacturers. The second addi- 
tion to the schedule was double cross 
lock roll roofing in 29 gage. Mr. Car- 
roll said that the simplification had 
been carried out quite generally in re- 
spect to sizes but the matter is one 
of education. 


12 and 35 lb. Coatings Eliminated 


L. D. Brueckel, chairman reporting 
for the tin plate simplification board 
of review, said that 12 and 35 Ib. coat- 
ings had been eliminated and a revi- 
sion had been made in the base weight. 

A report on the eaves trough and 
conductor pipe board of review was 
submitted by Louis Kuehn, Milwaukee 
Corrugating Co., Milwaukee, Wis., as 
chairman. He said that the prospects 
were bright for eliminating lighter 
than 28 gage for eaves trough and 
conductor pipe but one leading manu- 
facturer refused to eliminate the light- 
er gages and he did not believe that 
the elimination could be placed in ef- 
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fect without the cooperation of that 
one manufacturer. The elimination of 
sizes and new list prices have been 
placed in effect and have helped the 
industry. In a _ discussion it was 
brought out that the south is opposed 
to the elimination of the 29 gage. 

The action of the board of review 
in restoring 29 gage roll roofing to the 
schedule stirred up considerable discus- 
sion during which it was brought out 
that the committee itself was in favor 
of eliminating the 29 gage but had fol- 
lowed the request of many distributors 
and thought that by restoring this gage 
it might help to keep some of the bus- 
iness that was going to the asphalt 
roofing manufacturers. The board of 
review by vote was requested to re- 
consider its action on 29 gage roll roof- 
ing and it rescinded its previous deci- 
sion to restore that gage to the sched- 
ule. 

After this matter was disposed of 
the members voted to use their best 
efforts to bring about a discontinuance 
of the sale of 29 gage eaves trough 
and conductor pipe after July 1. 

The work of the sheet steel trade 
extension committee was outlined by 
Murray Springer, Crosby-Chicago, Ine. 

The selling of sheet metal products 
on a basis of quality, not price, was 
discussed by R. L. Krichbaum, Supe- 
rior Sheet Steel Co., Canton, Ohio. He 
said that the distribution of sheet steel 
is being handicapped by improper sell- 
ing methods or by selling on nrice. 
He urged improved selling methods 
with information for buyers as good 
kinds of sheets needed for their prod- 
ucts and a fight to meet the competi- 
tion of substitution. 

L. D. Brueckel reported on the terne 
plate situation. This, he said, is very 
satisfactory and business is improving 
because manufacturers are holding to 
standards of quality. He believed the 
elimination of two grades will further 
stimulate the demand. 

The sheet copper situation was dis- 
cussed by G. F. Stanton, Baltimore 
Copper S. & R. Co., Baltimore, Md., 
who said that more copper is being 
used than heretofore in building work. 
Some new uses are being found for 
sheet copper among them which is the 
manufacture of radiators. 

Selling expenses were discussed by 
Robert D. Lyon, Lyon, Conklin & Co., 
Baltimore, Md. 

Severn P. Ker, president, Sharon 
Steel Hoop Co., Sharon, Pa., gave a 
very interesting talk at the informal 
dinner Friday evening on the subject 
of stabilization. He stated that the 
remedy for the present price situation 
is the use of the ordinary garden va- 
riety of brains. Any industry to be 
successful must yield profit both to the 
manufacturer and distributor and it is 
foolish to sell below cost. 

Members of the metal committee 
were elected for the ensuing year as 
follows: F. O. Schoedinger, F. O. Schoe- 
dinger, Columbus, Ohio; John Follans- 
bee, Follansbee Bros. Co., Pittsburgh, 
Pa.; F. J. MeNeive, W. F. Potts Son 
& Co., Inc., Philadelphia, Pa.; L. D. 
Mercer, United Alloy Steel Corp., Can- 
ton, Ohio; G. F. Ahlbrandt, American 
Rolling Mill Co., Middletown, Ohio, and 
W. T. Ryan, E. P. Sanderson Co., Bos- 
ton, Mass. 

Those present expressed their pref- 
erence of Cincinnati for the next meet- 
ing place. 
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Partial Payment Paint Plan Opposed 
By Manhattan and Bronx Ass’n 


The partial payment paint plan was 
unanimously condemned at the regular 
meeting of the Hardware and Supply 
Dealers’ Association of Manhattan and 
Bronx Boroughs, Inc., held at the New 
York Turn Hall at Lexington Avenue 
and Eighty-fifth Street, New York 
City, May 19. Secretary C. H. Tilson 
presented the subject for discussion, 
which resulted in bringing out the in- 
formation that none of the dealers 





present had tried the plan, nor were 
they in favor of it. The meeting went 
on record as being very heartily op- 
posed to the plan. 

Talks of two previous meetings were 
reviewed and discussed by those pres- 
ent. These included a window display 
talk given by M. E. Wycgoff, and 
Charles J. Heale of HARDWARE AGE, 
and a talk on advertising by H. J 
Fallon of the New York Journal. 





Winchester Repeating Arms 
Co. Elects Officers 


At the recent meeting of the stock- 
holders of the Winchester Repeating 
Arms Co. the directors and officers 
were chosen. Directors elected are 
Thomas G. Bennett, Winchester Ben- 
nett, Frank G. Drew, George E. Hod- 
son, Louis G. Liggett, James T. Moran, 
William A. Tobler, Charles S. Sargent, 
Jr., Otto A. Schreiber, Victor M. Tyler 
and Robert Winsor. 

Officers selected are: Louis K. Lig- 
gett, chairman of the board; Frank G. 
Drew, president; William T. Birney, 
vice-president; William A. Tobler, vice- 
president; Henry Brewer, vice-president 
and secretary; Leslie H. Thompson, 
treasurer; Arthur E. Hodgson and 
Edgar W. Taft, assistant treasurers; 
Luther W. Crenshaw, assistant secre- 
tary. 


Cook, V.-P.. Amer. Thermos 
Bottle Co.—Hutton, Director 


James M. Hutton of Cincinnati, has 
been elected a director of the American 
Thermos Bottle Co., to succeed F. C. 
Perry, resigned. Wilbur C. Cook of 
Chicago, formerly a vice-president of 
the George L. Dyer Co., Chicago, III., 
has been elected vice-president and gen- 
eral manager of the American Thermos 
Bottle Co., a position which was also 
held by Mr. Perry prior to his resigna- 
tion. 

J. W. Neil remains as general sales 
manager of the Thermos and Icy-Hot 
Divisions, with head sales offices at 366 
Madison Avenue, New York City. 





Church and Smith 
with White Motor 


H. D. Church, formerly chief engi- 
neer of the truck department of The 
Packard Motor Car Company, and for 
the past 18 months assistant chief 
engineer of the Chevrolet Motor 


Company, went to the White Motor 
Company on May 15 as director of en- 
gineering. 

George W. Smith, formerly in charge 
of the experimental and research de- 


| experience in the truck industry. 





| 


| 


partments of White Motor, has _ re- 
turned to the company as technical as- 
sistant to vice-president and general 
manager, Thomas H. White, and will 
have charge of the technical division 
of the staff. 

Mr. Church, the new director of en- 
gineering, has had a wide and varied 
After 
a long service with the Packard Mo- 
tor Car Co., he joined Hare Motors, 
where for two years he was assistant 
to the chief engineer and later con- 
sulting engineer before going with the 
Chevrolet organization. 

During the war Mr. Smith was as- 
sistant chief engineer of the Naval 
Aircraft factory at Philadelphia and 
when peace was declared went with the 
Victor Talking Machine Co. He was 
general superintendent in charge of all 
| manufacturing and engineering for the 
| Victor Co. at the time of joining White 
| Motor. He is a graduate of Worcester 
Polytechnic Institute. 


Devoe Opens New Store 
In Cleveland, Ohio 


A new store has been opened in 


Cleveland, Ohio, by Devoe & Raynolds 


Co., 101 Fulton Street, New York City. 


_Lawrence Gardner, formerly assistant 


_manager of the Buffalo store, has been 





'made manager of the Cleveland branch, 


which will be located at 1008 Euclid 
Avenue. Miss Ruth Josephi will have 
charge of the artists’ material depart- 
ment. A full line of Devoe products and 
cameras will be carried. 





Dealers’ Advertising Service 
Offered by Milwaukee 
Corrugating Co. 


The Milwaukee Corrugating Co., Mil- 
waukee, Wis., is now able to furnish, 
without charge, folders and envelope 
inclosures imprinted with the dealer’s 
name and address. This literature fea- 
tures the company’s product, Kuehn’s 
ridge sheet. The company also plans to 
furnish letterheads and multigraphed 
letters for farm trade circularization. 
Dealers interested in these services can 
communicate directly with the com- 


pany. 





P. G. James Elected President 
Jamaica Board of Trade 


Percy G. James, president, James & 
Hawkins, Inc., Jamaica, N. Y., opera- 
tors of nine retail hardware stores on 





Percy G. James 


Long Island, has been elected presi- 
dent of the Jamaica Board of Trade. 
Mr. James was one of the original 
sponsors for the Jamaica Board of 
Trade at the time of its organization 
six years ago, and has served for two 
vears as its first vice-president, and as 
treasurer for two years previous to his 
vice-presidency. Mr. James has been in 
the hardware business in Jamaica more 
than 25 years, and is always active in 
civic and trade betterment movements. 





Philadelphia Office Opened 
by Hunt-Helm-Ferris & Co. 


Hunt-Helm-Ferris & Co., Harvard, 
Ill., manufacturers of barn door hang- 
ers, hay tools and other farm equip- 
ment, have opened an office at Twenty- 
second and Arch Streets, Philadelphia, 
Pa. W. F. Stevens will be in charge 
of this new branch, which will be a 
complete service station for Star barn 
equipment, harvester hay tools, Cannon 
ball door hangers for garages and over- 
land wheel goods line. Mr. Stevens 
was formerly at the main office. He 
will now be responsible for the terri- 
tory which includes eastern Pennsyl- 
vania, New Jersey, Delaware, Maryland 
and South Atlantic States. 

This is the sixth office opened by the 
Hunt-Helm-Ferris Co., the others being 
at Harvard, Ill.; Albany, N. Y.; Min- 
neapolis, Minn.; San Francisco, Cal., 
and Los Angeles, Cal. 





George Moore Dead 


George G. Moore, secretary and 
treasurer of the Nelson Hardware Co., 
Roanoke, Va., died on May 14. 
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Window Display Contest 
on Camp Furniture 


The Golf Medal Camp Furniture 
Mfg. Co., Racine, Wis., is conducting 
a window display contest which opened 
April 1 and closes Aug. 1, 1925. Each 
contestant may obtain without charge 
one set of Junior folding furniture 
made by this company. After the con- 
test the dealer may sell the individual 
pieces of the Junior Set. 

_ The Junior line of folding furniture 
is small enough to be used in a window 
display and may be used in the display 
which is photographed and submitted 
in the contest. The contest is open to 
any dealer who handles folding furni- 
ture and kindred camping necessities. 

This set, now a part of the regular 
“Gold Medal” line, is new this year. 
It is said to meet a need of a practical 
plaything for the kiddies to use out- 
doors in fair weather and indoors in 
unpleasant weather. The set consists 
of a juvenile chair, stool, table and cot. 

In addition to the furniture, this 
manufacturer is offering cash prizes 
amounting to $275. All contestants, 
without charge, will be supplied with 
a six-color window background which 
measures 20 in. high by 7 in. long, 
which pictures the home and camp uses 
of “Gold Medal” products. 

The first award is $100; the second, 
$60; the third, $30; the fourth, $20; 
the fifth, $15, and the sixth, seventh, 
eighth, ninth and tenth awards are $10 
each. 

Blanks and further data of the con- 
test may be had by writing the Gold 
Medal Camp Furniture Mfg. Company 
of Racine, Wis. 


Six Salesmen Are Added 
to P. A. Geier Staff 


Six additional safesmen have been 
added to the organization of The P. A. 
Geier Company of Cleveland, manufac- 
turer of the Royal Electric Cleaner. 
This increase in personnel is in line 
with the company’s program of expan- 
sion recently announced. The direct 
factory sales organization now num- 
bers 50 men in the United States and 
Canada. 


Robinson Hdw. to Be Sold 


The Robinson Hardware Co., Inc., 
Gilroy, Cal., is being offered for sale 
by H. E. Robinson, owner of the com- 
pany. The stock inventories at about 
$35,000, the volume of business in 1924 
is said to have been $131,000. The fix- 
tures may be purchased or leased with 
the building which was specially built 
for the business in 1915. Gilroy is 80 
miles south of San Francisco in the 
Santa Clara Valley on the coast line 
of the Southern Pacific. The reason 
for the sale of the business, Mr. Robin- 
son says, is becouse ' has other inter- 
ests which require his time. 





H. G. Moore Resigns 


Retirement After 45 Years in Business—Is 
President of American Hardware 
Manufacturers’ Association 


Effective July 1, H. G. Moore, has 
resigned his position as General Sales 
Manager of the Keystone Steel and 
Wire Co., Peoria, IIl., of which com- 
pany he has also been vice-president 
since December, 1916, also a member of 
the board of directors and a member 
of the management committee. Mr. 
Moore is at present the president of 
the American Hardware Manufac- 
turers Association. 

Mr. Moore’s retirement from active 
service with the company comes after 





H.G. Moore 


forty-five years of business experience 
and after a very large development 
of the sales department of the Key- 
stone Steel & Wire Co., during the last 
ten years and active participation, 
with the other officers, in the manage- 
ment and development of this company. 

Mr. Moore desires more leisure time 
to spend with his family and his 
friends and after a good rest, to en- 
joy some of the less strenuous activi- 
ties which are included in his future 
plans. 

Mr. Moore’s service in the steel, 
hardware and implement industry ex- 





tends back over many years. Enter- 
ing business at an early age, his ser- 
vice includes 18% years with the John 
Deere Plow Co. at Kansas City; 1% 
years as secretary and general sales 
manager at the Racine-Sattley Co at 
Racine, Wis. Later he organized the 
Big Four Implement Co., at Kansas 
City, Mo., of which he acted as man- 
ager and secretary for 3% years. Leav- 
ing that organization, he engaged in 
business at Kansas City as H. G. Moore, 
wire mérchant, jobbing wire products 
and acting as the Western distributing 
sales agent for the Keystone Steel & 
Wire Co. 

In 1915 Mr. Moore came to Peoria, 
Ill., to join the Keystone organization 
at the parent plant. Since that time 
the Keystone company has expanded, 
not only its fence and manufacturing 
plants, but has added steel mills and 
open hearth furnaces. During Mr. 
Moore’s 10 years of service, the sales 
have amounted to more than $61,000,- 
000. 

Mr. Moore is a member of the Peoria 
Country Club, the Creve Coeur Club, 
and Presbyterian Church of Peoria, IIl. 

He has served various associations, 
notably the National Association of 
Credit Men, of which for 8 years he was 
a director, or an officer, finally becom- 
ing vice-president and president in 
1915-1916. He also served the Kansas 
City Commercial Club as President 
during the year 1911-1912, also as 
president of the Kansas City Associa- 
tion of Credit Men, also president of 
the Kansas City Implement, Vehicle 
and Hardware Club and is an honor- 
ary member of all three of these or- 
ganizations. 

It is a gratification to Mr. Moore to 
have the efficiency of his sales organ- 
ization recognized in that two of his 
assistants succeed td the management 
of the sales of the company, W. G. 
Hume, as sales manager and A. A. 
Nelson as assistant sales manager, 
who, with others of Mr. Moore’s sales 
organization, as sales directors, will 
carry forward the sales work. 





A. V. Hewitt Dead 


A. V. Hewitt, president of the A. V. 
Hewitt Hdw. Co., Inc., Punxsutawney, 
Pa., died recently. He was born in 
Mercer County, Pa., Feb. 21, 1848. Mr. 
Hewitt went to Punxsutawney in 1884 
and engaged in the hardware business 
under the firm name of Parks, Newell 
& Hewitt. The business later devel- 
oped into the A. V. Hewitt Hardware 
Co., Inc. 


The business will be continued as be- 
fore under the management of E. M. 
| Neill, secretary. 





Standard Hdwe. Co. Formed 
Through Partnership 


Dissolution 


The partnership of Phillips & 
Wysong, Charlestown, W. Va., was dis- 
continued May 1 when D. A. Phillips 
sold his interest to Messrs. S. Frank 
Moreland, buyer, F. J. Brooke and H. 
J. Wiswell. In the future the business 
will be conducted as the Standard 
Hardware Co., under the management 
of Messrs. Wysong, Moreland & 
Brooke. 
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Radio Catalog Issued by 
Chas. J. Smith & Co. 


Chas. J. Smith & Co., 130 Worth 
Street, New York City, wholesale hard- 
ware jobbers, have issued a radio cata- 
log which describes and _ illustrates 
Chelsea Super 5 radio receiving sets, 
Tungar battery sets, Dymac loud speak- 
ers and kindred radio accesories being 
distributed through the company’s 
radio department, now a regular part 
of the business. Suggested resale 
prices are printed in the booklet. Deal- 
ers are to receive a confidential dis- 
count sheet showing their cost. 


New England Paint Club 
Will Hold Outing June 19 


The annual outing of the Paint and 
Oil Club of New England will be held 
June 10 at the Nashua Country Club, 
Nashua, N. H. The committee on 
sports includes W. H. Kirkpatrick, P. 
H. Thayer and Everett Hinckley. 


Mrs. E. Congdon Dead 


Mrs. Vesta Knowles Congdon, wife 
of Edward Congdon, general manager 
©. W. Willard Hardware Co., Westerly, 
R. I., died May 2. Mrs. Congdon had 
been ill about one year. For 23 years 
she was very active and prominent in 
church and club activities. 


W. T. Kelly Now Manager 
For Pickett Hdwe. Co. 
William T. Kelly has 











the Pickett Hardware Co., Warren, Pa. 
Mr. Kelly for the past six years was 
tne manager of the New Haven, Conn., 
store, operated by the Winchester Re- 
peating Arms Co. Mr. Rhodaberger 
will remain with the company, taking 
charge of the oil well, factory and mill 
supply department. 

It is Mr. Kelly’s ambition to depart- 
mentize very thoroughly the business 
of the Pickett Hardware Co. 





Munson-Raynor Corp. Now 
Magnavox Pacific Coast Agts. 


The Munson-Rayner Corporation have 
been appointed Pacific Coast distribu- 
tors for radio products manufactured 
by the Magnavox Co., Oakland, Cal. 
The Munson-Rayner Corporation has 
offices at 86 Third Street, San Fran- 
cisco, and at 643 South Olive Street, 
Los Angeles. The territory covered by 
this company will embrace the States 
of Washington, Oregon, California, Ari- 
zona, the upper panhandle of Idaho and 
the western half of Nevada. A branch 
will probably be opened in the Pacific 
Northwest. 





Osborn Mfg. Co. Announces 
Two Additional Distributors 


The Osborn Mfg. Co., Cleveland, 


Ohio, brush manufacturers, announces 
Geller, Ward & Hasner Hardware Co., 
St. Louis, Mo., and John B. Varick, 
Manchester, N. H., as authorized dis- 
tributors 
brushes. 


of Osborn Blue Handle 











succeeded | 
Oliver E. Rhodaberger as manager of | 
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Pittsburgh Office Opened 
By Hilo Varnish Corp. 


The Hilo Varnish Corporation, Brook- 
lyn, N. Y., manufacturer of varnishes, 
enamels, stains, etc., has opened a 
branch office at 218 Third Avenue, 
Pittsburgh, Pa. In this office A. G. Rus- 
sell will cover the industrial field and 
Ben Bower will take care of the jobber 
and dealer trade. 


Hammel, Riglander Will Dis- 
tribute Lindstrom Swedish 
Pliers, as Sole U. S. Agents 


Hammel, Riglander & Co., 209 West 
Fourteenth Street, New York City, 
have been appointed sole selling agents 
in the U. S. A. for F. E. Lindstrom, 
Eskilstuna, Sweden, manufacturers of 
pliers. Hammel, Riglander & Co. will 
carry an ample stock and will issue an 
American catalog. 


Weckel Now Sales Manager 
for Martin-Senour Co. 


Howard F. Weckel has been pro- 
moted to the position of advertising 
and sales promotion manager of the 
Martin-Senour Co., Chicago, manufac- 
turers of paint and paint specialties. 
Mr. Weckel has been with the com- 
pany for two years. 











Lewis Swan Now Manager 
Homer Foote Hdwe. Co. 


Lewis Swan, for more than twenty 
years associated with the J. Douglas 
Law Hardware Co., Springfield, Mass., 
and for the past several years presi- 
dent of that firm, has severed his con- 
nections with the Law company and is 
now acting manager of the Homer 
Foote Hardware Co. on State Street. 





Powers Adds Hardware 


W. J. Powers, who for some time 
has conducted a plumbing business at 
84 Front Street, East Braintree, Mass., 
has added a small line of hardware. 


New England News 


The Waite Hardware Co., Worcester, 
Mass., exhibited a varied supply of 
hardware materials at the Blackstone 
Valley Mills Association annual show, 
which opened at Northbridge on 
April 23. 





. L. Bailey, formerly with Wads- 
worth, Howland Co., Inc., Boston, 
has joined the ranks of the Norfolk 
Paint & Varnish Co. of Atlantic, Mass. 
Mr. Bailey will be a special representa- 
tive to the hardware trade. 





Austin R. Mossman, of Plymouth, 
Mass., has entered the employ of L. E. 
Andrews of Gloucester as a salesman. 





Joseph Costello, formerly a tinsmith 
with Taylor & Percival, Waltham, 
Mass., has joined the forces of the 
Dover Stamping & Mfg. Co., Cam- 
bridge, Mass. 
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Winchester Club Elections 
in the South and West 


At recent meetings of Winchester 
Clubs the following officers were 
elected: 

The Atlanta district announces the 
following officers: President, J. D. 
Forbes, Valdosta, Ga.; first vice-presi- 
dent, E. W. Stone, Union, S. C.; second 
vice-president, C. W. Spradley, Birm- 
ingham, Ala.; third vice-president, E. 
G. Morris, Waynesboro, Ga.; secretary- 
treasurer, R. E. Breen, Jessup, Ga. 

Officers elected by the Winchester 
Club of Texas are: President, H. W. 
Jones, Garland; first vice-president, 
Adolf Henne, New Braunfels; second 
vice-president, W. M. Glenn, Lufkin; 
third vice-president, A. D. Davis, San 
Antonio; secretary-treasurer, C. , 
Knighten, Dallas. 

The Colorado and Southern Wyoming 
Club elected the following: President, 
J. E. Ward, Monte Vista, Colo.; first 
vice-president, N. E. Brown, Burling- 
ton, Colo.; second vice-president, J. W. 
Valentine, Boulder, Colo.; third vice- 
president, Charles Lowell, Fort Collins, 
Colo.; secretary - treasurer, Harper 
Gardner, Pueblo, Colo.; executive com- 
mittee, E. M. Troxell, Denver; T. M. 
Harding, Canon City; Ray Lowell, 
Colorado Springs. 





Trade Literature Received 


The Coleman Lamp Co., Wichita, 
Kan., has issued catalog No. 37, cover- 
ing the company’s complete line of 
Coleman lamps, lanterns, camp stoves 
and flat irons. The catalog contains 
sales and display ideas for the dealer, 
and outlines briefly the progress of the 
Coleman Lamp Co. in its 25 years in 
this field. 





Richards-Wilecox Mfg. Co., Aurora, 
Ill., has issued catalog No. 40, covering 
the Richards-Wilcox line of sliding and 
folding partition doors, hardware. The 
booklet/is well illustrated, showing ex- 
amples of this equipment in use, as well 
as mechanical charts which demonstrate 
the operation and installation of this 
equipment. The company has also is- 
sued R-W catalog No. 41 on big door 
hardware for roundhouses and freight 
houses. This is a very interesting book 
for those selling to the mill supply and 
railroad market, as well as the wharf 
and warehouse dealers. 





The Gendron Wheel Co., Toledo, Ohio, 
has issued the 1925 advertising port- 
folio which illustrates and describes 
this company’s dealer advertising ser- 
vice. Suggested advertisements, lay- 
outs and illustrations are offered as a 
part of this service which dealers may 
obtain by communicating with the com- 


pany. 





Aldrich Mfg. Co., Buffalo, N. Y., has 
issued catalog No. 45-HR, which covers 
the company’s food service equipment 
which bears the trade name Amcoin. 
The line includes complete heating and 
cooking equipment for cafeterias, res- 
taurants, soda fountains, hotels, hospi- 
tals and clubs. 
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New Mephisto Tools Shown 
In W. A. Ives Catalog 


The W. A. Ives Mfg. Co., Walling- 
ford, Conn., manufacturers of Mephisto 
tools, has issued complete catalog No. 
33, with which is included the price list 
of March 1. The catalog is divided in 
two main parts. One section is devoted 
to such tools as come in the company’s 
hardware division. The second half is 
for the heavier tools which are made 
for distribution through the railroad di- 
vision. 

New thin jaw pliers for automobile 
use are shown in the new book. Im- 
proved models of chisels, nippers, hack 
saw blades and electricians’ bits are 
also featured. They all bear the trade 
name “Mephisto.” 





Jubilee Year Catalog Issued 
By The Lionel Corp. 


The Lionel Corporation, New York 
City, manufacturers of model electric 
railroads and accessories, is celebrating 
its twenty-fifth anniversary with the 
publication of a catalog to be entitled 
“Jubilee Book of Lionel’s Jubilee Year.” 
The company was organized in 1900. 


Zundell Hdwe. Co. Formed 
In Worcester, Mass. 


The Zundell Hardware Co., Ince., 
Worcester, Mass., has incorporated un- 
der the laws of that State with a capital 
of $25,000. Harry Zundell is president 
of the company and Myron Zundel 
treasurer. 








Radio Tube Guarantee 


Planned by Supertron 
Mfg. Co. 


The Supertron Mfg. Co., 32 Union 
Square, New York City, manufacturer 
of radio tubes, has recently announced 
a new guarantee arrangement on its 
“Supertron” tubes. This plan embraces 
a 30-day guarantee certificate which 
enables registration, of each tube pur- 
chased, and enables the consumer to 
have an adjustment at the end of 30 
days. Full particulars are available by 
communication with the company. 


H.&D. Folsom Issues Catalogs 
On Guns, Sports Goods, Ete. 


The H. & D. Folsom Arms Co., 314 
Broadway, New York City, importers 
and jobbers of general sporting goods, 
has issued catalog No. 21 on gun ma- 
terial and gun repairs, and catalog No. 
22, on shotguns, leather and canvas 
goods. Many of the items shown in the 
latter catalog are manufactured by the 
H. & D. Folsom Arms Co. Both cata- 
logs feature general spring sporting 
goods in addition to the firearms items. 








New Three Story Building 
Occupied by Union Hdw. Co. 


The Union Hardware Co., Washing- 
ton, D. C., has completed a new three- 
story building comprising a store and 
two upper floors for offices. 
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Vanleer Products Corp. 
‘Formed to Make Electric 
Signs 


The Vanleer Products Corporation, 1 
West Thirty-fourth Street, New York 
City, has commenced the manufacture 
and distribution of a changeable elec- 
tric light sign said to be the first of 
its kind in the United States. Maurice 
S. Keller, formerly a merchant, is pres- 
ident of the newly formed Vanleer Cor- 
poration. 

The Vanleer sign may be used either 
in the window or interior, is made of 
solid bronze brass, with plain white 
letters on a background. Changing 
the letters and operating the sign are 
said to be simple. 


Burns Mfg. Co. Moves 
to Larger Plant 


The Burns Mfg. Co., Syracuse, 
N. Y., manufacturer of the Burns bread 
knife, has moved into a new factory 
located at 1208 East Water Street. The 
new factory permits a daily capacity of 
6000 knives. The company announces 
that its present production is 3500 
knives daily. The Burns Mfg. Co. was 
formerly located at 299 Beattie Street. 








Dunton Establishes Stock 
at Chicago and Los Angeles 


The M. W. Duncan Co., 670 Eddy 
Street, Providence, R. I., manufacturer 
of Nokorode products, has established 
warehouse stocks at the Union Termi- 
nal Warehouse, 731 Terminal Street, 
Los Angeles, Cal., and the Midland 
Warehouse & Transfer Co., Fifteenth 
Street and Western Avenue, Chicago, 
Ill. Complete stocks will be carried at 
both points, which will enable the trade 
on the Pacific Coast and Midwest to 
purchase Nokorode products f.o.b. these 
respective cities. 





Ridgely Trimmer Co. Erects 
New Fireproof Bldg. 


The Ridgely Trimmer Co., Spring- 
field, Ohio, is erecting a new one story 


fireproof building, 70 feet by 200 feet. 


This company manufactures tools and 
supplies for painters and decorators, 
hardware specialties, electric driven 
brushes and other electrical devices. 


N. M. Graves Will Visit 
Eastern Distributors 


N. M. Graves, vice-president of Mc- 
Dougall-Butler Co., Inc., makers of var- 
nishes, enamels and paints, Buffalo, 
N. Y., is on a trip East visiting the 
company’s distributors in Maine, Bos- 
ton, New Haven and New York. 








Nugent Now Sales Manager 
For E. T. Rugg Co. 


Paul J. Nugent has been appointed 
sales manager of the E. T. Rugg Co. of 
Newark, Ohio, manufacturer of manila 
and sisal rope. Mr. Nugent has been 
identified with the cordage industry for 
the past twelve years. 
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Hendricks & Howell Widen 
Territory on Sand’s Level 
Representation 


Hendricks & Howell, 41 Murray 
Street, New York City, who have been 
handling the metropolitan district and 
New York State territory for the 
Sand’s Level & Tool Co., Detroit, Mich., 
will broaden this territory and will rep- 
resent the company in eastern Penn- 
sylvania, Delaware, Maryland and Dis- 
trict of Columbia. This latter territory 
was formerly covered by C. W. Pitt Co., 
Ine. 





Shelton Electric Co. Moves 
To Larger Quarters 


The Shelton Electric Co., Long Is- 
land City, N. Y., manufacturer of Shel- 
ton electrical appliances, has moved to 
a new factory and general offices in the 
Chicle Building. 





Major Cement Eliminates 
20 Cent Size Can 


The Major Mfg. Co., 461 Pearl Street, 
New York City, manufacturer of Major 
cement, announces that the 20-cent 
size of Major’s china cement has been 
discontinued, and a new 25-cent size 
introduced in its place. The company 
states that the 25-cent size has twice 
the contents of the former 20-cent size. 





Factory Plant Acquired 
By Golfers Supply Co. 


The Golfers Supply Co., Springfield, 
lil., has taken over the former Reisch 
brewing plant and will use this prop- 
erty for the manufacturing of golf 
bags with and without the Grasshopper 
attachment, which is a patented device 
which enables a golf bag to stand up 
while the player is driving. 


W. R. Fuller Addresses 
Rochester Master Painters 


The use of liquid filler, white enamels 
and the testing and judging of finishing 
materials were outlined by W. R. Fuller, 
technical director, Pratt & Lambert, 
Buffalo, in a recent, address made be- 
fore the Rochester Master Painters’ 
Association, Rochester, N. Y. Prior to 
Mr. Fuller’s talk an industrial paint 
film was screened. 








Oscar W. Bardwell, General 
Manager Potter & Sons, 


Greenfield 


Oscar W. Bardwell has become gen- 
eral manager for W. M. Potter & Sons, 
Greenfield, Mass., who operate a chain 
of 21 grain and feed stores in western 
Massachusetts. Mr. Bardwell has been 
with the Goodell-Pratt Co., Greenfield, 
Mass, for 16 years. Much of the time 
he has been sales manager. In taking 
over his new duties with the Potter in- 
terests, Mr. Bardwell will continue on 
the board of directors of Goodell-Pratt 
Co., but will be succeeded as sales man- 
ager by Francis W. Pratt. 
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One Shot At a Time in Direct Mail 


Advertising 


It is a particularly good rule to remember in connection with the use of stuffers, 
which can produce excellent results if employed in the right way 


E advertisers are very much 

like the man with a bottle of 

medicine, who thought that if 
one teaspoonful would do him good, 
two teaspoonsful would do him twice 
as much good. So the process of 
over stuffing is the general result. 

“Stuffers” mean circulars, pam- 
phlets, letters, booklets, cards or any 
kind of printed matter inclosed in 
an envelope. We think that if one 
circular, one pamphlet, one letter, 
one booklet or one card will do us 
good, then as long as we can send 
three or four other pieces under the 
same postage we might as well take 
advantage of it. So we proceed to 
stuff in more. We think too much 
about getting our money’s worth and 
too little about the results. 

If you want to know the produc 
tiveness of such advertising, all you 
need to do is to recall what happened 
to the last envelope you received 
from a publishing company. How 
many of the dozen inclosures did 
you read; how many of the items did 
you order? 

There is no question about the 
efficacy of this kind of advertising 
when it is rightly used, for it is di- 
rect and personal. Yet, it doesn’t 
make any difference how good a 
thing may be, if it is used incor- 
rectly, its value is entirely lost. 
And this is exactly what happens to 
90 per cent of all the good advertis- 
ing literature and selling helps sup- 
plied by manufacturers and jobbers, 
as well as the various pieces which 
are bought and paid for by the mer- 
chant himself. 

Many of the best stores in New 
York and other cities use this me- 
dium of advertising to splendid ad- 
vantage by using “one shot at a 
time.” 

It is not necessary, however, to 
spend a great deal of money to pro- 
duce effective pieces of advertising 
along this line. Two-color printing 
is not at all essential. Good effects 
can be produced in one-color print- 
ing, and I honestly believe with 


By MARK McGHEE 


equally as good results for ordinary 
purposes, provided good copy and 
good illustrations are used. The 
copy can be institutional or an an- 
nouncement of some particular line 
of merchandise at a price. But 





Concentrate! 

HE value of any adver- 

tising medium depends 
largely upon the way it is 
used. Your local newspaper, 
for example, may be an ideal 
medium for advertising your 
goods, but if you buy space 
and fill it with dull, meaning- 
less copy your money is prac- 
tically thrown away. And 
this applies to every kind of 
advertising you do. The me- | 
dium may be all right, but the | 
way it is handled may be all | 
wrong. The real object of any | 
kind of advertising you may | 
do is to get the attention of © 
prospective customers in the | 
most direct and economical | 
way. And the secret of this | 
is not to scatter your shot. | 
Read what Mr. McGhee has | 
to say on the subject in this 
article. You may be careless- | 
ly committing the mistake he | 
talks about. | 

















don’t harp on price too much, for 
too much money is already being 
wasted on this ostrich-head reason- 
ing. 

Talk quality, talk desirability, talk 
service—talk about the things people 
want to know about. Be specific 
and cut out generalities. 

Now these “stuffers” can be in- 
closed with the monthly statement, 
sent out under one or two cent 
stamp, or put in packages. That is 
where they get the name—they’re 
always stuffed in with something 
else and, as a rule, printed on one 


side of heavy paper or _ card- 
board size 314% x 614, whereas of late 
years we've been calling circulars, 
booklets, letters, pamphlets and 
everything that went into an enve- 
lope a “stuffer.” 

But we are not concerned so much 
about that as we are about the way 
in which we use them in order to 
get the best possible results. An- 
other thing to remember is this: 
That when you put a half dozen 
pieces of mail in the same envelope, 
you yourself frankly admit that one 
argument is not sufficient—that one 
subject is not important enough to 
take up the reader’s time, so you are 
sending along several half-way ar- 
guments in the hope that the com- 
bined forces of all the arguments 
might make up one if the reader 
would only be good enough to read 
it all, which he never does. In other 
words, you weaken your message by 
admitting to the reader that you 
didn’t have a single argument worthy 
of sending alone. Get the idea? 

Now, of course, there are some 
merchants who do not believe in 
pushing too extensively the name of 
some well advertised article, and 
therefore would not use the adver- 
tising material supplied by these va- 
rious firms. That is a matter of 
personal opinion, and will have to be 
settled accordingly. So far as I am 
concerned, it seems foolish for any 
merchant to labor under such a false 
illusion, for, if through advertising 
a demand is created, that demand is 
going to be supplied by some one re- 
gardless of what the merchant’s 
opinion may be and regardless of 
how much he may say ‘just as good”’ 
when referring to a similar article. 

You might just as well say to the 
gas company who had put in a main 
in front of your property that you 
did not care to use their gas, even 
though they told you to go ahead, 
tap the pipe and use all the gas you 
wanted free of charge. If you don’t 
sell the articles, somebody else will. 
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Recent Boost in Postal Rates Results 
in Reduced Revenues 


Patronage of Mails Falls Off Sharply Under Increased Burden—Trade 


Commission Orders Grocers to Abandon Conspiracy 


WASHINGTON, May 25. 

HE disconcerting announcement 

has just been made by the Post 

Office Department that the _ in- 
creased rates of postage authorized by 
Congress in the closing hours of the 
last session have had the effect of sub- 
stantially curtailing business. Whether 
the patronage of the mails over an ex- 
tended period will show a sufficient de- 
cline as the result of the new rates to 
net a loss as compared with the former 
rates cannot be stated, but it is evident 
that the department officials are greatly 
concerned over the situation and that 
they are finally convinced that in boost- 
ing postal rates on this occasion Con- 
gress has exceeded the scientific revenue 
point in almost every instance. 

These important disclosures were 
made during the past week by Third 
Assistant Postmaster General Glover 
in an address in Indianapolis before the 
annual convention of the Indiana 
Branch of the National League of Dis- 
trict Postmasters. Whether the loss of 


revenue was temporary or permanent. 


Mr. Glover said the Post Office Depart- 
ment was unable to determine. 


Congressional Committees to 
Investigate 


In view of the reduced business, Mr. 
Glover added, the post office commit- 
tees of the Senate and House and a 
number of postal officials specially 
designated for the job would hold an 
extended conference at Washington 
beginning July 1. The conference is 
expected to conduct @ survey of the re- 
sults that have followed the increased 
rates and to prepare recommendations 
for the permanent legislation which the 
recently enacted law contemplates shall 
be substituted for the existing tempo- 
rary statute. 

The new rates of postage became ef- 
fective April 15. The department’s 
data in the way of results therefore 
cover but a single month’s business; 


hence it is apparent that the slump 
in receipts has been very heavy or it | 


would not occasion so much concern. 

The restrictive effect of the new 
postage rates should surprise no one. 
It was constantly predicted by all the 
opponents of the rate raises and in this 
correspondence it was. repeatedly 
pointed out that experience had dem- 
onstrated that the changes made in 
the postal rates on the occasion of the 
last previous revision had carried them, 
especially as to second class matter, 
substantially above the maximum rev- 
enue point. 

It will be recalled that when second 
class rates were raised several years 
ago the statute provided that the in- 



























































By W. L. Crounse 


crease should take effect in four install- 
ments. The first two of these install- 
ments reduced business but did not re- 
duce revenue, but when the third and 
fourth installments became effective a 
material falling off in net receipts was 
apparent, accompanied by an_ even 
greater reduction in gross business. 


Folly of Hasty Legislation 


All of this goes merely to show the 
folly of the hastily enacted legislation 
raising the postal rates. Many ex- 
perienced members of both houses were 
impressed by the predictions of large 
users of the mails that any increase 
would be disastrous both as to postal 
revenues and to business, but these 
men were in the minority and, as in the 
case of the soldiers’ bonus bill, it seemed 
to the majority to be good politics to 
raise postal salaries and saddle the ex- 
pense on the patrons of the mails. 

President Coolidge left pussyfooting 
Congressmen and Senators no middle 
ground. While he refrained from ad- 
vocating increased postal salaries, he 
did not oppose them but stated very 
positively that if the pay schedule of 
the department were raised he would 
veto any bill which failed to provide 
additional revenue with which to meet 
the increase. 

It is now apparent that although the 
President was induced to sign the bill 
he did so at a time when he could not 
have known whether the new rates 
would produce the necessary additional 
revenue. That they have failed to do 
so will undoubtedly be quite humiliat- 
ing to the President. 

This particular infant, however, can- 
not be said to be resting on the White 
House doorstep. The _ responsibility 
for this blunder belongs about equally 
to the so-called statisticians of the Post 
Office Department and the House and 
Senate Post Office Committees who ap- 
pear now merely to have gone through 
the motions of providing a revenue that 
has not materialized. 


Another Clash in Trade 


Commission 


NOTHER battle royal in the cam- 
paign between the majority and the 
‘minority of the Federal Trade 
Commission has been waged during the 
past week. It began when Commis- 
sioner Nugent issued what he called a 
“dissenting memorandum on_ recent 
changes in rules, policy and procedure” 
of the Commission, which was con- 
curred in by Commissioner Thompson. 
This memorandum of some six thou- 
sand words proceeds to analyze the 






































new rules and registers sundry objec- 
tions thereto. It is hardly an impres- 
sive document. 


On behalf of the majority of the 
commission Commissioner Humphrey 
has issued a memorandum in which 


he records the fact that the changes re- 
cently made in the Commission’s code 
have met with practically universal ap- 
proval, the only protest having come 
from “those who believe the doctrine 
that there is no honesty in the conduct 
of the business of this country.” No 
such doctrine, he thinks, should be urged 
by any member of the Federal Trade 
Commission. 

According to Commissioner Hum- 
phrey the minority really have but two 
objections to the rules. One of these 
is that under the new code stipulations 
may be entered into “with business men 
who knowingly are guilty of unlawful 
acts,” while the other objection is to 
the rule which provides that no public- 
ity shall be authorized by the Com- 
mission as to the settlement of any 
matter by stipulation before complaint 
is issued. 

In answer to these objections Mr. 
Humphrey makes it clear that under 
no circumstances will the majority of 
the Commission enter into stipulations 
with men who knowingly are guilty of 
unlawful acts. In this connection he 
quotes from the original announcement 
of the Commission with regard to 
changes in the rules as follows: 


No Compromise With Fraud 


“But when the very business itself 
of the proposed respondent is fraudu- 
lent, it may well be considered by the 
Commission that the protection of the 
public demands that the regular pro- 
cedure by complaint and order shall 
prevail. Indeed there are some cases 
where that is the only course which 
would be of any value at all. As for 
instance the so-called Blue Sky cases 
and all such where the business itself 
is inherently fraudulent or where a 


| business of a legitimate nature is con- 


ducted in such a fraudulent manner 
that the Commission is warranted in 
the belief that no agreement made with 
the proposed respondent will be kept 
by him 

As to Mr. Nugent’s second objection 
Mr. Humphrey says that the new code 
makes absolutely no change in the 
rules. He says: 

“It has always been the policy of the 
Commission not to give out publicity 
when an application for a complaint is 
dismissed. The only time that this has 
ever been done in the susie of the 
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The Northwest may attribute 
its growing prosperity to the 
fact that the farmer has quit 
gambling and turned busi- 
ness man. Above is shown 
the Soo Canal approach from 
Lake Superior to Wietzel and 
Poe Locks and to the right 
one of the wheat fields that 
have made the Northwest 
“the granary of the world.” © 





A new era of prosperity is again dawning 
for the Northwest, which for four years 
prior to 1924 had been in a state of 
economic uncertainty. Today, the North- 
west is recovering from one of the worst 
slumps in years—there is no boom—but 
the corner has been turned at last. 














The Northwest Turns the Corner 


And the Credit Goes to the Northwestern Farmer, 
Who Has Quit Gambling and Turned Business Man 


By Clayton B. Trost in “Business’’ 


HE great Northwest! The granary of the 

world! That’s what we hear, and what we 

read—and partly it’s true. When we think 
of the Northwest we think of prosperity. But 
the truth is that for four years, up to the fall 
of 1924, that portion of the Northwest repre- 
sented by Minnesota, North Dakota, South Dakota 
and Montana, tasted no prosperity. What hap- 
pened in 1924 everyone knows; even as this is 
being written, the price of wheat is hovering 
around two dollars. 

The Northwest is recovering—recovering from 
one of the worst slumps it has experienced in 
years. But there’s no boom, no unprecedented 
rush of business. Rather, the Northwest appears 
to have just turned the corner. 

Most significant is this: The Northwestern 
farmer—and economically the Northwest is just 
one huge, composite farmer—is becoming less a 
gambler and more of a business man. He’s learn- 
ing from experience that one-crop farming, par- 
ticularly in wheat, is dangerous. 


The wheat farmer, soon after the start of the 
World War, saw what he believed was his big op- 
portunity. The warring countries were clamor- 
ing for wheat—wheat at any price. The demand 
soon exceeded the supply. World markets were 
in an uproar. Now, thought the wheat grower 
of the Northwest, now is my chance. More land 
is what I need; more and so I can grow more 
wheat. So he bought land, and still more land; 
and all of it he sowed in wheat. But land cost 
money. He had to buy more farm machinery. 
That, too, was expensive. And greater acreage 
and bigger crops demanded more help; and labor 
was high. So the farmer went in debt. He 
borrowed and he mortgaged. But to a cash re- 
serve for emergencies he gave no thought. Too 
busy, he was, to think of the future. 

Land values, of course, immediately soared; 
but so did expenses. The farmer’s production of 
wheat didn’t increase in proportion to his added 
acreage. True, he made a profit, but the general 
disposition among the farmers that made any 
































May 28, 1925 


money was to invest profits in additional land. 

This condition, then, existed through the years 
of the war and, generally, for another two years; 
and some idea of the extent to which the farmer 
plunged is afforded by the fact that in the ten 
years between 1910 and 1920 the total farm mort- 
gage debt in Minnesota, North Dakota, South 
Dakota and Montana increased from $169,220,509 
to $530,791,929. 

Then, in 1920, came the collapse. The bottom 
dropped. From other parts of the world came 
bumper wheat crops, bumper crops to meet a 
greatly reduced demand. Wheat glutted the world 
markets, and the farmer of the Northwest had 
to market his wheat at a price considerably under 
what it cost him to produce. 

The result was inevitable, and the effect well 
known. The market for farm mortgages, already 
lessened, virtually died. Land prices dropped to 
values based solely on production. The wheat 
farmer who was caught in the collapse was 
“broke.” Well, he’d borrow. Again he turned to 
his banker, and again the banker responded, with 
the result that credit was inflated to such an ex- 
tent that on June 30, 1921, the loans and discounts 
of the commercial banks of the four states reached 
a peak of $1,290,996,000, an increase over the 
total on June 30, 1913, of 137.4 per cent. The 
drain on the smaller banks in the rural com- 
munities was tremendous, and they called: for 
help. There resulted, in the credit extensions of 
the Federal Reserve Bank of Minneapolis, an 
extraordinary jump to 115 million dollars; the 
War Finance Corporation advanced sixty-five mil- 
lions; the Federal Land Bank of St. Paul, through 
first mortgages, loaned approximately fifty mil- 
lions, and from the big private banks and from 
organizations such as the .Agricultural Credit 
Corporation came additional millions. 

Such a condition, prolonged, could have but one 
ending. With wheat acreage increased to an un- 
profitable extent, with land values declining, with 
the farmer’s income virtually stopped—with these 
factors added to a great mass of unwise and 
poorly-founded credits, bank failures were in- 
evitable. Hundreds of the smaller banks, and a 
few big ones, closed their doors; farmers by the 
hundreds were forced to abandon their land; and 
down the line foll6wed the subsequent falling-off 
in trade for the retailer, the wholesaler and the 
manufacturer. Collections tightened. Credits 
were frozen. 

This, then, was the situation that existed in 
Minnesota, North Dakota, South Dakota and 
Montana, following the collapse of 1920. In some 
districts the depression was more acute than in 
others, but that the entire territory was affected 
is not denied. Through 1921 the wheat situation, 
except for a further price decline, remained un- 
changed. 

In 1922, figures of the United States Depart- 
ment of Agriculture reveal, market conditions 
were somewhat improved, but again, in 1923, they 
were bad. 

Then came the fall of 1924, with its bumper 
wheat crop in the Northwest and—far more im- 
portant—a pronounced seller’s market. For the 
wheat farmer everything was favorable. World 
markets, no longer glutted with wheat, offered 
ready sales. From other wheat-producing coun- 
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tries came word of poor crops, but the farmer of 
the Northwest, early in September, had wheat of 
good quality, wheat in abundance; and he was 
offered a good price. His cue, then, was to move 
his wheat to market with all speed. He did, and 
thus he forestalled foreign competition. The 
railroads, the steamship lines, and all other trans- 
portation agencies put their shoulders to the 
wheel, and by early in December the bulk of the 
wheat crop had been moved. Again the farmer 
had money. 

But he wasn’t excited, nor was business. There 
followed no orgy of spending, no rush of trade. 
The farmer’s first move was to pay his debts, par- 
ticularly his bank loans, mortgages, and his back 
taxes; but even by doing this much he put new 
life into Northwestern business. In actual fig- 
ures, trade has shown, since last fall, no marked 
increase, but the psychological effect has been 
remarkable. True, the farmer has been buying 
a few household necessities and farm machinery, 
and thus he has influenced, indirectly, every 
channel of business; but in the main the visible 
improvement in conditions largely is psycho- 
logical. Merchandise accounts receivable, from 
the rural districts, have shown no appreciable re- 
duction, but nevertheless the northwestern mer- 
chant is preparing for better business. JHe’s 
building up his depleted stocks and that action, in 
turn, encourages the wholesaler and the manu- 
facturer. 

Everywhere in these four States, in every line 
of business, the feeling is the same. A healthy, 
conservative optimism, tinged with caution. The 
wheat farmer has paid most of his obligations and 
probably he has reserved a few dollars for emer- 
gencies; but what about 1925? Will he get a 
good crop and a profitable price? Until he’s 
fairly sure of a profit this year he’ll buy con- 
servatively, and in this conservatism business will 
encourage him. 

The last four years undoubtedly have been dis- 
heartening to the Northwest, but it cannot truth- 
fully be said that until last year there was no 
hint of recovery; nor can it be said that all farm- 
ers in that territory were pinched. Bank deposits 
in many districts virtually were unaffected ; many 
farmers weathered the slump, and some of them 
emerged with a profit. Loans of the Federa! Re- 
serve bank, the bulk of which went for the relief 
of agriculture, early in 1922 had been reduced 
to forty-one million dollars; by 1923 a fair liquida- 
tion had taken place throughout the Northwest 
territory, and the forty-one million had been re- 
duced to sixteen million; and by 1925 Federal 
Reserve loans for agriculture were down to four 
and one-half million. North Dakota country 
banks, during 1922, reduced their borrowings by 
one-half, as did the small banks in the other States. 
True, these Federal Reserve loans chiefly were 
reduced through repayment by the bigger banks 
at the centers; but it was apparent that some 
farmers, in some sections, were not hard hit. 

How did these more fortunate farmers manage 
to emerge from this four-year period unscathed? 
Largely because they were not one-crop farmers. 
They didn’t plant their entire acreage in wheat, 
in corn, in potatoes, or in any other single crop; 
nor did they devote their entire interests to dairy- 
ing, or to the raising of feeder cattle. They did 
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not, as a rule, gamble their all on one throw of 
the dice. 

One-crop farm losses haven’t been confined to 
wheat. The potato growers, for instance, are 
not so cheerful; they’re losing money. The farm 
price of potatoes is less than the cost of producing 
them. For several years after the World War, 
during the general period of high prices, grow- 
ing potatoes was a lucrative enterprise. Every 
year the acreage planted in potatoes increased. 
and continued to increase. Then what happened? 
In 1920, coincident with the break in wheat, the 
potato market tumbled; and in the potato mar- 
ket, thus far there has been no recovery. In Min- 
nesota, for example, the farm price of potatoes 
on December 1, 1919, was $1.53 a bushel. On the 
same date in 1920 the price was eighty cents; in 
1921 it was ninety cents; in 1922 it was thirty- 
five cents; in 1923 it was thirty-nine cents; and 
in 1924 it was twenty-seven cents. In North 
Dakota, South Dakota and Montana, conditions 
in the potato market have been much the same. 

Thus it is apparent that although the Norith- 
west generally is staging a come-back and that 
the wheat grower again is on his feet, the man 
who has depended almost entirely on his potato 
crop and, in same instances, the man who has 
gone in exclusively for dairying, is in the red. 
Why? Because, we are told, largely because he 
has entrusted his eggs to one basket. 

With diversification, agricultural experts and 
business men will tell you, with diversification of 
the right sort, combined with rotation and limita- 
tion of crops and sounder business methods, agri- 
cultural conditions largely may be stabilized. 
World market conditions, they admit, almost 
ruined the average wheat grower of the North- 
west; and likewise, world market conditions and 
a good crop put him back on his feet. But they 
agree that were diversification more generally 
practised, were farming methods generally im- 
proved, and were there fewer attempts to raise 
crops on non-agricultural and marginal lands, 
then severe losses would be less likely. 

But the better to understand the basis for this 
opinion, let’s survey, briefly, the extent of agri- 
cultural failure in 1920, and some of its attributed 
causes. Let’s use as a basis a report issued in 
November, 1923, by the agent of the Federal Re- 
serve Bank of Minneapolis. 

Years ago, when colonization of the Northwest 
began, the settler in that territory believed that 
the Northwest was the bread-basket of the world. 
The world, he reasoned, must have wheat; the 
Northwest was considered—and rightly so—the 
greatest wheat country in the world. And wheat, 
this man understood, was easy to raise. What 
matter if his past experience had been limited to, 
say, making cigars. All he needed to do was to 
get some land in the Northwest, sow it in wheat, 
sit back and watch it ripen, and then reap the 
golden harvest. Of course, he admitted, there 
would be occasional years when perhaps unusual 
weather conditions would impair the crop, but 
generally it was believed that anywhere in the 
Northwest wheat could be grown easily and suc- 
cessfully. 

This widespread impression, naturally, at- 
tracted to the Northwest men from various trades 
and professions. Some of them had had agricul- 
tural experience of a sort; many had not; but all 
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were intent on one object—easy money. It is in- 
teresting to observe that in the area of heaviest 
failure in Montana, so the records reveal, 51 per 
cent of the farmers had started farming without 
previous experience, and 30 per cent of them 
started with virtually no capital. They included, 
according to the Federal Reserve report, men 
from thirty-three different states and from sixty- 
three different occupations. Among them there 
were, for instance, two circus musicians, a paper 
hanger, a sailor, a marine engineer, two wrestlers, 
two barbers, a cigar maker, a race-horse man, 
a bricklayer, an undertaker, a deep-sea diver, and 
a professional gambler. And women, too—six 
spinsters and one milliner! 

In 1928, according to a report of the Joint Com- 
mission of Agricultural Inquiry, there were, in 
the northwestern grain area, 388,242 farms, em- 
bracing 72,250,000 acres. 

It is significant that in the well-diversified dis- 
tricts the extent of agricultural distress following 
1920 was much less than in the regions devoted 
principally to the raising of grain. The diversi- 
fied districts were those that years ago, were 
forced to abandon one-crop farming. And con- 
sider this fact: A survey in 1923 of the situation 
of 203,040 farmers in this virtually exclusive 
grain district, classified 5388 farmers as bank- 
rupts, 9302 as in imminent danger of bankruptcy, 
and ‘4959 as having been forced to vacate their 
land. Including in the bankrupt total those who 
abandoned their land, brought the grand total 
of failures to 14,690, or 7.2 per cent. Figured by 
States, with northwestern Wisconsin and north- 
ern Michigan included for the sake of comparison, 
the percentage of failure is an illuminating illus- 
tration of the effect of better farming methods. 
In Montana the percentage of farm failures was 
17.7; in North Dakota, 10.5; in South Dakota, 7.3; 
in Minnesota, 3.7; in northwest Wisconsin, 3 per 
cent; and in northern Michigan 2.8 per cent. 

Montana’s heavy proportion of agricultural 
failure is considered to be a reflection of unwise 
methods of colonization, of sincere but unfortu- 
nate attempts to farm non-agricultural and mar- 
ginal lands. In North Dakota the high rate of 
failure is traced to similar causes, and also to the 
persistent adherence to one-crop farming, lack of 
rotation of crops, attempts to farm’too much land, 
and to the failure of the farmer to build up a cash 
reserve. The lesser rate of failure in South 
Dakota reflects, it is believed, increasing rotation 
and diversification, as does the almost negligible 
failure rate in Minnesota. 

In citing failures, however, we must remember 
that many failures are beyond the farmer’s con- 
trol. The farmer often is handicapped by an un- 
favorable crop condition or by an unfavorable 
market condition. He encounters dry years, poor 
growing conditions, yields too small to afford a 
profit at the prevailing market, and advancing 
costs of operation. It must be remembered, too, 
that the problem of farm labor has been com- 
plicated by high wages in industry. And there’s 
another angle. High wages in industry some- 
times act as a magnet to the farmer himself. Sup- 
pose he continues to get short yields, and faces 
an unsatisfactory market. He reasons thus: 


(Continued on page 114) 
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Hardware Sales Improving— 
Business Follows Weather— 
Collections Are Fair 


ETAIL hardware sales have been improving slightly 


in the last ten days. 
weather very closely. 


Business has followed the 
Unseasonal days have re- 


tarded sales, and sunshine has improved business. 


The crop outlook is very satisfactory. 


Factory ship- 


ments are prompt, and wholesale movement is in a healthy 
condition, according to reports. 

Prices are essentially firm. There are practically no 
important price changes being made, though jobbers re- 
port the receipt of adjusted prices which will be an- 


nounced to the trade next week. 


not serious. 
Collections are fair. 


It is said that these are 





“Business Conditions Healthier” 
Says Oliver Brothers, Inc., 


New York City 


HARGING excessive optimism at the beginning of this year, which has not 

A entirely materialized, a recent trade letter issued by Oliver Brothers, Inc., 
71 Murray Street, New York City, offers some interesting opinions on domestic 
and foreign conditions, which suggest very decidedly “that business conditions 


are healthier.” 

The letter in part follows: 

“Everybody knows that optimism 
was badly overdone at the beginning 
of the year. But in recent weeks, when 
it was plain that the bubble had burst, 
and particularly during the hardware 
and supply conventions, when we were 
in close contact with a vast amount of 
gloom, we have been constrained to 
think that the other extreme had been 
reached—that present-day pessimism 
was no more justified than the ‘opti- 
mism’ of five months ago. Business 
sentiment sometimes seems to us to 
closely resemble prima donna temper- 
ament. 

“The truth is, as we see it, that bus- 
iness conditions are healthier now than 
was the case January first. Leaving 
sentiment, or temperament (call it what 
you will) out of this discussion alto- 
gether, there is no denying the fact 
that there is a healthy movement of 
goods into consumption. That brings 
us to mention of certain less pleasant 
features of the situation and of a dif- 
ficulty not easily to be corrected. 

“There is no disputing the very evi- 
dent fact that in practically all leading 
industries there is a condition of over- 
expansion, and the inability of a Nation 
cf one hundred and ten million people 
tc consume the full output of plants 
able to accommodate the needs of one 
hundred and fifty million people orings 
about a condition of competition which, 





in varying degrees, is disastrous to 
profit. We are sure that everybody 
recognizes this problem. 

“Competition is the order of the day 
and competition will become more or- 
derly and business-like when we have 
finally eradicated from our minds the 
happenings of the inflationary periods 
in industrial history since the war. 
In certain lines with which we are 
most familiar, competition is so severe 
that prices have been cut to a point 
indicating a direct loss of money on 
every sale. 

“This same condition of over-expan- 
sion applies not only to productive ca- 
pacity, but also to distributing facil- 
ities. We know of one city of sixty 
thousand people which has six mill 
supply firms. We could enumerate 
other instances emphasizing the over- 
crowded condition of the distributing 
field, as well as the manufacturing. 

“Briefly then, making due allowances 
for seasonal variations, we look for a 
continuance of a large volume of busi- 
ness, although hardly comparable with 
the record of the first quarter of nine- 
teen twenty-five, with profits seriously 
curtailed by the exigencies of competi- 
tion. 

“Foreign conditions show a decided 
improvement over those prevailing sev- 
eral months ago, in fact the progress 
towards recovery from the ravages of 




















the war, while sometimes on the sur- 
face painfully slow, is nevertheless rea- 
sonably constant. Perhaps the most 
cutstandingly significant development 
recently has been the return of the 
British Empire to the gold standard, 
with all that it implies of economic 
strength and national determination to 
overcome seemingly insurmountable dif- 
ficulties. Of course, the return to par- 
ity of pound sterling, followed by sim- 
ilar action on the part of certain small- 
er foreign governments, is nevertheless 
a warning to our own industries of 
sharp competition for export trade, and 
indeed, a threat of heavy imports into 
the United States. 

“Developments in Europe in the past 
few months have been sensational, but 
distinctly progressive, and we have 
great hopes for the early future. We 
stress European conditions hecause, 
whether we like it or not, the economic 
welfare and future of the United States 
will be necessarily closely related to 
the fortunes of Europe and all the rest 
cf the world. Financially and indus- 
irially we are the dominant Nation and 
in the very order of things we cannot 
act alone, neither can we prosper alone. 





Twin Cities Optimistic; 
Crop Outlook Good 


Conditions are much more optimistic 
in the Twin City territory than they 
were a few weeks ago. Building opera- 
tions are well under way, and the pros- 
pects for another excellent crop have 
been increased by plenty of rains, well 
distributed, and by warmer weather. 
Reports from all sections of the terri- 
tory are very good. Collections are 
showing some improvement. 





Seasonal Hardware Selling in 
Pittsburgh Area 


Warm weather has provided some 
stimulus to business in seasonal hard- 
ware lines, a particularly good move- 
ment being observed in screen doors 
and windows. In a general way busi- 
ness is of recent characteristics. Re- 
tailers seem to be first certain that 
there is a definite demand upon them 
before they call upon the jobbers. This 
means a steady demand but the com- 
plaint still is common that expectations 
as to spring business are not being 
realized. Price changes are compara- 
tively few but they are mostly toward 
lower levels. The weaker market in 
cotton finds reflection in the products 
of that staple with lower prices noted 
in sash cord and cotton twine. Wooden 
kegs, roofing paper, and lead gas con- 
nections are lower. This year’s prices 
for game traps are the same as those 
of a year ago. A second advance is 
noted in automobile tires which aver- 
ages about 10 per cent. Jobbing prices 
of wire products have been revived in 
keeping with the recent downward re- 
action in mill prices. Collections still 
are only fair. 
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Improving Demand in Pittsburgh Market— 
Weather Favors Retail Sales of Spring Lines 


(Pittsburgh office of HARDWARE AGE) 

HE Pittsburgh hardware trade is enjoying a fairly 
good business, but this does not mean that anyone 
is seriously taxed in supplying wants and it certainly 

does not mean that sales are up to the cheerful expec- 
tations of the latter part of last year. 
to first assure themselves that there is a real demand for 
something before they make any calls on jobbers, and 
the result is frequent small purchases rather than large 
Weather conditions are more favorable 
to retail demands than they were recently and those de- 
mands that are strictly seasonal are doing very well. 
Screen doors and windows are mentioned as being very 
active as a result of warm weather and the desire of the 


advance orders. 


housekeepers to keep flies out. 


AUTOMOBILE ACCESSORIES.—An- 
other advance, this time of 10 per cent, 
has been announced in automobile tires. 
Prices of other accessories show no 
particular change. Business is sporadic 
with local jobbers and the general aver- 
age of sales leaves much to be desired. 
f.o.b. 


Prices from jobbers’ stocks, 
Pittsburgh, follow: 

Spark Plugs.—A. C. plugs, lots of 
less than 10, 65c. each; lots of 10 to 
19. 5Se.; lots of 50 to 99, 5oc.:; lots of 
100 to 200, 57e.; lots of 300 or more, 
i7c.: A. C. plugs, No. 1075, for Ford 
ears, lots of less than 10, 49c.; lots 
of 10 to 49, 44c; lots of 50 to 99, 
iZe.: lots of 100 to 200, 39c.; lots of 
200 or more, 37c. 

Motor Meters.—Standard makes, 
lots of less than 10, 25 per cent off 
list; lots of 10 to 19, 30 per cent off 
list: lots of 20 or more, 37 per cent 
off list. 

Horns.—Spartons, single lots, 33% 
per cent off list; $60 list and over, 
10 per cent off list; $90 list and over, 

109 and 5 off list. 

Windshield Cleaners.—-Trico  uni- 
versal automatic cleaners, $3.25 each. 

Jacks.—Millers Falls, No. 145, $3.75 
each. 

Pumps.—Anthony line, $2.20 each. 
BOLTS, NUTS AND RIVETS.—There 
is no change in either factory or job- 
bing prices. The general demand is 
light. 


We quote out of jobbers’ stocks as 
follows: 

Machine bolts, small rolled threads, 
50 and 10 per cent off list; all sizes 
cut threads, 50 per cent off list; car- 
riage bolts, small rolled threads, 50 
per cent off list; all sizes cut threads, 
45 per cent off list; stove bolts, 75 
per cent off list; tire bolts, 40 and 
19 per cent off list: nuts, hot pressed 
blank or tapped, 3.25c. off list; c.p.c 
and t. blank or tapped, 3.35c. off list; 
rivets, small wagon and tinners’, 60 
per cent off list. 


BUILDERS’ HARDWARE.—Business 
is very steady in this line, although 
this may be partly due to the fact that 
jobbers have not entirely reflected in 
their prices the most recent advances 
announced by manufacturers. 


CONDUCTOR PIPE.—There is a good 
ceal of house building going on in the 
Pittsburgh district, and consequently a 
good demand for conductor pipe. Prices 
ere easy, however, in sympathy with 
primary materials. 














We quote out of Pittsburgh ware- 
houses: 
Galvanized sheet steel pipe, No. 28 





Retailers seem 


prices. 


prices. 


gage, s-in., $5.05 per 100 ft.; copper 
pipe, 2 to 5-in., 16-0z., 32 per cent 
off list on direct mill shipments and 
“2S per cent off list out of jobbers’ 
stocks. 


(CAME TRAPS.—Prices for 1925 have 


_been announced and are practically the 


same as those of a year ago. Initial 


orders are reported to be fairly good. 


Jobbers quote: 


Victor No. 0, $1.10 each; No. 1, 
$1.38; No. 114, $2.44; jump traps, 
No. 1, $1.83. 


GAS CONNECTIONS (LEAD).—A 


weaker market in lead is reflected in 
lower prices for lead gas connections. 











burgh jobbers’ stock. 
18-in., 30c. each; 24-in., 35c. each; 
30-in., 40c. each; 36-in., 45c. each. 
HAYING TOOLS.—Some interest is 
beginning to develop in haying tools 
with the approach of the first crop 
harvest. Pittsburgh jobbers quote: 


No. 5 carriers, $7.05 each; D. A. 
track, $0.17'4; double harpoon forks, 
$1.50; single harpoon forks, $1.50. 


HORSESHOES AND NAILS.—Fairly 
good demand is noted for these lines 
with shoes quoted at $8 base per 100 
ib, and nails at 28c. per lb. from Pitts- 
burgh jobbers’ stock. 

KEGS (WOODEN).—New prices have 
heen announced and show a slight re- 
duction as compared with former quo- 


tations. There is a fair demand. Job- 
bers quote: 
White 
Red White Oak 
Oak Oak Charred 
5 gallon ....$1.15 $1.30 $2.35 
10 gallon .... 1.55 1.70 2.70 
15 gallon .... 1.80 2.00 3.00 
20 gallon .... 2.00 2.20 3.50 


LAWN ROLLERS.—This line has been 
moving with a good deal of freedom 
lately. Weather conditions have been 
favorable for lawn making. Jobbers 
quote: 
No. 3 size, $11 each; No. 5, $12.50; 
». 


No. 7, $1 
ROOFING PAPER.— Slightly lower 
prices are noted in new price lists 
which have just been issued. Prices 
from Pittsburgh jobbers’ stocks per 
roll follow: 

Battleax, light, $1.05: medium, 


$1.30; heavy, $1.55; Apex, light, $1.35; 
medium, $1.45; heavy, $2.10. 


Price changes are not especially numerous, but most 
of them have been toward lower levels. 
on game traps show quotations practically the same as 
those of last year. 
10 per cent, has been made in automobile tires. 
prices have been named for wooden kegs, roofing paper, 
lead gas connections, sash cord and cotton twine, while 
there has been a downward revision of prices of wire 
products to match up with the recent recessions in mill 
What amounts to a price reduction is contained 
in the inclusion of Birmingham, Ala., as a basing point 
on bolts and nuts. 
eastern manufacturers will equalize freight with Bir- 
mingham, and with so many basing points there is virtual 
restoration of the former method of quoting delivered 


New price lists 


A second advance, this time of about 
Lower 


This means that northern and the 


PAINTING MATERIALS.—tThere is 
just a fair demand for paints and 
painting materials with prices the same 
as they were a week ago. The regular 
quotation on white lead is 15%c. per 
lb. in 100 lb. lots, but all sellers are not 
adhering closely to that price. 

Prices to retailers: 

Ready mixed paints, best 
$3.10 per gal.; lower grades, $2.50; 
white lead, 15%c. per Ib. in 100-Ib. 
lots, 10 per cent less in lots of 500 
lb. or more and an extra 5 per cent 
less in lots of a ton or more; tur- 
pentine, $1.18 per gal. in barrel lots; 
ao oil, $1.18 per gal. in barrel 
ots. 


grades, 








SASH CORD.—Sash cord has dropped 
in price in sympathy with raw cotton. 
Pittsburgh jobbers now quote Pelham 
at 45c. per lb., Eddystone 50c. and Sil- 
ver Lake 75c. 

SCREEN DOORS AND WINDOWS.— 
A lively demand is reported by jobbers 
here, which finds its explanation in the 
fact that the weather has been warm 
and there is a desire to get houses 
screened before the flies become _ so 
plentiful. 


SHEET METAL.—tThere is a very fair 
demand upon jobbers here and the fact 
that prices show a weaker tendency is 
due more to weakness of the primary 
raetal market than to lack of demand. 
We quote sheet copper at 21%c. 
per lb. from jobbers’ stocks and 
20%c. per Ib. on direct mill ship- 
ments; sheet zinc, 12c. per Ib. in 
loose sheets; lic. in 100 lb. casks; 
10%c. in 300 lb. casks and 10%c. in 
600 Ib. casks. 
SHEET STEEL.—Prices still show a 
downward tendency due to the fact that 
no real stability yet has developed in 
mill prices. Demands upon the _ job- 
bers, however, are heavy and satisfac- 
tory not only because of good con- 
sumption but because so many buyers 
who ordinarily buy direct from the 
nills do not want to buy large auanti- 
ties just now in the fear of being 
caught with high costing stocks. 


Prices out of Pittsburgh jobbers’ 
stocks: Galv. flat, No. 28 gage, $5.40 
base per 100 Ib.; corrugated No. 28 
gage, 2%-in., $4.58 per square; one 
pass cold rolled black, No. 28 gage, 
$4.30 base per 100 Ib., all for lots of 
one to nine bundles. 
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WINDOW GLASS.—Demand is much 
better than it was earlier in the year, 
but it is not yet sufficient to give all 
makers a share and price concessions 
still are being made. 

Jobbers quote: Single strength A 
and 4 per cent off list; double 
strength A, 86 per cent off list; B, 
87 per cent off list. 


WIRE PRODUCTS.—Jobbers have rec- 
ognized in their quotation the fact that 
mill bases now are definitely back at 
$2.75 base per keg, 





Pittsburgh, for | 


HARDWARE AGE 


bright nails and $2.50 base per 100 lb. 
for plain wire. Jobbers now are quot- 
ing nails at $3.10 to $3.15 base per keg 
and annealed wire, No. 69 gage, at $3 
per 100 lb. 


We quote from Pittsburgh jobbers’ 


stocks: 

Fence Wire Galva- 
(per 100 Ib.) Annealed nized 

Nos. 6 to 9 gage...... = ey 45 

 \- ieee D 50 

a Be ah Gedsneseeoneds 310 3 85 

 . ae 3.15 3.65 
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No. 13 
ME ee eee eae 


Barbed Wire 
2-point cattle 
2-point hog 
4-point cattle 
4- “POINt NOB ....csccsccccccccccss & 

2-point cattle (special) y 

Woven wire fence (per 100 rods): 

1047-11 tte eee eee eee eee cee s  BSI.36 


eeseeeoeee eens eevnes « Od, 


ee eee eer eeeeeeereeeeeee We 


o*#e ee eee mee te 


Brisht Laem Stes ete KERNEN oes 
WOOF MOM cccccccccccccsga ke G0 $3.16 








Handy Tool for Autoists 


The Carborundum Auto Stone No. 
325, manufactured to meet the need 
of the autoist and repair man has been 





put on the market by the Carborundum 
Company, Niagara Falls, N. 

It is said to be a handy little fine 
grit, fast cutting stone for touching 
up and cleaning motor contact points. 


Sos nae 
or ignition areten 





It is furnished with a durable metal 
holder to guard against breakage and 
is of convenient size for handling. 

It is said to be efficient in renewing 
and cleaning uneven, carbon -pitted, 
breaker points, for giving a perfect 
contact on ignition system points; 
cleaning spark plug contacts, etc., ca- 
pable on hardest materials. Length 4 
am width % inch, thickness 1/16 
inch. 


Screen Door Check with 
Unique Demonstrator 


A screen door check and closer of 
excellent design has recently been in- 
troduced to the trade by the Frank 


| 


~ 





Rose Manufacturing Company, Hast- 
ings, Neb. 

Faultless operation and low price is 
said to have won favor for this check. 

A novel counter demonstrator to aid 
in making sales is a feature. Mounted 
on a hinged panel and frame of hand- 
some walnut finish, the check operates 
smoothly and silently under actual 
working conditions, visualizing to the 
customer the way it will actually work 
on his screen door. 

Finished in gold Duco. 





Tool Kit for Juvenile 
Automobile 


A set of tools for the young that 
they may learn to take care of their 
little automobiles, is being featured 


by the American National Company, 





Toledo, Ohio, manufacturers of juvenile 
wheel goods. 

A hammer, screw driver, wrench 
and pliers comprise this handy well 
made set. 





Not-a-Toy Designed for 
Baby’s Safety 


A product that promises to attract | 
is being mar- | 


considerable attention 
keted by the Not-A-Toy Mfg. Co., 
(Division of the Corcoran Mfg. Co.), 
Cincinnati, Ohio. 

Not-A- Toy is said to have been the 
subject of scientific research and prac- 





tical experimentation in the hospitals 
and institutions of child welfare in 
Philadelphia for two years. 

It is claimed that unanimous con- 
clusion of the highest authorities 
among nurses, doctors and _ psychol- 
ogists, having baby users of the Not- 
A-Toy under observation, is that it 
stimulates the mental and physical de- 
velopment, the sense of balance and 
control in normal children, and corrects 
many of the most perplexing ailments 
in backward children. 

The child gets amusement spinning 
his chair on the pivot and rocking his 
hobby or holding it still as much or 
little as his desires suggest. At the 
same time he cannot possibly get out 
of his belt, or upset the device. 








Low Priced Kitchen Scale 
With the idea of helping the hard- 


|ware retailers meet mail-order house 


competition, in kitchen scales, the Han- 
son Brothers Scale Company, 523 
North Ada Chicago, have an- 


Street, 





nounced a new scale of this type. By 
planning production on a _ quantity 
basis, they are able to offer to the deal- 
ers an exceptionally well made scale at 
a remarkably low price when bought 
in case lots of three dozen. 

The scale, called the “Weigh-Master,”’ 
is attractively finished in grey enamel, 
of 25 pounds capacity and is said to be 
accurate and sensitive. Each scale is 
packed at the factory in a heavy cor- 
rugated shipping carton for ease in 
handling.* 


ee nee 


Electric Washer of Vacuum 
Type 


The Hart-Parr Company, Charles 
City, Iowa, long known as manufactur- 


‘ers of farm machinery and tractors, 


have branched out and will manufacture 
and merchandise an electric washing 
machine of the vacuum type. It is a 
remodeled “Beebe” machine, formerly 
made in Minneapolis, but as the above 
company has acquired the patent rights 
its manufacture will be in their own 
factory in Charles City. 

The principal features are said to be 
the cups, which are housed and operate 
from the cover, and the tub, which re- 
volves once every minute. Distribution 
is through the regular channels of job- 
bers, retail hardware and department 
stores. Eugene H. Foulke, formerly in 
charge of the appliance sales in New 
England for the Western Electric Com- 
pany, is the new sales manager of the 
washer division of the Hart-Parr Com- 


pany. 
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Retail Sales Better, 
Say N. Y. Dealers— 
Weather Is Helping 


ASED on reports from the five boroughs of New York 
City, from northern Jersey towns and nearby West- 
chester cities, we find retail sales improving in the 


metropolitan hardware area. 


Seasonal goods are selling 


better as good weather continues. 

Prices are reasonably firm, the only important price 
announcement made this week was a 5 per cent advance 
on Ames shovels and scoops. 


Jobbers Announce 5 Per Cent | 


Advance on Ames Shovels 
and Scoops 


New York jobbers announce an ad- 
vance of 5 per cent on Ames shovels 


and scoops. 


Watering Pot Demand Good, 
Say New York Jobbers 


A fairly good demand for watering 
pots is reported in the New York whole- 
sale market. Stocks to be in a satis- 
factory condition. Prices are firm and 
quotations given here are representa- 
tive. «=~ 


Jobbers’ quotations 
f.o.b. New York: 

Watering pots, galvanized, with re- 
movable screw head on spout, 6-qt., 
64c. each; 8-qt., 77c. each; 10-qt., 


88c. each, ‘and 12-at., 99c. each. 


to retailers, 


Scythes and Snaths Prices 
in New York 


New York wholesale prices on 
seythes and scythe snaths are given 


herewith. Current interest is very 
moderate. 
Jobbers’ quotations to retailers, 
f.o.b. New York: 
Scythes, Diamond __ Grit, 28 to 
30-in. and 30 to 34-in., $1.15 each. 
Big Chief, 28 to 32-in. and 30 to 
34-in., $1.46 eac é 
English scythes, 30-in. and 32-in., 
$1.68 each. 


Bush scythes, $1.25 each. 


Scythe snaths for grass scythes, 
$1.23 each, and for bush _ scythes, 
$1.42 each. 


Current N. Y. Quotations on 
Oil Cook Stoves, etc. 


In the demand for oil cook stoves, 
the most popular models are those 
suitable for summer home and bunga- 


low uses. Prices are firm in the metro- 
politan territory. 
Jobbers’ quotations to. retailers, 
f.o.b. New York: 
These are list prices. Dealers’ dis- 
counts are noted after each group. 
Oil Cook Stoves 
NESCO— 7 
SD Te $ 9.50 
a, Se Be I oc ccccecseees 17.35 
a, ee we PE cocccscceses 22.00 
a, ee mn, « oscceceboces 28.00 
a 2 oe eres «cnn 66 e eens 39.50 
No. 1102 high shelf only........ 5.25 
No. 1103 high shelf only........ 6.50 














No. 1104 high shelf only........ 8.00 

No. 1105 high shelf only. . 9.75 
Nesco dealer’s discount, 30. and 5 

per cent. 

PERFECTION— 

i ee ee. Cis ates $17.50 

i ee ec ews wee 22.5 

eee 28.50 

OF 0 ene 39.50 


Perfection dealer’s discount, 30 and 
5 per cent or lots of 10 or more: on 
less than 10, 30 per cent. 


(Improved Model)— 


PURITAN 
PUG, GE B WUMIOTBs cc ccc cccccves $17.50 
No. 43 3 burmers.............. 22.50 
NNO. 46 © DUPRORB...ccoecesccces 28.50 


Puritan discounts same as Perfec- 
tion. 
Ovens 
NESCO— 
No. 05 1 burner solid door..... $2.10 
No. 5 1 burner glass door..... 2.25 
No. 010 1 burner solid door..... 4.15 
No. 10 1 burner glass door..... 4.40 
No. 020 2 burners solid door.... 5.15 
No. 20 2 burners glass door.... 5.40 
No. 030 2 burners solid door..... 5.40 
No. 30 2 burners glass door ... 5.7 
Dealer’s discount 30 and 5 per cent. 
eee Eee aan 
211 1 burner plain door... .$2.50 
oom 211G 1 burner glass door.... 2.70 
No. 121G 1 burner glass door.... 4.90 
No. 122G 2 burners glass door... 6.00 
i re yee tS 6.15 


Dealer’s discount, on 10 or more, 30 


and 5 ner cent; less than 10, 30 per 
cent. 
PURITAN— iets 

No. 42G 2 burners glass door...$5.25 

Dealer’s discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cent. 

Water Heaters 

a a ie ac a a a $45.00 
Pen BO, Gaesccccceceeces 40.00 
Perreetem IO. Geb. svecccvcscs 80.00 


Nesco discount, 30 and 5 per cent; 
Perfection discount, 30 and 5 per 
cent in lots of 10 or more, less than 
19, 30 per cent. 


Wicks, Etc. 


Rockweave wicks, 25c. each. 

Perfection and Puritan, $4 per doz. 
and $48 per gross. 

Discounts same as on oil 
stoves, ovens and heaters. 


cook 


Wine Press Prices 


Quoted in New York 


Jobbers’ prices to retailers, f.o.b. 
New York. Prices announced on wine 
presses are as follows: 


Jobbers’ quotations 
f.o.b. New ba 

Boss proms. 1, $6.70; No. 2, 
$7.50; 10: No. 3, $12.75, and 
No. 4, $16. oe each. 

Boss presses, with hinged tub, No. 
2, $8.60; No. 2%, $11.15; No. 3, $14, 
and No. 4, $17. 30° each. 

Crushers, aluminum teeth, $6 each. 


to retailers, 
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New York Demands Fair 
on Bolts, Nuts, Screws 


These are staple items in the hard- 
ware business, and there is seldom any 
irregularity of price, demand or stock. 


Prices are firm, and sales are consis- 
tent. 
TAILERS, F.0O.B. NEW 
Screws 
724%4-33% per cent. 
Same, iron blued, round head, 70, 
Same, brass, flat head, 70, 25 and 
® per cent. 
67 %e, 25 and 5 per cent. 
Galvanized, flat head, 57%, 5 and 
Nickel piated, round head, 60, 25 
and 5 per cent. 
Bolts and Nuts 
Boits.—Common carriage bolts, 
cent 
Machine bolts, all sizes, 40 and 10 
Lag screws, 40 and 10 per cent. 
Stove bolts, 75-10 per cent; both 
Sink bolts, 75 to 75 and 10 per cent. 
Tire bolts, 45 to 50 per cent. 
Lag screwshields, 80 per cent. 
Machine bolt shields, 65 per cent. 
the city. 
Spring cotters, 30 per cent. 
25 per 
cent. 
Round head iron rivets, 55-5 
60 per cent. 
Cap screws, 80-10 per cent. 


_— 


JOBBERS’ QUOTATIONS TO RE- 
YORK 

Wood screws, iron bright, flat head, 
25 and 5 per cent. 

Same, brass, round and oval head, 
2 per cent. 

Full packages are extra 5 per cent. 
small sizes and large sizes, 30-10 per 
per cent. 
flat and round head. 

Step bolts, 33% per cent. 

Prices vary in different sections of 

Copper rivets and burrs, 
cent; tinners’ rivets, black and tin: 


a 


New York Jobbers Prices ; 
on Ice Cream Freezers 


There has not been much early move- 
ment on ice cream freezers in the 
metropolitan market. Many dealers 
have, however, placed moderate stock 


orders. Prices given here are repre- 
sentative of local offerings. 

Jobbers’ quotations to _ retailers, 
f.o.b. New York: 

White Mountain freezers, 2-qt., 
$2.83 each; 3-qt., $3.38 each; 4-qt., 
$4.12 each; 6-at., 5.23 each; 8-qt., 
$6.75 each: 10-qt., $9 each; 12-at., 
$10.78 each, and 15-qt., $12. ¥ aoe. 

Auto Vacuum freezers, 1 $3.33 


each; 2 qt., $4 each; 3 at., $5: BS each, 
and 4 ‘36. 67 each. 

New Standard freezer, 1 qt. 
$1.15 each. 

Alaska and Peerless prices will be 
published next week. 


size, 


Fencing Demand Active; 
Stocks Only Fair 


Metropolitan jobbers say that this 
has been a particularly good year for 
the sale of fencing of all kinds. Prices 
are reasonably firm, but stocks are not 
very ample. 

Jobbers’ quotations 

f.o.b. New York: 

Lawn fence, single, 165 ft. to a roll, 

36 in. high, $13.80 per roll; 42 in. 
high, $15.50 per roll, and 48 in. high, 
$17.25 per roll. 

Lawn fence, double, 165 ft. to a roll, 
36 in. high, $19 per roll; 42 in. high, 
$20.90 per roll, and 48 in. high, $24.15 


per roll. 

Flower bed guards, 165 ft. rolls, 
16 in. high, $9.49 per roll; and 22 in. 
high, $11. 32 per roll. 

Ornamental gates, 3 ft. wide, 36 in. 
high, $3 each, and 42 in. high, $3.15 
each. 


to retailers, 
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Outsells Because lis Betier 


The Hanover wire cloth has received 
universal approval for over 20°years. 
This unbroken record for manufactur- 
ing wire cloth of dependability and 
permanence has made it the standard 
throughout the hardware trade. 


Our “Golden Rod” Bronze Wire Screen 
has gained unusual popularity for high 
value where permanency is desired. 
We also manufacture Copper Cloth, but 
recommend “Golden Rod” Bronze be- 
cause it is 50% stronger and lasts much 
longer. The “Apex Galvanized” Elec- 
tro-plated meets the demand for a beau- 
tiful, durable wire cloth that has been 
pretested by years of use in all climates. 
The “Vulcan” Black Painted is the hard- 
ware man’s old stand-by and fulfills re- 
quests for a low-priced quality screen. 


Ask Your Jobber For Catalog 
And Prices Or Write Us 


JOHN M. HART COMPANY 


Manager of Sales 
Old Colony Building Chicago, Illinois 


HANOVER WIRE CLOTH CO. 


Manufacturers Hanover, Pa. 
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Seasonable Weather Helps Sales in Northwest 
—xpect Active Summer and Fall 


(Minneapolis office of HARDWARE AGE) 


N the territory served by the Twin Cities, the long- 
| looked-for warmer weather and the rains have at last 
arrived, and with them the interest in spring projects, 
from building to the cleaning up and painting up and 
other interests which come at this season of the year. 
On the tours of the territory conducted by 
Paul and Minneapolis recently, the conditions over the 


AXES.—Call is steady, with perhaps a 
slight improvement. Prices are un- 
changed and stocks heavy enough to 
meet all demand. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit axes, 
-base weights, $14.50 and double bit, 


base weights, $19.50. 


BOLTS.—Demand is fair, with nt | | 


stocks on hand. Prices show no 
changes. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Large and small 


50 per cent; large and 


small machine bolts, 50-10 per cent; 
stove bolts, 75 per cent and lag 


screws, 60 per cent from lists. 
BRADS.—Sales are improving with the 
increase in the amount of building be- 
ing done. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wire brads in 25- 
lb. boxes at 70-10 per cent from lists. 


BUILDERS’ HARDWARE.—With the 
steady increase in the amount of build- 
ing being done, not only in the larger 
centers, and perhaps more particular- 
ly in ‘the rural districts, there is a very 
good demand for builders’ hardware and 
other materials for building. The pros- 
pects in this line for the year are very 
bright and show signs of steady and 
permanent improvement over the en- 
tire year. Building, as has been stated 
before, has been lagging behind in the 
Northwest over a period of several 
years, and the tendency now is to catch 
up on the work. There are many 
projects on the boards, which will 
doubtless materialize in the next few 
months. 

CHURNS.—Sales are steady, with no 
particular increase lately. Stocks are 
well filled and prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Barrel type churns 
at 30-10 per cent from lists. 


EAVES TROUGH, CONDUCTOR PIPE 
AND ELBOWS.—Demand shows some 
increase with the better conditions in 
building. Repair work is well under 
way also and calls in this direction are 
improved. Stocks are well assorted 


and prices steady. 
We quote from | 
f.o.b. Twin Cities: Eaves trough, 28- 
ga., single bead, lap joint, 5-in., at 
$5.25 per 100 ft.: 28-ga., 3-in. con- 
ductor pipe at $5 per 100 ft.; and 3- 
in. conductor elbows at $1. 73 doz. 
FIELD FENCE.—Sales are fair, with 
prospects of much improvement. Stocks 


are well filled and prices unchanged. 


carriage bolts, 


jobbers’ stocks, 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Grade L field 
.fénce, 26 in. No. L726, $29.70 per 


100 rods, net. 


well filled and prices unchanged. 


grade 


| FREEZERS.—Demand is 


in general. 


both St. 


| FILES.—Demand for files is steady, 
with the greatest call from shops and 
automobile repair stations. The car- 
_penter is beginning to get into the pic- 
ture as building increases. Stocks are 


from jobbers’ stocks, 


f.o.b. Twin, Cities: First grade files at 
\o0 per cent from lists and second 
files at 60 per cent from lists. 


increasing 
| with the coming of warmer weather. 
_Dealers are well prepared to handle the 
_trade, for stocks have been in position 
'for sale for several weeks. Prices are 
unchanged. 
We quote from jobbers’ stocks, 

f.o.b. Twin Cities: White Mountain 
| freezers, 4-qt., at $4.13 each and 8- 
qt. at $6.75 each, net. 
'GALVANIZED WARE.—Demand is 
slightly better with the increase in 
spring activities. Contractors are buy- 
ing heavy pails for concrete work and 
home owners are filling their needs for 
tubs and baskets. Prices show no 
changes. 


We quote 
f.o.b. Twin Cities: 


We quote 


from jobbers’ stocks, 
Standard No. 1 











galvanized tub at $7.25; No. 2, at $8; 
No. 3, $9.20; heavy No. 1, $12.30; No. 
2, $13.50: No. 3, $14.70; standard 10- 
qt. pails at $2. 65: 12-qt., $3; 14-qt., 
$3.35; stock pails; 16-qt., $5 and 18- 
qt., $5.50 per dozen, net. 


HAMMERS AND HATCHETS.—Sales 
are fair, with some interest on the part 
of the carpenter and contractor. Stocks 
are filled and prices unchanged, 

We quote from _ jobbers’ stocks, 
f.o.b. Twin Cities: Maydole, 
hammers at $12.60; 
$10.50; Plumb, broad hatchets, 
2, $14.45: shingling, No. 2, $11.20; 
claw, No. 2, $12.50 per dozen net. 

HOSE.—The demand has been heavy 
for hose for some time, as the con- 
tinued dry weather has compelled home 
owners to buy more than they had 
planned in this way. Contractors also 
are buying more freely. Stocks have 
moved rapidly and prices are firm. 








We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Competition, 3 
ply, % in., hose at 8%c.; Good 
Luck, "5% in., 6 ply. 10%c.: Tiger, 
3%, in., 6 ply, 10%c.; Bull Dog, % in., 
7 ply, " 18e. per ft., net. 


LAWN MOWERS.—Demand for lawn 
mowers has increased rapidly in the 
past few weeks, with the rapid growth 
of the lawns. Stocks are being drawn 
on heavily and prices are steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Philadelphia 
styles A and C lawn mowers at 
35-5 per cent; style E at 40-5 per 
cent, and style K at 35 per cent 
from lists. 





Reading matter continued on page 92 


entire district seem to be the best. 
another year of good crops and this means good business 
The rains and warmer weather have been 
awaited as the final indication of what this year is to 
mean to the farmers, and in turn to the business men in 
this section of the country. 

Collections are improving, and the prospects seem very 
bright for a very busy summer and fall. 





Prospects are for 


MILK CANS.—Demand shows a slight 
increase with the further advance of 
dairying and diversified farming over 
the Northwest. Stocks are well filled. 
Prices have been decreased to some 
extent on all sizes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Railroad 5-gal. 
milk cans at $2.60; 8-gal., $3.10 and 
10-gal., $3.20 each, net. 


NAILS.—Nails are moving better with 
the further development in the building 
field. Stocks are well filled and prices 


steady. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails at $3.25 per keg, base, and 


cement coated wire nails at $2.65 
per keg, base. 


OIL COOK STOVES, OVENS AND 
WATER HEATERS.—Demand _ con- 
tinues to grow for these articles with 
the coming of warmer weather. The 
tendency, even on the farms, is to in- 
stall an oil cook stove, instead of the 


hot cook stove. Prices show no 
changes. 
Oil Cook Stoves 

NESCO— 
No. Bh Sy ee ee $9.50 
ah ae i M.. cvccesecseee 17.35 
OS FO ee 22.00 
No. 214 4 tsa rrr rTrrr ree 28.00 
No. 215 §& DUPrmeFB......ccccccce 39.50 
No. 1102 high aa ee 5.25 
No. 1103 high shelf only........ 6.50 
No. 1104 high shelf only........ 8.00 
No. 1105 high shelf only........ 75 


9. 
Nesco dealer’s 7 Pees: AEF 30 and 5 
per cent. 


PERFECTION— 
ns es eel $17.50 
a ae Oe En ccccnccunece - 22.50 
eh ee nec deecunae ee 28.50 
Bek, Se Bi cuccédccecsoce 39.50 
Perfection dealer’s discount, 30 


and 5 per cent on lots of 10 or more: 
on less than 10, 30 per cent. 


PURITAN (Improved Model)— 


an Va i i cs ecccces $17.50 
8 £7 eer 28.50 
ee ee ee Ee ews 28.50 


Puritan discounts same as Per- 
fection. 





Ovens 

NESCO— 
No. 05 1 burner solid door..... $2. 10 
No. 5 1 burner glass door..... 2.25 
No. 010 1 burner solid door..... 4.15 
No. 101 burner glass door..... 4.40 
No. 020 2 burners solid door.... 5.15 
No. 20 2 burners glass door.... 5.40 
No. 030 2 burners solid door..... 5.40 
No. 30 2 burners glass door.... 5.70 

Dealer’s discount 30 and 5 per 

cent. 

PERFECTION— 
No. 211 1 burner plain door....$2.50 
No. 211G 1 burner glass door... 2.70 
No. 121G 1 burner glass door... 4.90 
No. 122G 2 burners glass door... Et 


No. 142G 6 
Dealer’s discount, on 10 or more, 
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R-W Grindstones Are 
Profit Makers 


Dealers handling the Richards-Wilcox line of Grind- 
stones are assured an exceptionally quick turnover, with 
consistent profits. The line is varied and complete. 
Whatever the requirement there is a type of R-W 
Grindstone that meets it. 





R-W Grindstones come from the Berea district in Ohio, 
famous for the superior quality and texture of the stone 
and its remarkable grinding powers. R-W Grindstones 
are sturdily mounted, and equipped with R-W devices 
that insure perfect ease in operation. Every stone is 





ai “ guaranteed. 
R-W 320—Kitchen grindstone 
with frame ba — oo ty : 
iron, mount on steel base. : . : 
bearing journal for axles ; clamp The prestige that comes from good will and unvarying 
0 attacnin 0 apie. rou . . ° = 
finished in red enamel, base in customer satisfaction is a profitable asset to the dealer 
black. Made in six sizes, from ° a ae , ‘ 
i-inch to 12-inch, inclusive. handling R-W Grindstones. Write us today for particu- 


lars. Don’t overlook this splendid source of profit—busi- 
ness builders of proven merit. 


R-W 015—"‘ Rural” 
Power Grindstone; frame 

angle iron, rigidly br aced : 

self-aligning bearings ; 
stone 22 x 2; pulley, hand 
crank and drip cup regu 
lar; finish, red, black 
trimmings. Extras: Galv. 
iron water pan with sup- 
porting rods. adjustable 
tool rest and drip tray; 
all-steel foot pedal, pedal 
rod and short crank. 





“‘Quality leaves 


R-W 300—‘‘Cycle’’ Grindstone; strong and ats imprint’ 
rigid steel frame; legs one piece angle steel. 

No vibration. Bal] bearing journals and 

erank attachment; fitted with detachable 

steel axle; positive, patented nut locking de- 

vice holds cranks on axle. Adjustable steel 

seat: finish, red enamel with black trim- 

mings. Made in one size. 
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92 
40 and 5 per cent; less than 10, 
30 per cent. 
PURITAN— 
No. 42G 2 burners glass door... .$5.25 
Dealer's discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cent. 
Water Heaters 
0 a Es $45.00 
rereeceonm MO: GER. «cccctsceocce 40.00 
Perfection No. 421.......cccces 80.00 
Nesco discount, 30 and 5 per cent: 
Perfection discount, 30 and 5 per 
cent in lots of 10 or more; less than 
19, 30 per cent. 
Wicks, Etc. 
Rockweave wicks, 25c. each. 


Perfection and Puritan, $4 per doz. 
and $48 per gross. 

Discounts same as on cook 
stoves, ovens and heaters. 


PAINTS AND WHITE LEAD.—Sales 
have been very good in these lines all 
during the spring, and show nothing 
but the best of prospects for a con- 
tinuance of this tendency. Stocks are 
in very good condition and prices un- 


oil 


changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: First grade house 


paint at $3.10 per gallon; second 
grade at $2.25 per gallon, and white 
lead in 100 Ib. containers at $14.29 
cwt., net. 


PAPER.—Building paper is becoming 
a very good selling line with the devel- 
opment of building operations. Stocks 
are well filled and prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Red rosin build- 
ing paper, in 25, 30 and 35 Ib. rolls at 


$3.25 cwt., net. 
POULTRY NETTING. — Demand 
fair, with prices holding steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: poultry netting at 
50 per cent from lists. 

PYREX OVENWARE.—Sales are very 
good, with the demand for the June 
bride in the near offing. Dealers are 
featuring this line of ware for pres- 
ents and are finding fair sales for it. 
Prices show no changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 197 casse- 
roles, $1.17; No. 202 pie plates, 50c.; 
No. 210 pie plates, 67c.; No. 21 

bread . 60c.; No. 231 utility pans, 
67c.; No. 12 tea pots, $1.67; No. 24 


tea ‘pots, $2.00; No. 36 tea pots, $2.33 
each, net 


REGISTERS.—Call for registers has 


is 


Porcelain Medicine Cabinet 


The Cabranette Corporation, 308 
North Michigan Avenue, Chicago, have 
just put on the market what they claim 
is the first porcelain enameled medicine 
case for bathroom use. In general 
style the cabinet does not differ greatly 
from other cabinets, but its material 
and construction is a radical departure 
from the existing types. 

It is made from one piece, eliminat- 
ing all seams and cracks and is con- 
structed from heavy iron with a baked 
enamel finish. This porcelain enamel 
is fused on at a temperature of 1800 
degrees, and the makers claim it will 
not chip, rust, burn or discolor. The 
shelf supports are formed in the body 
of the cabinet and consequently there is 
nothing to adjust or get lost. 

Only one size and style of cabinet is 
made, but can be furnished either with 
or without a combination fixture, which 
contains a tumbler holder, soap dish 
and toothbrush holder, and which may 
be secured to the lower flange of the 
cabinet. 
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increased with the development of 
building and repair work. Stocks are 
well filled and prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Cast steel or 
wrought steel registers at 40 per 


cent from lists. 
ROPE.—Demand is fair, with prices 
steady and strong as last quoted. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade manila 
rope at 28%c. Ib., and best grade 
sisal rope at 19%c. Ib., net. 
SANDPAPER.—Call shows some in- 
crease with the increase in building. 
Shops and factories are buying better 
than a few weeks ago. Stocks are well 
assorted and prices unchanged. 

We quote from jobbers’ stocks, 

f.o.b. Twin Cities: Best grade No. 

1, sandpaper, $6.65 per ream; sec- 

ond grade, No. 1, $6.00 per ream, 

and garnet No. 1, $16.50 per ream. 
SASH CORD AND SASH WEIGHTS. 
—Sales show a fair increase in these 
items, due to the amount of construc- 
tion work being done. Stocks are well 
filled and prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade sash 
cord at 79c. per Ib., and second or 
ordinary grade at 47c. per Ib., net; 
east iron sash weights at $2.35 cwt., 
net. 








SCREEN DOORS AND WINDOWS.— | 


Demand is showing a very good ac- 
celeration with the coming of warm 
weather. Stocks are ready for the 
trade. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Common screen 
doors, 2-6 x 6-8, $1.82 each; fancy 
doors, 2-8 x 6-8, $2.16 each; steel 
frame adjustable, 24-in. screens, 
$7.40 doz., and wood frame, 24-in. 
adjustable screens, $6. per doz. 
net. 


SCREWS.—Call for screws is very 
good, with full stocks from which to 
draw. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws, 80 per cent; flat head 
japanned, 70-5 per cent; round head 
blued, 75-5 per cent; flat heat brass, 
70-10-5 per cent, and round head 
brass, 70-5 per cent from list. 


SOLDER. — Demand is better for 
solder, with the increase in repair and 
new building work. Prices show no 
changes. 
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We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Warranted half 
and half solder at 36%c., and strictly 
half and half solder at 35%c. Ib., net. 

STEEL SHEETS.—Some increase in 
the demand for sheets is noticed by the 
jobbers. Stocks are well filled and 
prices steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 28 gal. galvanized 
steel sheets at $5.85 cwt., and 28 gal. 
black steel sheets at $4. 75 cwt., net. 

TACKS.—Demand is fair, with a de- 
crease in the price for double pointed 
tacks. 


We quote from 
f.o.b. Twin Cities: No. 8 American 
cut tacks at 84c.; No. 8 tinned car- 
pet, 86c.; No. blued carpet, 77c.; 
and No. 11 double pointed, 39c. per 
dozen packages. 


TIN PLATE.—In this item there is 
some effect of the increase in building 
and repairing also. Sales show the 


jobbers’ stocks, 


better conditions. Prices are un- 
changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Furnace coke 


ICL, 20 x 28 tin at $14.25 per box, 
and IC, 20 x 28, 8-lb. coating roofing 
tin at $14.60 per box. 
WHEELBARROWS.—Sales are slight- 
ly better, especially to the contractors. 
Stocks are well filled and prices steady. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Fully bolted, bar- 
rel type tray wheelbarrows, $36.50 
doz.; No. 2 tubular, $7.33 each; No. 
1 garden, $6.25 each, net. 
WIRE.—Call for wire is steady and 
fair. Stocks are well filled and prices 


unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Painted barbed 
cattle wire at $3.01 per 80 rod spool; 
painted barbed hog wire at $3.22 per 
80 rod spool: galvanized barbed cattle 
wire at $3. 21 per 80 rod spool; gal- 
vanized barbed hog wire at $3.43 
per 80 rod spool; smooth annealed 
black wire at $3.25 cwt., base and 
smooth annealed galvanized wire at 
$3.70 cwt., base. 

WIRE CLOTH.—Demand is much bet- 
ter with the approach of the insect 
season. Stocks are being drawn on 
heavily. Prices are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Black painted wire 
cloth, 12 x 12 mesh, $2 per 100 
sq. ft., and galvanized, 12 x 12 mesh, 
$2.50 per 100 sq. ft., net 


Second Edition Is Issued of 
Ledrite Rod-O-Graph 


The Bridgeport Brass Co., Bridge- 
port, Conn., has issued a new edition 
of the chart known as the Bridgeport 
Ledrite Rod-O-Graph, which is said to 
provide a convenient way to figure the 
weight of brass rod required to make 
1000 screw machine parts to known di- 
mensions. The original edition was ex- 
hausted very quickly and the company 
has sO many requests for copies that 
t was found necessary to issue the 
new edition. 


St. Paul Office Moved by 


American Steel & Wire 


The St. Paul, Minn., office of the 
American Steel & Wire Co. is now lo- 
cated at 1302 Merchants’ National 
Bank Building, St. Paul, Minn. 



































May 28, 1925 i HARDWARE AGE 93 








Disston Adjustment 
for Plumb and Level 
Quick and accurate. Just remove the 
guard plate and true the bubble by turn- 
ing a screw. Second screw locks the ad- 
justment. Both screws work in_ wood. 
Always easy to turn. No springs to give 
trouble. 


Here’s a Level 
with a name that sells it 


| It is easy for you to sell a Disston Plumb and Level. 
Tool users all over the world know the Disston name— 
know what it stands for. 
For 85 years the Disston Saw has been the standard of 
_— quality in tools. 


For fifty years other Disston tools—plumbs and levels, 
try squares, and bevels—have been the choice of me- 
chanics who want a tool that is made as good as the 
Disston Saw. ' 

The Disston name is a guide to them ....a guide to 
quality, utility, and dependability in a tool. 


You can make the Disston name serve you to good 








ee ee 








Disston Mitre Square 
No. 11 


Two tools i . A 
pad square “and ry reliable ms os purpose. 
or marking ° angles. ° ° 

Toughened blade of  Disston- Your customers know Disston. They buy quickly and 
Ey. g - readily, saving your time, speeding your turnover, and 
aaa increasing your profits. 


Sell the complete Disston line. It gives the customers 
what they want and gives you what you want. 





Disston No. 3 Bevel 
Toughened blade Disston-made 





Steel. Iron stock, nickel-plated. . e 

x Gn a eae ae a Disston No. 16, Adjustable Plumb and Level 

thumb-screw. Blade cannot slip. Stock thoroughly seasoned hardwood, stained and polished. Arch top 
plate, two side views, solid brass end plates. Made in 24” to 30” 


lengths. A popular tool at a medium price. 


Henry Disston & Sons, Inc. 
Makers of ‘““The Saw Most Carpenters Use”’ 
Philadelphia, U. S. A. 


iISSTON 


TOOLS FILES KNIVES STEEL 





“The Saw Most 
Carpenters Use’’ 
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Business Picking Up in New England— 
Growing Optimism Over Outlook 


(Boston office of HARDWARE AGE) 
[INCE last reports there was a noticeable slacking 
up in sales reported by the shelf hardware jobbing 
trade in this territory, but the last few days wit- 
nessed a substantial comeback, with something of the old 
It has been a weather market pure 
Sales fell off because of cold weather, which 
retarded farms, gardens and general home work. Some 
gardens have done so poorly that struggling growths have 
been plowed in and replanted. The sale of seeds has ben- 
With the warmer weather the flow 
of seasonable merchandise out of retail stocks has re- 
sumed normal proportions, which fact has been quickly 


snap in evidence. 
and simple. 


efited as a result. 


reflected in wholesale channels. 


Notwithstanding the temporary setback in business a 
distinct note of optimism is had in hardware circles. 


BASEBALL GOODS.—The movement | 


still lacks pep, and the consensus of 
opinion among the trade 1s that sales 


of baseball goods out of jobbing hands | 


| 
} 


| 
; 


for the season to date are somewhat | 


behind those of a year ago. 


We quote from Boston jobbers’ 
stocks: 

Fielders’ Gloves.—No. 501, $4.50 per 
doz. net: No. S507C, $8.40: No. 509, 
$10.75; No. 511, $16; No. 514, $18: No. 
o28, $22; other styles priced up to 
$54. 

Catchers’ Mitts.—No. 569, $10 per 
doz. net; No. 4574R, $18: No. S78T, 
$24; No. 577, $28: No. S88, $54; No. 
592, $72. 

Baseman Mitts.—No. 603, $16 per 


doz. net; No. 608, $27; No. 625W, $40. 

Masks.—Boys’ No. 25M, $4.50 per 
doz. net; Youth’s, No. 31M, $19; 
Men’s No. 41M, $42. 

Bats.—Crack-A-Jack, $2 per doz., 
net. Junior League, $3.60: King of 
Field, $7.20; burnt oil finish, $10.80; 
Bing-Go, $12; Youth’s assorted slug- 
gers, $7.20: Louisville Slugger, Jr., 
$5.40; Louisville Sluggers (regular), 
$16.20. 


__Basebalis.—Per dozen net, Dandy, 





(9c; Boys’ Favorite, $4.50; Young 
America, $2: Junior League Special, 
$2; Junior League, $3.75; Boys’ 
League, $4; Dollar Lively, $6; Pro- 
fessional League, $8; Hardwood 
League, $12.50; National League, 


$14.50. 
BRUSHES.—Both house and _ paint 
brushes are included in the general run 
of orders received by wholesale houses. 
The average retail dealer is buying con- 
servatively, however. 

We quote 
stocks: 

House Brushes.— Wall’ cleaning, 
$1.25 each net: dry dust mop, $1.50; 
vegetable, 17c.; bottle, crank handle, 
27c.; radiator, 47c.; refrigerator, 24c.; 
dust pan, 67c.; large bath, $2: me- 
dium, $1.57; shirt, $1.34; nail, 84c. 

Paint Brushes.—VWall, $5 to $60 per 


from Boston jobbers’ 


doz., net; varnish, $3.50 to $25: calci- 
mine, $10.50 to $90: whitewash. $3.50 
to $130 


BUILDERS’ HARDWARE.—tThe slight 
falling off in construction in this sec- 
tion of the country is reflected in whole- 
sale and retail sales of builders’ hard- 
ware. Compared with records of 
former years the showing nevertheless 
is still highly satisfactory. 


We quote from soston jobbers’ 
stocks: 

Hinges.—Heavy strap, 4-in., $1.10 
per doz. pair net; 5-in., $1.53: 6-in., 
$1.87; 8-in., $3.12; 10-in., $4.78. Extra 
heavy T, 6-in., $2.27; 8-in., $3.88; 


10-in., $5.53; 12-in., $8.04. 





which 


feel easier. 


Hasps.—Common hinge, 3-in., 76c. 
single per doz.: 4%-in., S88c.; 6-in., 
$2.20. Safety hasps, with screws, 
3-in., $1.25 single per doz.; 4%-in., . 
$1.55; 6-in., $2.20. 

Butts.—No. 2714, 3% x 3%, plated 
steel, old copper and dull brass fin- 
ish, in case lots, $24 net; in less than 
case lots, $26. No. 2714, 3 x in 
case lots, $23.50; in less than case 
lots, $25.50. No. 2714, 4 x 4, in case 
lots, $35: in less than case lots, $37. 
No. 731, 3 x 3, in case lots, $2.25 per 
doz. net; 3% x 3%, $2.45; Nos. 241A, 
241d2 and 241df, 3 x 3, 23%c. per 
pair, 3% x 3%, 24c.; 4 x 4, 35c. 

Garage Door Sets.—No. 9032, 
each net; garage door holders, 
1930, $2 per pair net. 


$2.85 
No. 


CARPET BEATERS.—Sales of carpet 














; . 
beaters have been normal so far this 


season, according to a majority of the 


distributors. Further good sales are 
anticipated. 
We quote from Boston jobbers’ 
stocks: 
Carpet Beaters.—wNo. 11, tin, $2 per 
doz. net: No. 12, $1.50. 


CATTLE LEADERS.—Although never 
a big factor in the local hardware mar- 
ket, the call for cattle leaders and sim- 
ilar merchandise is very gratifying, say 


jobbers. ' 

We quote from Boston jobbers’ 
stocks: 

Cattle Leaders.—Sargents, No. 51, 
$15.53 per 100; No. 52, $16.88. Bull 
rings, 23c. and 26¢c. each. Bull 
snaps, 77ic. each. Ox pins, $2.65 per 
doz. pair. Ox muzzles, six guard, 


$5.10 per single doz. All prices net. 
CLAM DIGGERS.—With the official 
opening of the summer resort season, 
which is only a short time ahead of us, 
it is expected retail sales of clam dig- 
gers will materially improve. Some of 
the trade prepared for this business 
weeks ago. Others are doing so now. 

We jobbers’ 
stocks: 

Clam Diggers.—Six tine, 26-in. 
handle, $14.10 per doz. net; six tine, 
extra heavy, 26-in. handle, $18.90; 
Ipswhich pattern, four tine, riveted, 
$12.56. 


CLIPPERS.—Retail stocks of clippers 
are believed to be fairly well assorted, 
but not large. For that reason jobbers 
anticipate a good demand for clippers 
once the weather turns warm and 
stays so. 
We 
stocks: 
Clippers.—Toilet, Plymouth, 


quote from Boston 


from Boston jobbers’ 


No. 0, 


quote 


























The feeling is growing that with the improvement in the 
steel industry, prices will be more stable. Some go so far 
as to express the opinion that if price changes transpire 
they will be mainly upward. 
felt that retail business will show a steady expansion 
during the remaining months of 1925 and that the im- 
provement will extend well into 1926. Nobody is looking 
for anything like a boom. A normal, or better than nor- 
mal, steady, in and outgo of goods is expected. Hardware 
interest are watching credits more closely than they have 
before in several years. 
is the reason for the scrutinization of credits. 
There is nothing really unsettling in the general credit 
situation, but if bills were met more promptly the retail 
and wholesale hardware merchants unquestionably would 


It is also quite generally 


Everybody is paying up slowly, 


$1 each net; No. 00, $1.20; Success, 
No. 0, $1.40; No. 00, $1.60; Mayflower, 
No. 0, $1.10; $1.25; American 
Gentleman, No. 00, $2: No. 000, $2. 
Brown & Sharpe narrow plate and 
other kinds carried by jobbers, $4.50 
each list; discount, 25 and 15 per 
cent. 

Horse Clippers.—No. 169, $2.50 each 


net; No. 179, $1.40. Horse clipping 
machines, No. 1, ball bearing, $14 


each list; discount 33% per cent. 
Sheep Shearing Machines. — Ball 
bearing, No. 9, $24 each list; dis- 
count, 33%, per cent. 
COD LINES.—A normal movement of 
cod lines out of wholesale and retail 


hands is reported. The retail trade 
should further increase sales during 
June, July and August. 
We quote from’ Boston jobbers’ 
stocks: 
Cod Lines.—Tarred, No. 2, $1.10 
$2.20; No. 6, 


per doz., net; No. 4, 
COPPER TACKS.—A slight downward 
revision in prices on copper tacks has 
been made by manufacturer and jobber 


alike. 


LOG COLLARS.—Dog collars are sell- 
ing, not briskly, to be sure, but steadily. 
We from Boston jobbers’ 
stocks: 
Dog Collars.—Russet and black, 
name plate, 4 brass studded, $1.30 


quote 


per doz. net; lock tongues, buckle, 
$3.75 Padlocks, $1.20 to $2.25 per 
doz Leads, $1.60 to $5 per doz. 


Muzzles, $2.25 to $3 per doz. 
DOOR SPRINGS.—Quite a little busi- 
ness is passing in door springs. The 
retail distributors are taking good as- 
sortments. 
We 
stocks: 
Door Springs.—No. 11, 45c. per doz. 


quote from Boston jobbers’ 


net; No. 12, 50c.; No. 13, 55c.; No. 
14, 60c.; No. 15, 67c. 
DRAIN PIPE CLEANER.—Continued 


encouraging reports are had on drain 
pipe cleaner. Buying, say jobbers, is 
about evenly divided between city and 
country trade. 


We quote from Boston jobbers’ 
stocks: 

Drain Pipe Cleaner — Economy 
Plumber cleaner, in 1 Ib. net cans, 
in lots of 3 doz., $2.75 per doz.: in 
lots of 6 doz., $2.70 per doz.; and in 
12 doz. lots, $2.60 per doz. 

Same, in 2 lb. net weight cans, in 
lots of 2 doz., $4.90 per doz.; in lots 
of 6 doz., $4.85 per doz.; and in lots 
of 12 doz., $4.75 per doz. 


Reading matter continued on page 96 
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Selling without Effort 


Oe 


A store, selling the many different items which a Hardware store 
handles, must buy goods which are the easiest to sell. Otherwise, 
two-thirds of the time would be consumed in “talking up” some 
article or other to the customer. 
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That is why so many Dealers will stock nothing but Columbian 
Tape-Marked Rope for their Cordage customers. Their every day 
experiences have taught them that the red, white and blue T'ape- 
Marker, which guarantees every length of Columbian, not only saves 
them valuable time, but also assures them satisfied, steady: customers. 
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Let us tell you more about the Columbian T'ape-Marker and how 
it is boosting Rope sales. 





~—> 






—~ 





— 


<a 


eer ; 


) a | Columbian Rope Company 
; i 352-80 Genesee Street 
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Hercules tile and porcelain cleaner, 
in 1 lb. net — cans, $2 per doz. 
in lots of 2 

Hercules boiler liquid, in 1 qt. can, 
$3 each; in % doz. lots, $2.50 each; 
in 1 doz. lots, $2.25 each. 

Same, in % gal. cans, 
doz. lots, $4.75 each; and in gal. 
$9 each. 


FLOWER BED GUARD.—So large has 
been the demand for flower bed guard 
this season it has been necessary for 
jobbers to reorder from manufactur- 
ers. There is a temporary holding up 
of retail orders because of the lack of 
stock. 


$5 each; % 
cans, 


quote from Boston jobbers’ 
stocks: 

Flower bed guard, 40 per cent dis- 
count; trellis 40 per cent discount; 
and ornamental gates, 30 and 10 per 
cent discount, from store. Discounts 
on direct factory shipments, f.o.b. 
cars Waukegan, Ill.; guard and trellis 
52 per cent; gates, 50 per cent. 


FLOWER BOXES.—Flower boxes are 
beginning to attract considerable pub- 
lic attention, and in quite a few in- 
stances retail dealers have been obliged 
to replenish supplies. 

We 


‘stocks: 
Flower 

24-ih. $10.60 per 
$18.90; 36-in., $20.90 
FREEZERS.—Retail dealers who pre- 


viously failed to stock up on freezers 


quote from Boston jobbers’ 


make, 
30-in., 


Boxes.—Standard 
doz. net: 


are doing so now. The season to date | 


has been quite satisfactory, say job- 
bers. E 


7, We | 
stock: 
Freezers. White Mountain, 1-at., 
$5. 655 a ye a 
8§-qt., 
15- -at., re : 
60. 


$4.60; 


quote from Boston jobbers’ 


4 $21. 50: 
$33.20; 25- -at., $42. 
$4 list; 2-qt., 
$14.80; 
$16.65; 20-aqt., 
e., ‘discount. 50 per cent from 
Siore or factory. 

$2.95 list; 2-qt., 


‘Alaska, 1-at., 
3-at., $4.10: 4- -qt., $5: 6-qt., $6.30: 
, $8.20; 10-qt., $10.75; 12-qt., $14; 
$17. Discount, 20 and 10 per 
Alaska special, 2-qt., only $2.25 
less one-third off. 
Aaito Vacuum, 1-qat., $5 list 
$6; 3-qt., $8: 4-qt., $10. 
33% per cent. 


$3.45; 


. 2-qt., 
Dise yunt 


HAYING TOOLS.—A few more haying: 


tools are being moved by jobbers than 
was the case a week ago. A continua- 
tion of warm days unquestionably will 
bring out further retail buying. 


We quote jobbers’ 
stocks: 

Haying Tools.—Hand rakes, wood 
bow, two bows, $6.90 per doz. net; 
steel bow, 97.15. Lawn rakes, wood 
bow, three bows, $8.75; steel bow, $9. 
Drag rakes, $17. 

Scythes. —Little Giant, 28 to 32-in. 
30 to 36-in., 34 to 38-in., 36 to 40- he 
$16 per doz. net. Bramble, $16.50. 
Brush, $16.50. 

Snaths. —Ash, $14.50 per doz. 
cherry, $16.75; brush, $16. 

Scythe Stones.—Round English, 
$2.25 per doz. net; Star, $1.35; West 
End red, $1.10. Green Mountain, $9 
per gross: Black Diamond, No. 1, 
$15.20. Chocolate, No. 1, $1.70 per 
doz.; Carborundate, No. 188, $1.95; 
No. 190, $1.95; No. 191, $2.34. 


HULLERS.—With the New England 
strawberry season only a short distance 
away the call for hullers is on the in- 
crease. 


We 
stocks: 

Hullers. — Strawberry 
gross net. 


LATCHES.—tThere appears a some- 
what better demand for latches in 
spots. Jobbers are of the opinion that 
retail dealers in general are giving 


from Boston 


net; 


from Boston jobbers’ 


$3.40 


quote 


per 
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more attention to such staple lines as 
latches and getting encouraging re- 
sults. 


We quote from Boston jobbers’ 
stocks: 


Latches.—Rim night, No. 26, 67c. 
each, list; No. 29X, $1; No. 33, $1.58; 
No. 42, $2.92; No. 042, $2.08; No. 36, 
$1.83; No. 0343, $2.08: No. 44, $3.75. 
Discount, 20 and 5 per cent. 

Mortised Night Latches.—No. 66, 
$6.25 each, list; discount 20 and 5 per 


. = Lock.—No. 2, $2.50 each, list; 
discount 20 and 5 per cent. 
LAWN ACCESSORIES.—Although the 
rainfall is below normal lawns all over 
New England are doing remarkably 


well, which accounts for the satisfactory 


reports had regarding the sale of 
mowers. The lack of rain, on the other 
hand, has helped the sale of rubber 
hose, which, some jobbers say, is run- 
ning well ahead of last year. 


We quote from Boston 
stocks: 


jobbers’ 


awn Mowers. — Jewel, 
$14.25 each list; 16-in., $15. 
16-in., $18; 18- in., $18. 75. Newport, 
16-in., $17; 18- in., $17.75; Lakewood, 
16-in., $19.75; 18-in., $20. 50. Ambas- 
sador, 16-in., $24: 18-in. 25. 
perial, 14-in., $30: 16-in., $32; 
$34; 20-in., $36. Regal, 16-in., 
18-in., $38. Discount 50 
(Competitive, 14-in., $5.50 
16-in., $5.75: 18- in., $6. 10; 
$5.15. 

Lawn Trimmers.—Popular makes 
$15 each list. Discount, 50 per cent. 

Factory Shipment.—On direct fac- 
tory shipments up to 30c. freight on 
ten or more machines is allowed. 

Lawn Roller.—Water weighted, 18- 
in. diameter x 24 in. long, $13.34 each 
net; 24-in. diameter x 24 in. long, 
$15.34. 

Sprinklers.—Lawn, fountain, $6 per 
doz. net; fountain, half circle, $5.50. 
Rain King, $2.34 each net. 

Lawn Rakes,—Wood,' three-bow, 
$8.75 per doz. net; steel, $9. Two- 
bow, wood, $6.90; steel, $7.15. Hand 
made rakes, three steel bows, 28 
teeth $10 per doz. net. 

Hose.—Garden B & D, 
per ft. net: 5-in.. 10c.: %-in., 

teading, ”- in., 7%4c.; %*-in., T%c.: 
%-in., S14 Bull Dog, %-in., 13c. 
Good cam. 5,-in., 10c. Milo, %*-in 
11'gc. Vim, W-in., 8%c.; %*-in 
V1L¢. %-in., 10%c.: Pixon, %-in., 
Tlhc.: 5@-in., 8l6c.; %-in., 9c. 

OARS.—Oars are being moved in nor- 
mal quantities and a further expan- 
sion in business is anticipated by both 
retail and wholesale firms. Retail deal- 
ers handling such merchandise are 
frank to admit stocks are small. 


We quote from’ Boston jobbers’ 
stocks: 
Oars.—New England pattern, plain, 
ash, 20c. per ft. net: spruce, 24c. 
Rowlocks.—Galvanized, ribbed, 103 
Ib. to the 100, 28e. per pair; 167 Ib. 
to 100, 30c. per pair. Cast iron, round 
socket, 28c. per pair; cast’ iron, 
pinned socket, 28c. per pair; galva- 
nized cast iron, North River type, 
28c. per pair. 
PAINTS AND SUPPLIES.—Jobbing 
quotations on large packages of pure 
shellac have been reduced approxi- 
mately 10 per cent. The strike of the 
Boston painters for $1.25 an hour has 
had little visible influence on the local 
consumption of paints and _ supplies. 
The household demand for small con- 
tainers of paints is quite brisk and it is 
expected it will continue so for several 
months. 
We 
stocks: 
Shellac.—Pure, orange, in 
$3.25 a gal.; in l-gal. cans, 
in 5-gal. cans, $3 gal.; White, 


cans, $3.63 a gal.; in gaHon 
$3.50; in 5-gal. cans, $3.38 a 


12c. per 
$11.80 per 


14-in., 
Colonel, 


Im- 
18-in., 
$36; 


12-in., 


9l4¢. 
103%, ¢. 


14-in., 


jobbers’ 
16-gal. 


quote from Boston 


Sa vogran.—In 5-lb. boxes, 


net; in 28-lb. boxes, 
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cwt.; in half keg, 60 Ib., $11.60; in 
half a. 


160 lbs., $10; in kegs, 
110 Ibs., $11.20. 


Dry Paste.—In 1-lb. bags, i. per 
cwt. net; in 2-lb. bags, $13; in 5-Ib. 
bags, $12. 20; in 95-Ilb. kegs, $11; in 
190-lb. barrels, $10.35. 

Whiting. — Bolted, in barrel lots, 
$1.75 per cwt. net. 

Wall Sizing.—In 1-lb. tubes, 18%4¢c. 
per lb. net; in 25-lb. drums, 17%'4c.; 
in 15-Ib., drums, 16%c. 

Putty. Commercial white, in 130- 
lb. drums, $3.25 per cwt. net; in lots 
of 500 Ib. or more, $3; in 25-lb. tin 
pails, less than 100 Ib., $4.50 per cwt., 
in lots of 100 to 500 Ib., ‘4. 25; in lots 
of 500 lb. or more, 4c.; in 5 1b. tins, 
less than 100 Ib., $5. 25 per cwt.; in 
lots of 100 to 500 Ib., $5; in lots of 500 
lb. or more, $4.75. Black putty costs 
25c. per ewt. more than the afore- 
going prices. 

Sponges.—Nassau grass, 10 to 12 
to the pound, 15c. each net; Florida 
yellow, cut, 8 to 10 to the pound, 30c. 
each; Cuba sheep wool, cut, 8 to 1@ to 
the pound, 55c. each; "Rock Island, 6 
to 8 to the pound, $1 each. 

Chamois.—Black, best grade, 12 x 
16-in., $4.75 a doz. net; 16 x 21-in., 
$10.50; 19 x 25-in., $15; 23 x 26-in., 
$18.50. Brute, not shaped, 31 x 21-in., 
$21.50 per doz. net. 

Steel Wool.—1 Ib. spools, No. 00, 
66c. each net; ‘* 0, 41c.; No. 1, : 
No. 2, 31c.; No. 3, 27c. In 25c. pack- 
ages, Nos. 0, 1, 2 and 3, $1.80 a doz. 
net. In 10c. packages, Nos. 00, 0, 1, 
2 and 3, $7 per gross. 


PLANES.—tThe market for planes ap- 
pears in a healthy condition. Retail 
sales are very good, while competition 
for business among wholesale distrib- 
utors is keen. 


We quote from jobbers’ 
stocks: 

Pianes.—Drop forged steel, No. 903, 
$3.30 each net; No. 904; $3. 60; No. 
905, $4.10. Lincoln iron, No. 803, 
$2.65: No. 804, $2.90; No. 805, $3.30. 


POULTRY SUPPLIES.—tThe sale of 
brooders holds up remarkably well, ac- 
cording to jobbing firms here, but there 
has been a falling off in the demand for 
poultry supplies in general, a condition 
widely attributed to the high cost of 
feeds. 


We quote from Boston 
stocks 
ephateve-—-Bachere ae. oil and 
gas heater, No. 1, $26.25 each net; 
No. 2, $31.15; No. 3, $40.43; No. 
$47.60: No. 5, $74.90: No. 14, $11.55: 
No. 16, $19. 25; 25.7 Queen 
line, style K, 
pacity, $16.50 each: No. She 
$27.50: No. 22, 220-egg, $36.7 
85-ege, $27.50; No. 2, 135- oti $37. 50: 
No. 3, 180-egg, $44.50; No. 4, 275- 
$57.75; No. 5, 400-egg, $68; No. 
600-ege, $103; No. 36, 800-egg, 
$132; No. 45, 1000- -eZge, $157. is- 
count, 30 per cent. 
Brooders. —Buckeye line coal No. 
o. 19, $18.55; 
$8.23; No. 21, 
No. 25, coal 
21; A, oil burner, 
"No. ssan $14: No. 29A, $15.75; 
Bennet: line, No. 1, 600- chick capacity, 
$21.50 each; No. 2, 1200-chick capac- 
ity, $26.50. Discount, 30 per cent. 
Fencing. — Blue Ribbon, in 10-rod 
rolls, 17- “Bage: No. 1424, $3. 30 per —_ 
net; No. 1736, $4.20; No. 2048, $ 
No. 2360, $5. 85; No. 267 
Square Deal, 1414-gage, No. 154 
per roll net; No. 1760, $5.80; 1514- 
gage, No. 1636, $4.40; No. 1948, $5.30; 
No. 2260, $6.2 
Staples. 4 from stock, 
$6.85 per keg. From mill, in car lots, 
i 95 per keg; in less than car lots, 
5.20 


WASHBOARDS.—A fairly good de- 
mand for washboards has developed in 
wholesale circles. Retailers are order- 
ing conservatively, but quite a number 
of them are buying just now. 


We quote from Boston jobbers’ 
stocks: 

Washboards. —Tin, $2.80 per dozen: 
steel, $4.50; glass, $6; zinc, $6.15; 
brass, $6. 25: double galvanized iron, 
4.50. 


Boston 


jobbers’ 
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_A Car Isn’t a Convenience Until It’s 
; . Properly Housed 


The private garage is given as much consideration as the private home. No automobile 
owner can enjoy real convenience until he has his car “under his wing” and always at his 
command. 

Thousands of lawns and gardens have made wav for the construction of permanent parking 
places. Naturally the hardware must be in harmony with the surroundings as well as efficient 
in its Operation. 

The No. 806 National Garage Door Set will help you cultivate the trade of every owner in 
vour vicinity. Not only those who ate planning new garages, but many who are anxious to im- 
prove the appearance of those that are showing signs of wear. 





The No. 806 is an easy working Sliding and Swinging 
Set. Compact, simple to install and perfectly weather- 
tight. 

The two sliding doors are hung to fit snugly against 
inside walls. There is no binding or friction—a slight 
push or pull and doors glide into position. 


Third swinging door, hung independently, allows con- 
venient access to garage without disturbing other two. 


The price makes it the cheapest combination possible 
with which to equip garage doors. 


National Mfg. Company 


Sterling Illinois 





No. 27 Garage Latch 


Section of Swivel 
Hanger furnished as 
part of equipment. 
Adjustable feature 
prevents sagging 
doors. Can be 
raised or lowered to 
take care of change 
in flooring. 


Also furnished’ as 
part of combination. 
Reversible for right 
or left-hand door. 
Supplied in all popu- 
lar finishes. 





View from interior showing how doors are hung so as to fit 
snug against wall when thrown open 


National Builders’ and Garage Hardware is sold only direct to you. We have no jobbing 
distribution. Complete stock assures immediate deliveries. Your order can be shipped the 
day received. 

We have a complete new catalog ready for your files. Write us for prices and details of our 
policy. 


Natienal 
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Consistent Demand in Chicago Market— 


Expect Favorable Weather to Help Retail Sales 


(Chicage office of HARDWARE AGE) 
in nearly all lines are favorable 


LTHOUGH prices 
for buying, the hardware trade has adopted a con- 
servative policy, with the result that buying is for 


immediate requirements only, and orders are being placed 


for small quantities. 


Dealers are sending in frequent 


repeat orders, making gross sales very satisfactory. De- 
liveries from the manufacturers are prompt, prices are 
steady with very few changes, and all that is needed is a 
few warm days to encourage the movement of seasonable 


goods. 


‘ All items of builders’ hardware and building materials 
are in good demand, and indications are that they will 





continue throughout the summer. Builders’ hardware 
prices are extremely low, manufacturers, in a great many 
instances, claiming that their selling price is about at 
their cost. 

There have been no important changes made in the 
price of steel and iron during the past week. Bookings 
have fallen off; in fact, on some materials, at the present 
time, mills have only sufficient business to keep them run- 
ning from week to week. The average output of indus- 
try at the close of the present week is estimated at about 
90 per cent of capacity. However, no further curtailment 
is expected, as consumption of steel is now fairly heavy. 

Hardware collections have improved somewhat. 





AUTOMOBILE ACCES SORIES.— $3.25 per set: cylinder front door Radio Supplies. oe B ~<a Sy 
Wi h h ° ° ° sets, $7.50 per set. No. 766, $1. 40 each; No 767, $2.6 
ith the vacation period approaching | _ each. 
inquiries for automobile accessories CHAIN.—There has been no recent so Mattery Chargers.—Aveo line, in 
show an improvement. change in price. Sales are good. Tubes.—Cunningham and R. C. A., 
; We quote from jobbers’ stocks, $3 list. Discount, 25 per cent. 
We quote from jobbers’ stocks, f.o.b. Chicago: %-in. proof. coil Loud Speakers.— Western Electric 
: f.0.b. Chicago: : | chain, $8.50 per 100 Ib.; Tenso, Bull No. 522W, $9.50 list. Discount, 30 
Spark Plugs.—Splitdorf, 50c. each; Dog and Brown coil chains, 50-10 per cent. , 
regular, 58c. each; Champion X, 45c. per cent discount; No. 00-4% elec- : 
—e aoe a Box eg asc. | tric welded cow ties, $2.75 per doz. FIELD FENCE.—A steady volume of 
each: . C. Titan, 58c. each; lots of ; ; j i 
100, 56c. A. C. Special Ford. Fy _COPPER RIVETS AND BURRS.—The business is being booked. Prices are 


each. 


Spot Lights.—Anderson, No. 3280, 





market continues firm. Sales are sat- | unchanged. 


We quote from jobbers’ stocks, 








6.5 | isfactory. 
, eee ae A. Electric (Ford). $4 ; f.o.b. Chicago: 726-6-12%, $30.38 per 
pach ; die We quote from jobbers’ stocks, 100 rods; 1948-6-1416, $45.92 per 100 
; tax No. 6. 90c. each: Na- f.o.b. Chicago: Copper rivets and rods. 
- ti as if “yee ay burrs, 35 per cent discount. . . 
— a No. 21, $1.20 each. FILES.—The demand is steady. Prices 
umps.—Rose, 1%-in. ‘ylinder, J 
—— a DRAIN PIPE CLEANER. are firm. 
Chains.—Non-skid, dozen pair lots, reported exceptionally good. | We quote from jobbers’ stocks, 


3344 per cent discount; 


40 per cent discount. 


50 pair lots, We 
f.o.b. Chicago: 


f.o.b. Chicago: American files, 60-10 


quote from jobbers’ stocks, per cent off list: Nicholson files, 50 


Tire T -—30 x 3! rersi : ist; 
cand eet ee eae TS create Economy Plumber drain pipe | et cent off lst: Black Diamond files 
7.45 each; gray inner tubes, 30 x cleaner, in 1 Ib. net cans, in lots of 3 -10-5 per cent off list. 
se, $1.20 each; red inner tubes, 30 x oS 8b 2.70 } med hes in — yg = FISHING TACKLE. — Sales have 
’ $1.50 each. $5 'E0 per. a eee ee ee started to improve with the opening 
Pred Prices are unchanged. Sales Same, in 2 Ib. net weight cans, in of the fishing season. 


are slow. 


lots of 2 doz., $4.90 per doz: in lots | GALVANIZED WARE.—With cows 


We quote from jobbers’ stocks, a on as +¥ — a itil going on green pasture the demand 
f.o.b. Chicago: Firs ality si ercules tile and porcelain cle e ° . . 
a — a ee in 1 Ib. net weight cans, $2 per doz. has improved for dairy tinware. 














bitted unhandled axes, 3 to 4 Ib., : 
$14 doz. base; double bitted, $19 doz. in lots of 2 doz. We quote from jobbers! stocks, 
base; good quality black unhandled Hercules boiler liquid, in 1, qt. | f.0.b. Chicago: Competition galva- 
axes, same weight, single bitted, $13. | cans, $3 each; in % doz. lots, $2.50 | nized aftermade water pails, genuine 
' doz. base; single bitted handled axes, | each; in 1 doz. lots, $2.25 each. riveted ears, 10-qt., $2.30 doz.; 12- 
$15.50 to $24 per doz., according to Same in % gal. cans, $5 each: % _— qt,, $2.50 doz.; galvanized wash tubs, 
quality and grade of handle; limited doz. lots, $4.75 each; and in wae | Y 1, $6 doz.; No. 2, $6.85 doz.; No. 
percentage unguaranteed "handled cans, $9 each. $7.75 doz.; No. 8 galvanized wash 


axes, $12 per doz. base. 





EAVES TROUGH AND CONDUCTOR 





| dy wood. grip and handles, $13.75 
doz.;: 1-gal. tin breast galvanized 





BASEBALL GOODS.—The demand is} PIPE. satisfactory | kerosene cans, $2.50 dos. . 5-gal. gal- 

: , . vanized oil cans, galvanize reast, 
good, and sales are considerably ahead | volume of business is being done. | Mae Gen: ea, pales! alee: 
of those of last season. We quote from jobbers’ stocks, | made baskets, $4.75 doz.; 1-bu. gal- 
BOLTS AND NUTS.—Sales continue f.o.b. Chicago: Single bead lap, joint vanized baskets, $6.25 doz.; 1%-bu. 

: . . gutter, 5-in., $4.50 per 100 ft.; corru- | g@vanized baskets, $8.75 doz.; 12-at. 
to be very satisfactory. Prices are un- | gated conductor pipe, 3-in., $4.75 per | IX dairy pails, crates 1 doz., $3; 12- 
changed. 100 ft. | ee ridge “ee oa Be wet $4 qt. XX dairy pails, crates 1 ‘doz., $4. 
pr J .; corrugate ctor el- = 
wy quote from jobbers’ stocks, Sows, 3-in. $1.36 a. — one — — nga SPRIN 
f.o.b. Chicago: Carriage bolts, cut é; —paies continue to improve; 
thread, 50 per cent discount; small ELECTRICAL AND RADIO MER- rices remain the same P . 
carriage bolts, rolled thread, 50-10  CHANDISE.—There has been a change P . 
per cent discount; machine bolts, cut i a apenas : We quote from jobbers’ stocks, 
thread, 0-10 per cent ailscount: in the price of rubber-covered wire and f.o.b. Chicago: Garden hose, good 
small machine bolts, rolled thread, | Beau : " quality molded hose, %-in., 10%c. 
50-10-5 per cent discount; all stove key sockets. Flashlight, fan and bat per ft.;: %-in., 13c. per. ft.;: 3-ply, 
bolts, 75-5 per cent discount; lag tery business continues good, although good quality, wrapped, %-in., 10c. 
SOPUUR, CF OSE COM CHnseENT. radio parts are not moving in any great; per ft; %-in., 12c. per ft.; 4-ply, 
7 : . good qeality, wrapped, -in., 12c. 
BUILDERS’ HARDWARE. — Sales _ volume, which is natural to expect at | per ft: %-in., Yt per 7 5-ply, 


good quality, wrapped, %-in., 9c. per 





continue to be exceptionally good, al- | this season of the year. | good, quality, weepped, \4-In.. Se. pe 
; ; Fan | ** 4° *? . . . . as 
though commitments for future deliv | We quote from jobbers’ stocks, klers, Rain King, $28 doz.; original 
ery are not so heavy as usual at this | f.o.b. Chicago: fountain sprinkler, $8 doz.; Rainbow, 
season of the vear Electrical * genet egg pt m.. 38-in. high, $24 doz. 
= er rubber-covered wire 7.50 per TY.—Si : - 
We quote from jobbers’ stocks, ft.: in ~1000-ft. lots, $7.20; No. 18 GLASS AND PUT -—Situation re 
f.o.b. Chicago: 2% x 3% steel butts, lamp cord, $14.50 per 1000 ft; in mains the same. Sales are not very 
case lots, old copper and dull brass | 1000-ft. lots, $13.75; %-in. brus rass ee : 
finish, $2.76 per doz. pair; 4 x 4 | key sockets, 18c. each; two-way active. Prices are unchanged. 
steel butts, old copner and dull brass | plugs, 60c. each; in lots of 10, 49%c. We quote from jobbers’ stocks, 
finish, $3.84 per doz. pair; heavy each: one-piece attachment plugs, f.o.b. Chicago: Single strength A, 25- 
steel bevel inside sets, case lots, 13c. each; two-piece attachment in. bracket, 87 per cent discount; sin- 
$6.75 per doz.; steel bit-keyed front plugs, 12c. each: dry cells, boxes of gle strength A, 34 to 40 in. bracket, 
door sets, $1.75 per set: wrought h}, 30%c. each; less than case lots, 85 per cent discount; single strength 
brass bit-keyed front door sets, 34c. each. A, all other brackets, 84 per cent 
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The live hardware 
dealer says: 


“T Paid Two Cents a Name. 


‘The first dry spell last year | 
hired three boys from different 
parts of the town to go up and 
down the streets they knew and 
list the names and addresses of 
people with dried up lawns. 


“Then I wrote a nice jolly letter 
, about my 5” hose telling just 
what coupled lengths, 25 and 50 
ft., would cost and offering to 


BOSTON deliver on a post card order. 
WOVEN HOSE & e | 
RUBBER CO. The results were amazingly good. 
Cambridge, Mass. Everybody is ashamed of a dried 
Makers of these fi s ‘ é > : ’ 
Mines of tine fepew up lawn and a mere suggestion was 
BULL DOG, enough to reform most of them. 
GOOD LUCK 
and MILO 
Also 


Good Luck Jar Rings 
Good Luck Hose Washers 
Bull Dog Friction Tape 
Boston Spray Nozzles 
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discount; double strength A, all sizes, 
85 per cent discount; double strength 
B, 86 per cent discount. Putty, pure 
grades, £3.75 per 100 lb.; commercial, 
$3.40 per 100 Ib. 


HATCHETS.—Prices are firm. Sales 
are up to expectations. 
We quote from jobbers’ stocks, 


f.o.b. Chicago: First quality hatchets, 
No. 2 shingling, $11.20 doz.; first 
quality hatchets, No. 2 broad, $14.45 
doz.; medium quality hatchets, No. 2 
shingling, $7.25 doz.; medium qual- 
ity hatchets, No. 2 broad, $10.50 doz. 


HANDLED HAMMERS.—tThe demand 
continues steady. Prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Vaughan-Bushnell, 
16-oz. nail hammers, $10.50 doz.; 
Stanley, $10.50 per doz.; Maydole, 
$12.60 per doz.: other makes, 16-o0z. 
machinist hammers, $7.85 doz. and 
16-o0z. nail hammers, $6 doz. 


HANDLES, AGRICULTURAL.—Sales 
are very good. No price changes 


noted. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Hay Fork Handles. — Straight, 


chucked and bored, best grade, 4%- 
ft., $4.50 doz.; 5-ft., $5.50 doz.; XX, 
4%-ft., $4 doz.; i-ft., $4.80 doz.; X, 
414-ft., $2.40 doz.: 5- oft. : 

Hay Fork Handies.—Bent, chucked 


and bored, best grade with strap, 
ferrule and cap, 4%-ft., $7.50 doz.; 
§-ft., $8.50 doz.; 4 bent, with 
strap, ferrule and cap, 4-ft., $5.50 
doz.: 4%-ft., $5.75 doz.; XX, bent, 
4%-ft., $4.50 doz.; 5-ft., $5.50 doz.; 
X bent, 4%-ft., $3 doz.; 5-ft., $3.40 
doz 

Manure Fork Handies.—Bent, best 
grade, 4-ft., $4.75 doz.; 4%-ft., $5.10 
doz.; XX bent, 4-ft., $4.15 doz.; 4%- 
ft., $4.40 doz.; bent, 4-ft., $2.60 
doz.; 4%-ft., $2.95 doz 


Garden Hoe Handles. —XX, 4%-ft., 
$3.45 doz.; X, 4%-ft., $2.40 doz. 
Garden Rake Handles.— XX, 514- 
ft., $5.25 doz.: X, 5%-ft., $3.25 doz. 
Shovel Handles.—Regular pattern, 
$5.90 doz.; X, 4%-ft., 
D handle, best grade, 
Spade best 
grade, $7.75 doz.; x grade, $6 doz. 


HANDLES, TOOL.—Prices are firm. 
Sales are active. 


We quote from 
f.o.b. Chicago: 
Axe Handies.— No. 1 hickory, $4 
doz.; No. 2, $3 doz.; second growth 
hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6 doz. 
a and Hammer Handles.— 
No. 90c. doz.; finest second growth 
Sichaier $1.50 doz. 
HINGES.—A very steady volume of 
business is being done in this line. 
Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges, 
in bundles, 4-in., $1.03; 5-in., $1.42; 
6-in., $1.60; 8-in., $2.70; 10-in., $4.30 
per doz. pair: extra heavy 4 hinges, 
in bundles, 4-in., $1.56; 5-in., +" 66; 
6-in., : 8-in., $3.56; 10- in. $5.10 


per doz. pair. 


jobbers’ stocks, 


ICE CREAM FREEZERS.—No change | 


Sales are not so active. 


quote from jobbers’ stocks, 
—% Chicago: White Mountain, 

, $4.85 list; 2-qt., $5.65 list; 3-qt., 
$6, v5" list; 4- -at., $8.25 list; 6-qt., 
ae list; 8-qt., $13.50 list; 10-qt., 
18 12-qt., $21.55 list; 15-qt., 
$25.60 fiat: 20-qt., $33.20 list; 25-qt., 

42.60 list: Arctic, 1-qt., $4 list; 2-qt., 
4.60 list; 3-qt., $5.55 list; 4-qt., $6.80 
list; 6-qt., $8.60 list; 8-qt., $11.10 list. 
All the above less 50 per cent dis- 
count. 
LAWN MOWERS.—Cool weather has 
had a tendency to slow down sales, but 
jobbers report that they are still doing 
a very satisfactory volume of business. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Lawn Mowers.—16-in. ball bearing, 
§-knife, 11-in. wheels, $12.35 each; 
16-in., ball bearing, 4-knife, 10%4-in. 
wheels, $10 each; 16-in. plain bear- 


in price. 
We 
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ing, 4-knife, 10%-in. wheels, $8.65 
each; 16-in. ball bearing, 4-knife, 
9-in. wheels, $7.85 each; 16-in., plain 
bearing, 4-knife, 9-in. wheels, $7.35 
each; 16-in., ball bearing, 4-knife, 
8-in. wheels, $8 each; 16-in. plain 
bearing, 3-knife, 8-in. wheels, $5.85 
each. 

Grass Catchers. — Galvanized bot- 
tom, for 14 to 16-in. mowers, full 
packages, $8.80 doz.; galvanized bot- 
tom, for 18 to 21-in. mowers, full 
packages, $9.60 doz.; plain bottom, 
canvas, for 18 to 21-in. mowers, $7.60 
doz.; plain bottom canvas, for 12 to 
16-in. mowers, $5.90 doz. 


NAILS.—An improvement is noted in 
the demand for nails. Prices are un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common wire nails, 
$3.15 per keg base; cement coated, 
$2.40 per keg base. The extra for 
galvanized nails is now $2 for 1-in. 
and longer; $2.25 for shorter than 


1-in. 
STOVES — Prices remain un- 


OIL 
changed. Sales are all that could be 


expected at this season of the year. 


We quote from jobbers’ _ stocks, 
f.o.b. Chicago: Old line New Perfec- 
tion 2-burner stoves, $17 each list: 
3-burner, $22 each list; 4-burner, 
$28 each list; new Improved Perfec- 
tion 2-burner, $22 each list: 3-burner, 
$28.50 each list; 4-burner, $35 each 
list: Superfex 2-burner, $45 each list; 
4-burner, $58.50 each list. All sub- 


ject to per cent discount. Lots 
of ten or more are subject to 30-5 
per cent discount. 

| These are list prices. Dealers’ dis- 

counts are noted after each group. 

Oil Cook Stoves 
NESCO— 

Ss eee $9.50 
Dee ee Se 6 MUIPUIOIW, cc ccccscccecs 17.35 
NWO. SIS BS DUPMOTS...ccccccccces 22.00 
a ee 2 kee euk ees 28.00 
NO. 215 & DUrmerB.......ccccrver 39.50 
No. 1102 high shelf only....... 5.25 
No. 1103 high shelf only....... 6.50 
No. 1104 high shelf only....... 8.00 
No. 1105 high shelf only....... 9.75 

Nesco dealer’s discount, 30 and 5 
per cent. 

| PERFECTION— 

Se 2 OC eee $17.50 
No. BP errr 22.50 
a ee Os ee, cc aseceuheene 28.50 
 - 2, a ere 39.50 


Perfection dealer’s discount, 30 
and 5 per cent on lots of 10 or more; 
on less than 10, 30 per cent. 


| PURITAN (Improved Model)— 


eh ee ee sec wieueeee $17.50 





NO. 4B 3 DUPMOTB. .cccccccscccce Bae 
FE PR eee 28.50 
Puritan discounts same as Perfec- 
tion. af 
Ovens 
NESCO— 
No. 05 1 burner solid door..... $2.10 
No. > 1 burner glass door..... 2.25 
No. 0101 burner solid door..... 4.15 
No. 101 burner glass door..... 4.40 
No. 020 2 burners solid door ».15 
No. 20 2 burners glass door.... 5.40 
No. 030 2 burners solid door.... 5.40 
No. 302 burners glass door.... 5.7 
Dealer’s discount 30 and 5 per 
cent. 

| PERFECTION— 

No. 211 1 burner plain door..... $2.50 
No. 211G 1 burner glass door... 2.70 
No. 121G 1 burner glass door... 4.90 
No. 122G 2 burners glass door.. 6.00 
RS A” dat Ok er ei a ea en le .15 

Dealer’s discount, on 10 or more, 

30 and 5 per cent; less than 10, 30 
per cent. 
PURITAN— 


No. 42G 2 burners glass door.. $5.25 
Dealer’s discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 


cent, 

Water Heaters 
| is ee Ci ie cee wikia $45.00 
Perfection NO. 412. .cccccsccsecs 40.00 
ee ee OE, oc econeeene 80.00 


Nesco discount, 30 and 5 per cent; 
Perfection discount, 30 and 5 per 
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cent in lots of 10 or more; less than 


10, 30 per cent. 


Wicks, Etc. 


Rockweave wicks, 25c. each. 

Perfection and Puritan, $4 per doz. 
and $48 per gross. 

Discounts same as on oil 
stoves, ovens and heaters. 


ROOFING AND PAPER.—An _ im- 
provement in sales is noted. Prices 
are firm on the better grades, but some 
price-cutting has been made on cheaper 


brands. 


We quote from jobbers’ _ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $2.10 per 
square; best grade talc surfaced, 
$2.35 per square; medium talc sur- 
faced, $1.75 per square; light talc 
surfaced $1.10 per square; red rosin 
sheathing, $62 per ton. 


ROPE. — Prices confirmed without 





cook 


change for May and June. Sales are 
very active. 
We quote from jobbers’ _ stocks, 


f.o.b. Chicago: No. 1 Manila Stand- 
ard brands, 26%c. to 28%c. per Ib.; 
No. 2 Manila, 25%c. per Ib.; No. 1 
Sisal, 17%c. per lIb.; No. 2 Sisal, 
16%c. per Ib. 


SASH CORD.—Sales show an improve- 
ment since the recent reduction in 


price. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: No standard 
brands, $9.55 per doz. hanks; No. 8, 
$11.00 per doz. hanks. 

SASH PULLEYS.—Sales are _ very 
good. Prices are unchanged. 

We quote from jobbers’ _ stocks, 
f.o.b. Chicago: Common sash _ pul- 
leys, 50c. doz.; barrels, 54c. doz.; 
Common Sense, 2-in. 60c. doz.; bar- 
rels, 54c. doz.: No. 105, 52c. dez.; 


barrels, 48c. doz. 
SCREEN DOORS AND WINDOW 
SCREENS.—As future business was 
rather light, fill-in orders are beginning 
to come in in good volume. 


We quote from jobbers’ 


f.o.b. Chicago: 
Screen Doors.—No. 266, 2-8 x 6-8, 


stocks, 


$22.80 doz.; No. 296, 2-8 x 6-8, $27 
a No. 311, 2-8 x 6-8, $32.10 doz. 

ndow ee 7. 1833, $4.94 
doz.; . 2433; $6 d 


WIRE GOODS. Present prices are be- 
held firm. Sales are very satisfactory. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 8 black annealed 
wire, $3.05 per 100 lb.; No. 9 g 
vanized plain wire, $3. 50 ‘per 100 
Ib.; catch weight spool galvanized 
cattle or hog wire, $3.85 per 100 Ib.; 
80-rod spool galvanized hog wire, 
$3.34 per spool. Polished fence 
staples, $3.60 per 100 lb.: 12-mesh 
black wire cloth $1.90 per 100 sq. ft.: 
12-mesh galvanized wire cloth, $2.20 
per 100 sq. ft.; 14-mesh bronze wire 
cloth, $6.25 per 100 sq. ft.: galva- 
nized poultry netting, 55-5 per cent 
discount; galvanized after poultry 
netting, 50-5 per cent discount. 


PAINTS AND OILS.—There has been 
no change made in price during the 
week on any of the staples in this 
market. Sales are reported very good. 


We quote from stocks, 


f.o.b. Chicago: 
Linseed Oil—Raw, barre) lots, $1.19 


jobbers’ 


per gal.; 5-barrel lots $1.14 per gal. 
Linseed Oil.—Boiled, barrel lots, 
a per gal.; 5-barrel lots, $1.17 per 
al. 

een lots, $1.21 per 
gal. 

Denatured Aicohol.—Barrel lots, 
60c. per gal.; steel drum, extra $6, 
returnable. 


White Lead.—100-lb. kegs. $15.75; 
50-Ilb. kegs, $8; 25-lb. kegs, $4; 12%- 
lb. kegs, $2.05. 

Dry Paste.—Barre] lots, 7'%c. per 


lb. 
Shellac.—(4%-lb. goods), white, 
$4.55 per gal.: orange, $4.20 per gal. 
English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 Ib. 
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HEELS and STRIPS 


are profitable items for you, Mr. Hardware Merchant, 
because your turnover is quick—and your profit 


liberal. 
Advertised in more than 
800 Leading Newspapers! 


Thousands of hardware dealers accord Panco a promi- 
nent place on shelves and counters—and find it pays! 


Outwears Best Leather 2 to 1 


Your customers will buy them. Easy to attach. Black or 
tan—for men, women and children. 

Order from your jobber—today. Be sure that the name 
Panco appears on every piece. It isn’t Panco without it! 


PANCO CO. Chelsea, Mass. 
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Makers of Hardware 
Products [ell 
How To Sell Them 


They employ skilled merchandisers 
to tell you in their HARDWARE AGE 
advertisements how their products 
may be successfully sold. 


The ideas they advance are capable 
of wide application. You can use 
them with profit in many depart- 
ments of your business. Live deal- 
ers and live salesmen find these ideas 
valuable. 


The writer of each of these adver- 
tisements may be regarded as a “‘con- 
tributing editor,” contributing his 
selling ideas for your greater profit. 
Note the following suggestions in 
this issue :— 


A Definite Help in Selling Files Page 6 
To Sell Wire Cloth Know Its 


Specifications .......... Page 8 
How Selling “Quality” Beats 
Competition ............ Page 12 


An Essay on “Colors-in-Oil”. .Page 16 
Selling Sharpeners with Knives Page 30 


Putting Human Interest in 
Your Window Display....Page 39 


Recapturing Business from 
the “Glorified Peddler”. ..Page 41 


Complete Lines Garner the 


PM titinishivnen sedan Page 91 
Speeding Your Turnover in 

a ee Page 93 
Is Your Customer’s Car a 

Convenience? .......... Page 97 
Store Displays That Sell Goods Page 104 
mottling Pees ........... Page 112 
The Mechanic Speaks....... Page 122 


A Guide to Better Business. .. Page 125 











‘Unwise Credits 


REDIT frauds totaling $250,000,000 a year 
in this country have created an acute desire 
to check that drain on business according to 

the Chicago Journal of Commerce. A law with 
severe penalties is, of course, the first thought. 
When anything goes wrong we want to make a 
new law about it. That is becoming a weaker 
and weaker protection as laws multiply. A United 
States judge in Pennsylvania, before whom many 
cases involving credit frauds have been tried, de- 
clares that in all such actions in his court the false 
statements on which credits were secured might 
easily have been detected if any effort had been 
made to ascertain the truth. In other words, the 
sellers had been so keen to sell they did not exer- 
cise due care and diligence in securing impartial 
information about the resources of the buyers. 
They ‘“‘took their word for it” and losses followed. 
Now they all want a law to protect them in the 
future from the consequences of their own negli- 
gence. 

It is a notorious fact all over the country that 
men who cannot borrow twenty-five dollars at a 
bank on their own resources are able to secure 
credit at stores for much larger amounts. Of all 
free spenders in the United States the bituminous 
coal miners are, as a class, least given to saving. 
They are everywhere known as bad credit risks 
except in the few cases where they own homes. 
But they are “good customers,” willing, even 
anxious, to spend every dollar they have earned 
when payday comes. They do not haggle over 
prices. Three or four years ago when the soft coal 
industry began to languish because of union de- 
termination to maintain the war scale of wages, 
union mines were able to operate only on part 
time. Then came long periods of total idleness. 
In one field located in a population of 15,000 there 
were perhaps 1,500 miners who worked in fifteen 
or twenty mines. On part time, say two days a 
week, they were able to live comfortably on their 
wages. Not one in twenty had saved anything 
during the flush war times. When the shut-down 
came they were bad credit risks. Yet many mer- 
chants supplied them with groceries and other 
necessities to amazing amounts. 

Why? Because they had been good customers, 
and would be again, when the mines opened. But 
the mines did not open, and now in that one com- 
munity there are twenty, maybe forty, merchants 
staggering under book accounts owed by miners, 
whose totals in some instances run five times as 
large as the total stocks of the merchants in- 
volved. Perhaps they will never be paid 10 per 
cent of these foolish credits. 

In the retail stores of small cities, so great is 
the desire to get new and hold old customers, that 
it is the rule to “trust” every applicant for credit 
until he has proved a heavy loss. Every village 
and town has its dead beats, so-called because 
they have been losses to every store. And yet 
their unworthiness of credit in the beginning 
must have been apparent. But the merchants 
“take a chance” on such fellows. Of course, these 
instances are all violations of sound business 
principles, in which the retailer has been con- 
trolled by the dangerous and costly idea that 
every man is entitled to credit until he proves 
himself unworthy of it. 
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¢ take muc. drging to wid b woman 
new Rome Copper Tea. Kettle—any 


have can be met by the Rome. 


Solidi2, 14, 18, and 20° oz, copper, 
e] plate ‘or polished, in-No. 5, 6, 7, 8, and 
im ch. she will recognize ‘ag real value 


Zz Thethorough, asurdy construction of our ‘tea 
 ‘kettles* | 


The goo genvite they give, promotes po 
will—and manyja Rome Kettle has been the 
Siient Salou: for other Rome Utensils. 


- of quick turnover, the 


entire Rome tie’ i is exceptionally interesting: 
_Ask your jobber or write us. 


ROME MANUFACTURING CO. 
Offices, and Factories: aa N. Y. 


Branches: 


Noe She 30h Metien Ave.” * Seattle, 302 Pionicer Bids. 
Boston, 60 India St. San Francisco, 610-614 Wells Fargo mide- 
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Your profit is $25.50 


HERE is a Special Free Trial offer which 
we are making to you. Clip the coupon 
below and we’ll send you a La Cross 
Cabinet No. 5 for a 30-day free trial. 


Here is what it will do for you: 





0 eee $49.50 
Only costs.......... 24.00 
Your profit ...-..... $25.50 


It is making money for over 10,000 other 
merchants. If it doesn’t make money for 
you, return it at our expense. We take all 
the risk. Only one in 500 comes back. 


Contains 7 2/3 dozen files, 8 1/3 dozen 
tweezers, 1 1/6 dozen extractors and 2/3 
dozen scissors. 


Every item a self-selling, fast money- 
maker. Every item a proved leader in its 
price range with a good selling record be- 
hind it. 


SCHNEFEL BROTHERS, Newark, N. J. 
New York Showroom 


1270 Broadway, at 33rd Street 
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4 Send me La Cross Cabinet No. 5 on 30 days’ trial. At the end ; 
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Wiss Plush-Covered Show Case Tray 
oo ee Se 


Inside Store Displays 
That Sell Goods 





TORES which do the largest business in 
shears and scissors, are those which display 


the largest variety. 


All styles and sizes should be visible, so that 
customers can make their own selections. 


The most successful store display is a glass front 
Wall Case, with space for 36 to 48 patterns. (/n- 
formation and details on request.) 


For stores where there is no room for a wall case, 
we have designed 3 plush covered trays for 
use in floor show cases. (See illustration.) 


There are 3 different trays. One displays 7 trimmers— 
another, 12 scissors—and a third shows an assortment of 


6 scissors and 6 trimmers. 


With each tray, is a box divided into compartments for 
containing a small stock. 


These fixtures measure 14x 11x34 in.—and on the shelf 
of a 6-foot show case there would be space for 


3 trays of trimmers, and 
2 trays of scissors— 
an assortment of 45 different patterns. 


Write for details 
See 


J. WISS & Sons Co. 


Established 1848 Newark, N. J. 
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Arerwalione of a Culley Jilesmin 


Seasonable and Vacation Cutlery 


By JOHN CASSIN—A Man Who Knows 


ing their sales of cutlery by taking ad- 

vantage of the opportunities offered by 
seasons. No longer is cutlery “just cutlery”— 
kept in a show case and handed out as asked for. 
In the great variety of cutlery items there are 
goods to be featured during each season of the 
year. Just as lawn mowers are featured during 
the spring months and oil stoves during the fall. 

Possibly, the best season for cutlery is now 
here or approaching—the out of door and vaca- 
tion season. Each year brings many additional 
thousands to the great army of out of door men 
and women. No matter what their hobby or 
method of enjoying the healthful benefits of out 
of door recreation—be they fishermen, hunters, 
hikers, campers, motorists, golfers or followers 
of any of the numerous other branches of sport 
and recreation, they all need cutlery suited for 
their purpose. 

Until recently much of this cutlery was pur- 
chased at resort stores or en route, simply be- 
cause it was overlooked when preparing for the 
trip. No doubt the average individual would pre- 
fer to trade with his home or local dealer—just 
overlooked doing so because he wasn’t reminded 
of his needs. 


M ANY “Main Street Merchants” are increas- 


ft Ps . ihe 
oe a 


Campers and motor: tourists need common 
table knives and forks—these can now be ob- 
tained in stainless at very reasonable prices, and 
are easy to keep clean and bright during camp 
and tourist use. Also spoons of all sizes and 
paring, small butcher, bread and household carv- 
ing knives. 

The business and professional men who ordi- 
narily carry small vest pocket knives need and 
will want for use during their outing and vaca- 
tion periods knives more suitable for the needs of 
fishermen, hunters, campers, etc. 

In Detroit last week my attention was attracted 
by two unusually good window displays of fish- 
ing tackle. In each window was included a variety 
of patterns of pocket knives suitable for fisher- 
men. Inside the store, in addition to the regular 
display at the cutlery counter, there was a small 
case holding twenty-four patterns of knives on 
the fishing tackle counter. Atop this case was a 
card reading “Good Knives for Sportsmen.” I 
asked the tackle salesman, “Do you sell many 
knives at this counter?” He replied, “I’ll say so! 
Some days we sell more knives out of this little 
case than they sell out of that twelve-foot case in 
the cutlery department. During the fishing, 
camping and hunting seasons our sales are often 
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Here is a close-up of one of the sales-building cutlery cabinets used with much success by Chas. Brown & Sons of 


San Francisco, Cal. 


It will be noticed that stock is kept in back of panels on which knives are mounted. Cutlery 
displayed in this manner is a constant invitation to purchase 
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much better than the sales made over the cutlery 
counter. You will notice our few knives run from 
$1.50 to $4.50 each and while we sell a great 
many $1.50 and $2.00 knives which are excellent 
values, we sell enough of the higher priced knives 
to make the knife sales from this little case aver- 
age more than $2.50 per knife.” 

Everyone who loves the “out of door” (and 
for me the farther out the better) wants a good 
knife for a pocket or belt companion. Out of 
door life without a dependable knife is one ever- 
lasting series of annoyances. Every day in many 
ways, fishermen, campers and all followers of the 
lure of out of doors, find use for a good stout 
knife made to give service when called upon. No 
wonder the pocket knife sales of the tackle de- 
partment average more than $2.50 per knife— 
was there ever a real sportsman who was willing 
to knowingly have a poor knife—NEVER. 

The fields of sport and recreation offer many 
opportunities to sell good cutlery at fair prices. 


Wherever the right kinds, qualities and patterns 
of knives are shown with sporting goods they 
sell readily. While a well selected price range is 
desirable, so as to meet the requirements of each 
pocketbook, sportsmen’s knives are not sold on 
price—the great essential is quality at a fair 
price. 

It seems to me that many more merchants 
can increase their sales of vacation cutlery. 
Make sure that every knife you offer a sports- 
man is a quality knife, otherwise it may go back 
on him at a critical time. 


DON’T OVERLOOK THE LADIES—as part 
of their vacation equipment they require mani- 
cure and cuticle scissors—nail files, etc. If they 
are going camping or touring they’ll want extra 
shears and scissors as well as the necessary cut- 


ting equipment for camp. Display, plus neat 
signs calling attention to vacation needs will get 


the business. 








Putting Cutlery Sales on an All-. 


Year Around Basis 


By William Masefield 


OST hardware dealers after the holiday 
season seem to get the impression that the 
cutlery department of their store is prac- 

tically dead for some time to come. It is now time 
for numerous articles of the cutlery family to 
move and move steadily. Pruning shears form 
one of the big items of the cutlery department 
and it will not be long until the limbs start bud- 
ding and the dealer who commences talking prun- 
ing shears, hedge trimmers and rose bush shears 
will be the man who gets the business. In the 
early part of March some years ago, when in St. 
Louis, I passed by one of the largest hardware 
stores and noticed one of the windows trimmed 
very attractively with all kinds of pruning and 
hedge shears. These were placed in the midst of 
dead limbs of trees and bushes with a generous 
portion of hedge; and a few signs reminding peo- 
ple “that every day they put off trimming and 
cleaning up foliage and debris around their 
homes how much harder it would become because 
water sprouts and hedges grow very fast when 
the sap begins to rise.” The display appealed to 
me very much so I stepped inside and found one 
of the front tables entirely turned over to these 
items. I listened to the young man demonstrate 
a small nine inch pruning shear, and was as- 
tounded when I saw him reach under the table 
take out a five-eighth inch oak curtain rod and 
cleanly cut it in two. His sales talk was some- 
what as follows: 
“It is always hard to get the man of the 
house started at doing necessary things 


around the home; at least he is apt to pro- 
crastinate until the housewife in despera- 
tion sets to and does it instead. Now not 
every woman can use a saw to advantage, 
and would it not be a great pleasure to use a 
shear like this and have a good smooth cut 
upon which to apply the oil after pruning in- 
stead of one hacked and chewed off ; with the 
added discomfort of sore, pinched and 
calloused hands?” 

Any hardware dealer handling whatever make 
of well known brands of shears can use this dem- 
onstration. Upon going to the rear of the store 
I found a long table filled with grass hooks 
scythes and grass shears. In most city stores this 
type of merchandise is relegated to the garden 
tool department. In the old fashioned small 
town hardware store it is usually on a rack in 
the very front of the place. I do not agree with 
either of these arrangements because anything 
that has a cutting edge is a member of the cutlery 
family and logically belongs in that department. 
The average hardware store does not carry a 
sufficient stock of this particular merchandise 
with which to make a real display, and you surely 
have to have a variety and assortment if you ex- 
pect to do business. You would not think of buy- 
ing a suit of clothes from a merchant who had not 
four patterns in stock, all of these of different 
sizes and practically the same model, so while I do 
not believe in a man overstocking, I certainly am 
long on assortments. It is my opinion this is one 
reason why so many stores remain small and ob- 
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Le you own knowledge of 

merchandise gauge the 
sales possibilities of this new 
addition to the B. A. Family. 
Write for free samples—test 
the B. A. Handy Sharpener 
out in your own kitchen. 





Both sides coated 
—1 side coarse, | side fine 







VERY home in your trading area needs a good knife sharpener, 
and the B. A. Handy Sharpener costs only ten cents. Gives the 

same keen cutting edge to a blade as far more costly stones and me- 
chanical devices. Can be discarded when grease accumulation 
makes replacement advisable. 
Made like a razor strop, one side coarse gritted for honing, one side 
with fine grit for finishing. 
Your customers will readily buy the B. A. Handy Sharpener when 
they see it in our attractive display container. The satisfaction it 
gives assures constant repeat sales. 





Handy Sharpener 





Most distributors now have 
the B. A. Handy Sharpener 
for delivery. If you experi- 
ence delay in ‘getting sup- 
plies write us direct and we 
will see you are supplied. 
Be sure and mail the coupon. 


Notice to distributors. Be 
sure to add this fast selling 
item to your line. We are 
now making shipment. Write : 
or wire your order. ‘Se 


BAEDER ADAMSON COMPANY, Philadelphia, Pa. 
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scure when they possess potential possibilities for 
wide expansion. 

During the above referred to trip on my way 
back to Chicago I stopped off at Peoria. In this 
city a hardware and harness store had a wonder- 
ful display of clipping machines. This business 
in the past few years has made rapid strides and 
grown into a large industry in the hands of pro- 
gressive hardware dealers who have put effort 
behind it. If you were ever on a farm upon which 
sheep were raised in large numbers and have 
ever helped shear with the old hand shear, did 
you not notice how much wool was left on the 
animal? Some farmers claim fifteen cents per 
sheep. Taking this low figure as a basis, if one 
hundred sheep are sheared in one clipping you 
make the price of the clipping machine, to say 
nothing of subsequent savings. These machines 
have interchangeable blades which can be used 
to clip the dog, trim the fetlock and forelock of 
the horse, in fact clip him if need be. The extra 
blades and repair parts of these machines as well 
as the sections for mowing machine blades were 
kept right against the cutlery department. It is 
a known fact the average farmer does not pur- 
chase any repairs until he has started to work 
and often has a breakdown when he usually sends 
his wife to town for the necessary part. You 
can, therefore, appreciate the far seeing ability of 
this hardware merchant’s putting these goods in 
suggestive proximity to the cutlery. 

If I was in the hardware business today in a 
good community I would buy a gross or gross and 
a half of boy and girl scout knives. The scout 
masters will soon be taking their troops on hikes 
and each boy or girl scout who goes to school to- 
day is a prospect for a scout knife. I would also 
stock a few axes and other accessories that go to 
make up a scout outfit, obtain the free reading 
matter relative to scout activities distributed at 
their headquarters, then send my best man to 
each of the schools in town, to request the princi- 
pal’s permission to invite each girl and boy scout 
to my store to inspect the line. Every live mer- 
chant of today realizes each child he gets to boost 
for him is worth almost as much as his Sunday 


advertising. If you have children of your own 
you know their persistency and are familiar with 
the fact they usually get what they want and tell 
others about it. I know one department store in 
Cleveland, Ohio, who last summer in a single day 
sold seventy-five hundred boy and girl scout 
knives, and all the newspaper advertising space 
devoted to this specialty was a column three 
inches deep in their regular display ad. If one 
store in Cleveland could sell seventy-five hun- 
dred knives in one day why is it most hardware 
dealers sell about two dozen scout knives per year 
when the organization is growing larger instead 
of diminishing? Youths are not the only pros- 
pects for such knives. Every man who comes into 
the store to buy a fish hook, minnow bucket or 
camp stool needs a knife of this description. Prac- 
tically every farmer if approached in the right 
way will buy a scout knife. 

Pocket knives can be sold the year round if 
properly displayed and talked intelligently. A 
year ago in Indianapolis I saw one of the neatest 
displays of pocket knives. It was a case some ten 
feet long with three glass shelves, the lower shelf 
measured twenty inches wide, the center sixteen 
inches and the top one twelve inches. Over this 
glass was glued a piece of green plush leaving a 
two inch margin on each side. There were six 
hundred patterns of pocket knives grouped ac- 
cording to difference in pattern style and size, ly- 
ing about a half inch apart with a Denison sticker 
in front of each knife denoting number, size and 
price. Very few men walked into this store who 
did not stop and look in this case and a goodly per- 
centage bought knives. 

If I were selling a man a pocket knife I should 
proceed somewhat like this: ‘““This knife is made 
by a factory whose owners and executives have for 
the past three generations tried each year to make 
a better product than that produced the year be- 
fore. The steel first being selected with the great- 
est care, then subjected to all known laboratory 
experiments, they have found it to be as nearly 
perfect for this blade as is humanly possible to ob- 
tain; it,is full brass polished line, the corners are 
rounded so as not to cause any undue wear on the 








Selecting Your Cutlery Stock 


In selecting your cutlery stock, remember that boys’ patterns and the lower priced jacks are 
mostly “Easy Openers,” Common Barlows, Straight Jacks and Boston Bogy patterns. 

Good knives for miners, mechanics and farmers are Babcock Swell Centre, Equal Enders, 
Balloon Jacks, Large Serpentine Capped, large size “Jack Capped” and Wilson Stabbers. 

The sale of cattle and stock patterns is sectional, though some of each are sold as far east 
as Pennsylvania. Cattle patterns with punch blades are good patterns for farmers, while 
some stock patterns find favor with sportsmen. Sportmen’s patterns are Lock Dagger, Slim 


Serpentine, American Dirk and Big Tickler. 


Additional patterns that can be included within 


the sportsmen’s classification are New Haven Serpentine, New Haven Gem Stock and Everett 


Serpentine. 


While patterns like Carboa Serpentine, Turkish Jack and Ranchero carry with their names 
the suggestion of localized sale, one or two of these patterns would stick out and brighten up 


some assortments. 


The “Hard Rider” and Leatherneck who enjoy their copies of Stevenson and the “Tender- 
foot” back East whittling his stick with a “Carboa Serpentine” are appealing humanizing 


elements.—By John Cassin. 
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Bring in “the man on the outside!’’ 


This display 
will do it! 


Colorful and appealing, it 
will attract and interest. It 
will tell the man who passes 
that you sell the Gillette 
Safety Razor and Blades— 
that’s half the sale. You are 
creating that buying im- 
pulse just outside your store 
and it is only a few steps to 
vour counter. 





This great sales help is No. 1T. It is yours for the asking. Also ask for booklet KT 
“What a Hardware Dealer Did’’—it has a few good ideas that will interest you. 


Gillette Safety Razor Co., Advertising Dept., Boston, U.S. A. 
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POCKET KNIVES 


Our best Advertisement is our 
Product. 

“Hammer Brand” Pocket Knives 
are made of the best materials ob- 
tainable, by skilled Artisans work- 
ing unhurriedly under the old-fash- 
ioned plan of Quality first. In 
“Hammer Brand” Knives you get 
the essential that makes good 
knives possible — SKILLED 
WORKMANSHIP. 


Our best method of Advertising is 
assisting our Distributors to ac- 
quaint their customers with the 
worth of “Hammer Brand” Knives 
and how to effectively use the Sales 
_ Helps we supply. | 
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THE BURNS — 
BREAD KNIFE 


“CUTS LIKE WILDFIRE” 


Patented 8-23-21 


' 
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The serrated edge cuts with each motion of 
the hand, producing a clean cut without 
tearing the bread or making crumbs. It is 
not in a class with ordinary cheap bread 
knives, but an article of merit that you will 
appreciate. The serrated edge will last for 
years and can be resharpened by rubbing 
the smooth side of the blade on a whet- 
stone. 


“It cuts a slice 
that’s twice as nice”’ 


The Burns Bread Knives are made of high 
grade Carbon Steel, also Stainless Steel, 
hand ground and highly polished. The 
handles are made of Cocobolo wood, which 





NEW YORK 


is also hand finished and polished, and 
KNIFE CO. fastened to the steel with three brass rivets. 
Walden, Please write us for catalogue and prices. 
New York, 
U. S. A. The BURNS Mfg. Co., Syracuse, N. Y. 
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pockets of your clothes, the handles are genuine 
stag and the longer you carry this knife the red- 
der and more beautiful will these handles become. 
They are riveted on by skilful and painstaking 
workmen so as not to work loose; the springs are 
set in properly, not one hundredth part of an inch 
out of the way which you can tell by the walk and 
talk of the knife; also the tanges are perfectly 
ground and you will note the outside of each blade 
is crocens finished.” By this time your customer 
has asked you several times, “How much is the 
knife worth?” and you have not mentioned price 
a single time; but you have done the one essen- 
tial thing in real salesmanship and that is to 
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Hyco Brand 

Forks—one large 

> and one small. 
Will handle all 
kitchen require- 
ments. 


A good fork is a 
kitchen necessity 


There is no place where harder 
service is given to a fork than 
right in a kitchen. A fork to be 
a good investment must stand 
the test of heat, cold and all 
sorts of conditions. That’s why 
in building up a multitude of 
satisfied customers you should 
sell them Hyco Brand Forks. 
none are made to serve long and 
well. 


Hyco Brand Kitchen Cutlery 


a complete line—ten tools in all 


Ifere you find a tool for every kitchen 
need. A line that sells fast and earns 
the dealer a fair profit. Made in stain- 
less or carbon steel with white or black 
glazed rubberoid handles. Securely 
riveted. 

Write for particulars on how to build 
up cutlery business on the Hyco line. 


Hyde Manufacturing Co. 


Southbridge, Mass., U. 8S. A. 
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create a desire. End your talk by telling him: “I 
have told you all I think you want to know about 
this knife; but if there are any additional ques- 
tions I shall be glad to answer them.” His next 
question will be, ““How much is it woth?” Your 
answer should be, “After you have listened to 
what I have said you may have an idea I am try- 
ing to sell you a very expensive article in view of 
all the expert workmanship and the high grade 
material, yet the manufacturers have succeeded 
in keeping their goods down at a price within 
the reach of all persons of moderate means. The 
knife will cost you three dollars.” This talk takes 
four or five minutes to give—your profit has been 
nice and you have accomplished still another 
thing: that man will go out and say Mr. H 
knows his business and he certainly knows his 
merchandise. A customer like that outside with 
a sweet taste in his mouth as a result of his visit 
to your store is worth money to you. All dealers 
can get these little sales talks and helpers from 
the circulars sent out by the manufacturer to be 
distributed by him to his trade, if he will take a 
little time to read and absorb their contents. Do 
not throw all these things in the waste basket nor 
destroy without reading all letters which come 
through one cent postage because gems of very 
productive thought are ofttimes contained there- 


in. 














Draw More Customers to Your Store by Featuring 
Auto Magnetic Shears 


The No. 7500 Shear sells as soon as it’s 
seen and will appeal to every woman. 
It is magnetized to pick up needles; 
blades are specially hardened and cut 
true from pivot to point. 

Patented Tempered Steel Spring holds 
blades in perfect alignment. No adjust- 
ment is necessary. 


25c to $1.00 sellers. 


Send for a sample and full 
particulars of our complete 
line. 


Eversharp Shear Company 
2000 Knowlton St., Bridgeport, Conn. 








No. 7560 
6 in.-7 in.-8 in.-9 in. 











“Anchor” Brand Kitchen Knives we. 3519 
rhe ~~ S 
LAMSON & GOODNOW MFG. COMPANY ——— 
Factory Stelberne Pulls Sass ew York Oe 96 Worren Street 


Natural stained handles, assorted shape biades. 
Write for catalogs. Order from your jobber. 
LAMSON & GOODNOW MFG. CO. 
Shelburne Falls, Mass.. U.S. A. New York Office: 36 Warren St. 














Save 25% 


on 1881 Rogers or 
Oneida Community 
Twenty Year Par 
Plate Tuxedo [Pat- 
tern Gray Finish. 
Contents 6 each Tea- 
spoons, Tablespoons, 
Knives, Forks: one 
each Sugar Shell and 
Butter Knife. 
Our special price. 
without tray, bulk 
set $595. Lots of 
25 or =~more — sets, 
$5.75. 
If you want to increase 
ann your profits write for 
snoscbeesssnrseserensensesesbesesenentenewensenwesssenneene® . Eg Rn 
MIT TT cL CL our pare catalog 
TUXEDO BUFFET SET 
Write now. Don’t delay. 

JOSEPH HAGN COMPANY 

Manuf acturers—D istributors—Wholesale. 
Dept. HA, 223-225 West Madison St. 


lustrating hundreds of 
bargains in clocks, cut- 
lery, silverware, etc. 





Chicago, tllinois 
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Additions to “Red Devil” 
Line 

Smith & Hemenway Co., Inc., Irving- 
ton, N. J., makers of “Red Devil” me- 
chanics’ tools, has recently developed 
a tool with the idea of meeting the 
actual everyday needs of the mechanic, 
electrician, lineman, machinist or other 
skilled artisans. It combines a husky 
plier and a powerful wrench which it is 
claimed takes the place of pliers, pipe, 
monkey “S” wrenches, etc. It is a 
self-contained tool kit, because it is 
designed to embrace a multitude of 
practical tools. 

The “Red Devil” Giant Grip is said 
to handle the most stubborn nuts or 





bolts just as easily as turning a cotter 
pin. The leverage applied in a new 
way gives a non-slip grip to round, 
square, or hexagon shaped objects, and 
holds on. The adjustment may be 
changed from a plier to a wrench in- 
stantly, and is said not to slip. Forged 
from steel and tempered for super 
strength. “Red Devil” Giant Grip No. 
444 is made in 7% inch size. One tool 
is mounted on an attractive display 





card and five are individually packed 
in a carton. 

The company has also sensed the 
need for special labor saving tools for 
radio assembling jobs, adjustments, in- 


stallations and kindred work and has | 


designed and placed on the market two 
types of pliers. 
Radio side cutter No. 


and reamer 


39 is said to have an unlimited number | 





It cuts wire, makes loops, 


of uses. 
reams holes in wood, rubber and metal, 


etc. The long thin nose reaches places 


inaccessible to the ordinary pair of 


pliers. 

“Red Devil” radio plier No. 40 has 
a snipe nose, for making loops in wire, 
tightening terminals, etc. 

The handles of both fit snugly in the 
hand, and are said to be designed so 
they cannot pinch the fingers. The 
cutting edges are sharpened and set to 
cut and stay sharp. Made in 5 inch 
$1ze. 


Steel Bar Bench Vise for 


Garage and Home 


A strong light vise designed for the 
home-work bench and garage is being 
marketed by the Prentiss Vise Co., 106 
Lafavette Street, New York. 





‘ls general 
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| It is constructed with a sliding bar 


of cold rolled steel which is said to 
insure perfect fit and ease of opera- 
tion. The three inch jaws are of 
hardened pipe with detachable steel 
jaw faces which may be renewed and 





an opening of 3% inches. While a cen- 
tral bolt, nut and washer are furnished 
for fastening the vise to a bench as a 
swivel base, two bolt holes are also pro- 
vided for permanent fastening. 

No. 161% with code word “Sand” 
painted in dull black with orange 
trimmings and bright parts highly 
polished—weight 13 lb. 




















“Special” Mirro Preserving 
Set 


To stimulate summer sales for 
dealers and to encourage more home 
preserving, the Aluminum Goods Man- 
ufacturing Co., Manitowoc, Wis., is of- 
fering a special Mirro Preserving Set. 

With the warm early spring that 
in most sections of the 














country, berries and fruit have an 
early start. 

Naturally, this will mean more home 

| preserving and more preserving profits 
'for the dealer who is ready for this 
| business. 
The set consists of a 12 quart Mirro 
| Preserving Kettle, a Ladle, a Fruit 
Funnel, and a Measuring Cup—the 
|'basic preserving equipment’ every 
‘household needs. A striking window 
poster is packed in each carton of six 
'sets. Newspaper cuts are furnished 
| free upon request. 








Combination Padlock Needs 


No Key 


said to work simply and effectively, has 


'been placed on the market by the De-| nature. 


‘fender Lock Co., Inc., 68 Cliff Street, 


|New York, N. Y. 
| It is unique in that it works by 
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“combination” which is said to “lock” 
even more securely than the key-lock. 
The. combination is constructed by a 
series of rings contained within the 
padlock and capable of 1024 combina- 
tions of which the owner may take his 
choice. If for any reason a “new lock” 
or “combination” is desired, it may be 











immediately arranged for by changing 
the order of rings. 

It is quickly operated in the dark or 
light. Detailed instructions come with 
every lock and will be found interest- 
ing and easily understood. 





Display Board for Vichek 
Tools 


An attractive tool display board of 
the Vichek Tool Co., Cleveland, Ohio— 
contains a clever appeal to the pros- 


VECHEK 
a ofe) ik 





pective buyer of tools. The bold in- 


A padlock known as the Defender, | vitation, “Take Off The Tools You 


Want!” shows a knowledge of human 
An automotive tool board, put 
out by the same company, is an equally 


effective display and contains the same 


psychological appeal. 











Sell 


EVEREDY 


the Fully Guaranteed 
BOTTLE CAPPER 


HE Everedy Bottle Capper is ful- 

ly guaranteed against breakage 
through inferior material or faulty 
construction. 


We stand back of Everedy—always 
—unconditionally. 

The harvest time to sell these Cappers 
is right now, when everybody is bot- 
tling summer beverages, catsup, etc., 
at home. 

Put Everedy on your counter, ready to 
demonstrate, and every woman who 
comes in will realize she needs one— 
and shell tell her friends where she 
got hers. 


Everedy Bottle Cappers 
Retail Prices 


With rubber padded steel base . $1.50 
With steel base (plain) . 1.25 
With wood base 1.50 


THE EVEREDY COMPANY 
5 East Street 
Frederick, Md. 










Order from your 
jobber. Also ask him 
about the Everedy 
Strainer Set, or 
write us. 
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| Credit Situation Helped by 


| Court Decision 
A rendered by the United States District Court 
for the New York District, which if it is sus- 
tained on appeal as I predict it will be, will greatly 
enlarge the powers and usefulness of mercantile 
associations, and therefore lead to the organiza- 
tion of many new ones. 

The decision in substance is that the members 
of an association may agree with each other that 
where a customer owes money to any member, all 
the other members may refuse to sell such cus- 
tomer except for cash. It has generally been be- 
lieved that this would be illegal, but it unquestion- 
ably affords a splendid protection against loss 
through dead beats. The law has for a consider- 
_ able time been settled that a mercantile associa- 
| tion may operate a credit department through 
| which the names of the delinquent customers of 
the members can be circulated among the gen- 
' eral membership. If the information has been 
_ carefully assembled and is not maliciously cir- 
_ culated, but only for the benefit of the members, it 
| is privileged like the credit information circulated 
by mercantile agencies. Never before, however, 
has any court given an association the right to 
unitedly refuse credit to a buyer who had failed to 
pay a member. The entire mercantile world 
should pray that the decision be affirmed on 
appeal. 

The case in which the decision was made was 
interesting. It was brought by the United States 
against the Fur Dressers’ and Fur Dyers’ Asso- 
ciation, Inc., and the charge was conspiracy in 
restraint of trade. It seems that the members of 
this association have for years been losing money 
by reason of bad debts. Not only were the debts 
bad because the debtors were financially ir- 
responsible in many cases, but also because many 
of them were for small sums and it would have 
cost more to go to law about them than they were 
worth. 

Therefore the members devised a scheme to 
send to all the members each month a list of buy- 
ers who owed any member money and to unitedly 
refuse to do business with such buyers except for 
cash. The plan was wonderfully effective, but the 
Government attacked it as a conspiracy in re- 
straint of trade. 

My own opinion, if any one is interested in it, 
is that no court will declare this plan to be in re- 
straint of trade for two reasons: first, it does not 
deprive the buyers who suffer from it of anything 
to which they have a vested right. Nobody has a 
right to credit. You can’t compel anybody to sell 
you on credit, no matter how honest and substan- 
tial you are. Therefore in losing credit you lose 
nothing which you can demand. Second, refusing 
credit to a buyer who has proven unworthy of it 
by defaulting on a righteous obligation is just and 
fair. 

The court took this view, citing the enormous 
number of insolvencies in the business covered 
by the association, which had come about because 
the members had no adequate method of protec- 
tion. This lay in prevention, the court thought, 
rather than in efforts to collect after the debt was 


MOST important court decision has just been 



































incurred. I quote from the decision :— 
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The provision that lists of customers who 
have failed to pay their overdue accounts to 
members of the association, shall be distributed 
to members of the association for their infor- 
mation, and that no delivery of goods shall be 
made to any person by any member so long as 
the name of that person appears on the list ex- 
cept upon payment of cash or by check upon 
the delivery of goods does not go beyond the 
reasonable requirements to correct the abuses 
which have crept into the trade. The provision 
discriminates against none other than those 
who do not pay agreed prices for services ren- 
dered to them. 

Not every agreement which suppresses com- 
petition or restrains trade is illegal. Only such 
agreements and combinations as unreasonably 
— competition or restrain trade are il- 
egal. 

The rules of the association provide every 
conceivable method to prevent the listing of 
customers other than those who have failed to 
pay their bills, and every conceivable method 
for the immediate release of every customer 
from the list upon the payment of his bills. 

Only the names of customers who have not 
paid their accounts are listed, not the names of 
the members nor the amounts that the cus- 
tomers owe the members, nor the names of cus- 
tomers who owe less than $100 or who honestly 
dispute unpaid accounts. 

Information as to financial responsibility of 
customers and the lien which the law gives are 
not sufficient to protect. 

Although the association has been operating 
nine years, the Government has not proved or 
even attempted to prove any injury to any one. 
There you have the basis for the most valuable 

~~ - protecting — — saat _— 4 — 
of. e main reason dead beats flourish as they do, 

keep going as they do, is not that they can cheat Who sells 
one merchant — ranger can ng “~~ and it Refrigerators 
isn’t apt to be a killing matter. It is because a - 

dead beat has been able to cheat one merchant and in your town? 
then go to another and another and another, who 
not knowing the fate of the first would often Why not get your share 
freely grant credit. If all the merchants in a of profits atts dhe teen 
territory were banded together in an association Chall line? 

to carry out the plan upheld by the court in the os 

fur case, the dead beat would be limited to one Handsome, durable, easy 
killing and that probably not very large. It is one to clean, ice savers. A size 








of the greatest things that have ever happened to and price for every ¢us- 
business men. (Copyright, May, 1925, by Elton tomer. Scientifically made 
J. Buckley, Esq., Counsellor-at-Law, 643 Land a a yee 
Title Building, Philadelphia, Pa.) vere 
experience. 
Send for Catal 
Sidnine Thun Buy peiaeatoaine 
rite your jobber or us. 
To “sell” a customer suggests too much the old : See cuts how stace in 
“‘the-buyer-beware” tactics and the later-day methods Hardware Buyers Cata- 
of the David Harum type of horse trader. Nobody eae. 
wants to be “sold.” Everyone is eager to be helped 
to buy. That is why daughters and mothers, hus- Challenge Refrigerator Co. 
bands and wives, and friends habitually accompany Grand Haven Mich. 


Established 1883 


each other on shopping trips—to help each other with 
sincere advice about buying. And the nearer to this 
ideal relationship the clerk can approach, the more 
sincere his or her advice is considered, the better for 
the sales figures. | 
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The ROOSEVELT 


“ADJUSTA”’ 
WRENCH 


This new wrench fits all 
shapes of nuts and covers 
95% of all uses of a 
wrench. 

Will handle go% of all 
exposed nuts on all makes 
of automobiles. 


Retails at 
$1.00 


West of Denver $1.25 


Length 8 ins. Weight 13 ozs. 
Made of cold rolled steel case- 
hardened. Adjustable with 
thumb or forefinger to 1/32nd 
of an inch. 

Masters 24 sizes of hex. nuts 
and 8 sizes of square nuts from 
3/16 to 14% ins. Cannot slip. 
If unable to obtain this wrench 
from your jobber, we will ship 
direct at dealer prices. Sample 
sent to rated dealers. 




















| Roosevelt Mfg. Co. 
| 53 West Jackson Blvd. 
Chicago Ill. 


























*/ Prevents 
istortion 


A necessity for every screen door, but particularly so where 
there are children in the house. 

Each bar and its end brackets rigidly formed from one piece 
of steel. Finished in dull black baked enamel. Installed in 


5 minutes. 
Manufactured by 





THE DONLEY MFG. CO. 


10585 Quincy Ave., Gleveland 








Buy them 
from 
your jobber 








THREE i= 
26',28',50"°& 32" LONG\, 















CASE 








The Northwest Turns the Corner 


(Continued from page 84) 





“Why ought I to continue farming and barely 
eking out a living, when I can get big money in 
town? I’m going to quit the farm.” And often 
he does. 

Of the many factors that enter into farm fail- 
ures, these, admittedly, the farmer can’t control. 
But there are other causes that he can control, 
and with these we are familiar—too much of one 
crop, lack of foresight and business capacity, lack 
of capital, too much land, too much credit, poor 
farming methods. 

Better farming methods, we have been told, 
will go a long way toward preventing another 
serious agricultural depression. And here is a 
paradox. The collapse of 1920 was both harm- 
ful and beneficial. The benefit? This—the aver- 
age farmer of the Northwest, particularly the 
wheat grower, has learned a lesson. He’s chang- 
ing his ideas on farming. For years, business 
men and farm experts have been urging the 
farmer to improve his methods. And now he is 
listening, and he’s trying out some of the newer 
ideas, and he’s finding that they work. 

One of the most convincing proofs of the change 
are the figures on crop acreage, from 1920 to 
1924, for the four States. Wheat acreage, except 
in Montana, has taken a decided drop, while 
acreage in other leading crops shows a marked 
trend upward. At first glance it would appear 
that in Montana the farmers are determined to © 
stick to their wheat and forget about other crops; 
but the increasing acreage in other crops is con- 
tradictory. Rather, it seems, the figures indicate 
a trend toward diversification, but at the same 
time a rapid growth in the extent of improved 
farm land. But that we may see for ourselves, 
here are the figures. 


MINNESOTA 

1920 acreage 1924 acreage 
ree 2,880,000 1,527,000 
Se 518,000 766,000 
SS ae 3,288,000 4,512,000 
BG. Piiie cow w ued 3,702,000 4,266,000 
RE Cig bias shel witd 895,000 962,000 
SS Satie den udads 320,000 659,000 
wikaow aNd 319,000 367,000 

NORTH DAKOTA 

1920 acreage 1924 acreage 
ee 8,916,000 7,436,000 
i rinsinnatiins anatase 974,000 953,000 
0 ee 569,000 1,221,000 
DE, wow ake ceewe eld 2,518,000 2,746,000 
nn Sicwvdueculen 1,085,000 1,524,000 
I my bakes sh die ec akeaeeeel . 761,000 1,925,000 
Potatoes .....scee- 83,000 153,000 

SOUTH DAKOTA 

1920 acreage 1924 acreage 
I os uso. se eve dia 2,930,000 2,406,000 
Py <6 5:04 tawwsale we 205,000 224,000 
eee 3,650,000 4,629,000 
Re 2,219,000 2,442,000 
MNO nce ce vwves 1,028,000 854,000 
ee 220,000 426,000 


PEE -ccwewe cows 75,000 79,000 
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MONTANA 

1920 acreage 1924 acreage 
Co cuxckcaw ens 2,787,000 3,498,000 
re ere 59,000 138,000 
ee ee 184,000 566,000 
ee vavtdedaneeen 533,000 720,000 
Pe  sxtheadwalen 64,000 112,000 
ae 407,000 253,000 
ere 40,000 37,000 


In North Dakota, it will be noticed, the acreage 
in rye decreased, but at the same time there was 
a big increase for corn. Rye acreage in North 
Dakota increased rapidly from 1920 to 1922, but 
then it declined. In South Dakota exists a similar 
situation. In Montana, in contrast to the other 
States, there was a decline in potatoes and in flax. 
In the other States, however, flax acreage has 
grown rapidly, for flax is a money-maker. 

Thus we see to what extent agriculture in the 
Northwest is changing. The one-crop farmer is 
losing out. The average farmer realizes, now, 
the advantage of cutting down his acreage in 
wheat and planting, say, part of his land in corn, 
in potatoes, in cereal crops such as oats, rye, barley 
and flax; or in grass crops such as timothy and 
clover. He realizes, too, that usually it’s advan- 
tageous to raise poultry and perhaps a few hogs 
and a few dairy cows. Why? The answer is 
obvious. If any one crop or product on his farm 
fails, he still has his other products to fall back on. 

Diversification, then diversification and rota- 
tion of crops, largely is the answer to the farm 
problem of the Northwest. But diversification, 
be it understood, must be taken with due consider- 
ation of such factors as location, the type of land, 
climate, market accessibility and demand, and so 
on. A farmer in one State may raise, successfully, 
certain crops, but those same crops for another 
farmer, perhaps in a different part of the same 
State, may be unprofitable. And so, too, with 
live stock. The territory east of the Red River 
and to the north, farm experts predict, will de- 
velop into an excellent hog-raising section; but 
east of the Red River extensive raising of hogs 
is looked upon as unwise. 

The raising of cattle in the Northwest in past 
years has been more or less haphazard, but for- 
tunately, in this activity, as in raising crops, the 
farmer is improving his methods. Not only are 
there cattle on more farms, but the cattle are of 
a better grade. The introduction since 1920 of 
more corn, and the increased proportion in the 
acreage of feed crops, such as oats and barley, 
have laid the foundation for a more extensive 
stocking of farms. Pastures of sweet clover per- 
mit many more animals per acre, and through the 
use of alfalfa and soy beans for hay, livestock 
production is still further developed. 

Dairying, as an exclusive enterprise, is not ma- 
terially increasing. And perhaps it’s just as well. 
The market for dairy products is down; and be- 
sides, the average farmer, whose experience in 
dairying has been limited to the milking of a few 
cows, has learned that successfully to enter dairy- 
ing on a big scale requires a lot of experience and 
considerable capital. For the wheat grower to 
leap overnight into extensive dairying, might be 
disastrous. If the farmer wants to work into 
dairying on a big scale he may do it gradually, 
and with a fair degree of safety. 
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ANKS that know the hardware business from a 
hardware man’s point of view are not many in the 


United States. 


The Mechanics & Metals National Bank of the City of 
New York is particularly fortunate in that its official 
staff numbers those who have had actual experience in 


the hardware business. 


This experience is at your service. Write us about 
your banking problems; call on us when in New York 
and permit us to show you what a combination of know- 
how and ample resources can accomplish. 


THE 


MECHANICS & METALS 
NATIONAL BANK 


OF THE CITY OF NEW YORK 


Capital, Surplus and Profits, $26,500,000 











The Improved air duct increases the heating 
capacity about 30 per cent in our 


WASHINGTON 


HOME 


“No—This is not 
a Victrola” 


(Patent Applied For) 





FURNACE 


Placed above the floor, hence saves 
the cost of digging cellar. 


Products circulating, moist heat for 
five to seven rooms. Only stove or 
furnace ever built without name plate 
or advertisement on the outside. 


(Name is molded on the inside of 
front door.) 


Beautiful grained mahogany finish 
harmonizes with finest mahogany fur- 
niture. (Also in plain finish for one- 
third less.) Made in the same plant 
in which we manufacture 100,000 
Washington Stoves and Ranges an- 
nually. Can ship promptly, as we 
now manufacture fifty furnaces per 
day. 


Hot Blast Fire Box 


Correct location of water pan. Most 
beautiful and most expensively con- 
structed furnace now on the market. 


Gives the consumer an excellent value 
and the retailer a handsome profit. 


Write today for exclusive agency 
plan; your district may be open. 


Gray & Dudley Company 
NASHVILLE, TENN. 


‘‘We melt more than 100,000 ) penayte of 
Southern pig Iron per day.” 
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Recent Boost in Postal Rates Reduces Charges 


Commission, so far as I have been able 
to ascertain, is in the recent case of the 
Kennecott Copper Company, where a 
member of the Commission is said to 
have given out a statement for publi- 
cation, but even in this case this state- 
ment was not authorized by the Com- 
mission.” 


Commission Makes Compre- 
hensive Order 


N important order to cease and de- 
sist has just been issued by the 
Federal Trade Commission involv- 

ing an important principle of merchan- 
dise distribution. The respondents, 
who are the members of the Missouri- 
Kansas Wholesale Grocers’ Association, 
are required to discontinue their at- 
ment was not authorized by the Com- 
pany, a manufacturer of soaps, wash- 
ing powder and cooking fats, because 
that company has inaugurated a sales 
policy of selling both to retailers and 
wholesalers at the same price for equal 
quantities purchased, thus becoming a 
competitor of the respondent jobbers 
and conflicting with what the grocers’ 
association calls its “code of ethics.” 

The universal application of the prin- 

ciples underlying the decision of this 
ease lends great interest to the text 
of the Commission’s order which forbids 
the respondents from obstructing the 
interstate business of the Procter & 
Gamble Company. 


Acts Constituting Conspiracy 


1. By the practice of urging and in- 
citing members to cancel orders placed 
with such manufacturers and to stand 
as a unit in refusing to handle any of 
the goods of such manufacturers. 

2. By the practice of suggesting, 
urging, and inciting said members to 
make special cooperative sales effort 
in favor of :o-called loyal manufac- 
turers and in special opposition to 
manufacturers selling to jobbers and 
retailers indiscriminately. 

3. By the practice of concertedly 
withdrawing or withholding patronage 
from manufacturers who sell indis- 
criminately to jobbers and retailers and 
concertedly favoring with their patron- 
age manufacturers who sell exclusive- 
ly or chiefly through the jobber. 

4. By the practice of reproducing and 
circulating for the benefit of the mem- 
bership generally, bulletins which con- 
tain communications from _ various 
members and from jobbers belonging to 
other wholesale grocer associations, 


(Continued from page 81) 


urging united action of the sort de- 
scribed in Paragraphs 1, 2 and 3 hereof. 

5. By the practice of circulating 
among said members communications 
from the secretaries of other whole- 
sale grocer associations urging united 
action of the sort described in Para- 
graphs 1, 2 and 3 hereof, and stating 
that such united action was being pur- 
sued by the jobbers in the territory of 
other associations. 

6. By the practice of calling for re- 
ports from said members as to whether 
any jobber in their respective localities 
was handling the goods of manufac- 
turers selling to retailers and jobbers 
indiscriminately. 


Must Not Attack Sales Policies of 
Manufacturers 


7. By the practice of urging coopera- 
tion among and between said members 
to defeat the sales policy of manufac- 
turers selling indiscriminately to job- 
bers and retailers as a warning to other 
manufacturers disposed to adopt a sim- 
ilar sales policy. 

8. By the practice of circulating 
abuse and ridicule regarding manufac- 
turers who sell indiscriminately to job- 
bers and retailers and regarding job- 
bers dealing or disposed to deal with 
such manufacturers. 

9. By the practice of circulating in- 
formation among said members to the 
effect that they were acting or had 
acted unitedly or in individual harmony 
in refusing to handle goods of manu- 
facturers selling indiscriminately to 
jobbers and retailers. 

10. By the practice of urging said 
members to report for their mutual in- 
formation the degree of success attend- 
ing their efforts to supplant the goods 
of manufacturers who sell indiscrim- 
inately to jobbers and retailers with 
the goods of manufacturers who sell 
exclusively or chiefly through the job- 
ber. 

11. By the practice of cooperatively 
soliciting assurances from manufac- 
turers that they would remain loyal to 
the Association’s contention that it is 
improper and illegitimate for manu- 
facturers to sell jobbers and retailers 
indiscriminately, and of giving united 
assurance to such manufacturers of 
special selling efforts in return for said 
loyalty. 

12. By the practice of inducing or 
attempting to induce so-called loyal 
manufacturers or others to sever busi- 
ness relations with jobbers who handle 
the goods of manufacturers selling to 
retailers and jobbers indiscriminately. 


Hoover -Protests Depart- 


mental Practice 


N energetic protest against the 
burdening of busilt.ess men by 
governmental departments which 

annually send out thousands of ques- 
tionnaires calling for records, reports, 
and other data on a multitude of sub- 
jects was registered by Secretary of 
Commerce Hoover in the course of an 
address before the National Chamber 
of Commerce at its annual meeting here 
last week. He said: 

“There are a great many bureaus at 
Washington which are given to import- 
ant economic research. The boundary 
lines which separate these bureaus, 
one from another, are necessarily in- 
determinate. The business man who 
is accustomed to receive a bombard- 
ment of questionnaires from these es- 
tablishments has good reason to dread 
the extension of federal encroachment 
upon business. 

“In this case if replies were complete 
enough to be of any value a low esti- 
mate of the cost to the citizen of mak- 
ing the returns would be fifty million 
dollars in bookkeeping alone. One 
firm stated that a reply. would cost 
them $20,000. A country doctor com- 
plained it would cost him $100. 


Peremptory But Without Legal Basis 


“This case illustrated another point. 
The questionnaire carried every ear- 
mark of peremptory demand, yet as a 
matter of fact no citizen was required 
by law to furnish the information asked 
for. Such activities are a definite 
form of oppression. They lend them-. 
selves to doubtful constitutional prac- 
tices of search and inquiry.” 

Mr. Hoover also protested against 
the continuance of many useless bu- 
reaus which duplicate each other’s work 
and the overlapping of departmental 
functions which annually cause a 
tremendous economic waste. In em- 
phasizing the necessity of finding a 
prompt remedy for the condition com- 
plained of, he said: 

“What we need is three primary re- 
forms; first, to group together all agen- 
cies having the same predominant major- 
purpose under the same administrative - 
supervision; second, to separate the. 
semi-judicial and the semi-legislative 
and advisory functions from the ad- 
ministrative functions, placing’ the 
former under joint minds, the latter- 
under single responsibility; and third, 
we should relieve the President of a 
vest amount of direct administrative - 
labor.” 





Two New Branch Offices 
Established by Westinghouse 


The establishing of branch offices at 
Tampa, Fla., and at Chattanooga, 
Tenn., and the resulting changes in 
personnel of the Atlanta District Or- 
ganization has been announced by the 
Westinghouse Electric and Manufac- 
turing Company. These changes went 
into effect May 1, 1925. 


W. L. Southwell, formerly merchan- 
dising manager at Atlanta, will be 
branch manager of the new branch 
office at Tampa, Fla. 

W. W. Ballew, formerly manager of 
the Central Station Division, will here- 
after be branch manager for Georgia, 
located at Atlanta. 

A branch office will be opened in 
(hattanooga, Tenn., and J. C. Boesch 


is appointed branch manager of that 


office. 
J. G. Simpson is appointed manager 


Reading matter continued on page 118 


of the Central Station Division at At- 
lanta, for the Atlanta territory, and 
will be responsible for the sale of sup- 
ply apparatus; for the present, he will” 
also be acting manager for the Trans- 
portation Division, Atlanta office. 

T. N. Lide, manager of the Indus-.- 
trial Division in the Atlanta territory, . 
located at Atlanta, will also be respon- 
sible for the Marine Division. 

. H. Atkinson is appointed man- 
ager of the Merchandising Division of~” 
the Atlanta office. 
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CHATILLON SCALES 


Popular with Hardware Dealers 


A hardware dealer must exercise care in the brand of scales 
he sells, for in almost no other article he sells does inferior 
quality become so readily apparent. Chatillon Scales comply 
with the requirements of all Weight & Measure Departments 
and are guaranteed to stand the test of the 
most exacting sealer. That is exactly why so 
many hardware dealers prefer to sell Chatillon 
Scales. They back up a reputation of almost 
ninety years’ standing with satisfactory opera- 
tion in actual use, which after all, is the deter- 
mining test. 















In the Chatillon Line there are scales for 
every purpose. All are carefully built from 
finest materials by experienced craftsmen. 


They cost no more—Buy the best. 


Ask your jobber 





No. 4266E Circular Spring Balance 


JOHN CHATILLON & SONS 


Established 1835 
85-99 Cliff Street New York City, N. Y. No. 263G Circular Spring Balance 














Knife- Seven 
Handle Sizes 
Model 


6” to 21” 





To Dealers Who Have Never Sold Coes Wrenches 


The merchant who sells Coes Wrenches knows Some time ago we came into possession of. five of 
their quality—we don’t have to “sell” him. our Knife-Handle Screw Wrenches. These wrenches 


; ave their users an average service of 27 years. 
The dealer who has never sold Coes Wrenches is s & y 


the man we are after. We'll state our case briefly: The shortest service was 22 years—the longest 40 
years. These wrenches are still in good operating 
We have made screw wrenches for 84 years. They contitte: 
are sold in practically every city in the United States, 
in Canada and also in foreign countries. They are If any dealer would like to sell wrenches that 
sold only through legitimate Jobber and Dealer “stand up” like these and will confer with his Jobber 
channels. —he’ll learn something to his advantage. 
COES WRENCH CO. Selling Agents 
J. C. McCARTY & CO. 29 Murray St., New York 
t4 M ° 99 
In Business Since 1841 JOHN H. GRAHAM & CO., 113 Chambers St., New York 


Worcester Mass. FENWICK FRERES 8 Rue de Rocroy, Paris, France 
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Letters of Bill ClarkK—Window Scout 


Bill Clark, of Martin G Clark, Hardware Retailers, Sets Dotwwn Some of His Impressions 
of Spring and Summer Displays in a Series of Letters to His Senior Partner 


Dear Mart: 

This is the place that has gone down in cocktail and 
poetry as the town that’s forty-five minutes from Broad- 
way. All depends which and what Broadway. Id like 
to see you get there in that time by your Ingersoll from 
Broadway and Main, Callarsville. Not with all the 
express service in the world on that darn branch tree 
line could it be did. 

When I saw a sign labelled as Mechanic Street I 
started to explore it. Said I to my little 5 feet, 10 inch 
self (I can’t get hardware measurements out of my 
head) this must be overrun with hardware stores. It 
had a promising start, with the City Hall (as red tiled 
as a house afire) and a large women’s specialty shop, 
at each corner. 

But the only thing hard was the sidewalk I tramped. 
The nearest thing in our line was a furniture store. I 
was clearly off the scent, for the more or less tempting 
odors of foods didn’t sniff like sawdust, tools and paints 
to me. I did some shoe mileage back again to Main 
Street. I walked up and down both sides for at least 
eight blocks. The several hardware retailers must have 
been having some sort of a celleluoidbration, for their 
windows, like certain oil stocks in which you were crazy 
enough to invest some of our working capital, were way 
below par. 

Soon as our town gets busy enough, we must 
specialize. I’m not thinking the same way as you are, 
Mart, when that bold buccaneer streak on your grate 
aunt’s side gets you in its grip, and you offer a twelve 
cent can opener at two for a quarter. That’s your idea 
of a special, but it ain’t mine. In the bigger places the 
hardware stores specialize more and more. One will 
Pelmanize on marine hardware; another on cutlery; 
another on builder's tools; another on home equipment. 
Even if they don’t specialize, they departmentize so 
that the goods don’t run into each other. Seeing a traffic 
cop doing a lot of arm wagging on Main treet sent an 
idea running through my vanes. Say, Mart, if ever a 
store needed a traffic cop, steer me to our hardware store. 
How the hell do you expect to increase your turnover 
by letting the paints run into the allylumum ware; the 
tools into the poultry netting; the cook stoves into the 
cream separators. Every time I pass that run down 
farm of Joe’s up on the hill, I itch to keep the chickens 
out of the pig pen, and the pigs out of the house and the 
cows from snacking on the vegetable patch. Does the 
example strike home, Mart? 

That same night, to quote a movie caption with a 
classical touch, I held up traffic for ten minutes outside 
W. G. Dawson and Co., Inc., 510 Main Street. Daw- 
son’s call themselves ““The House of Specialties.”” It’s 
hard to place this store in any kind of a classification 
for Dawson’s seem to specialize on lighting, heating 
and cooking appliances. I could not keep my eyes off 
the large white enamel gas cook stove that looked kind 
of lonely at the rear part of the trim. It wasn’t so 
much the stove as it was the sickly green light that gave 


it a shower bath. I turned green with envy and wanted 


to bust the window and bring that green spotlight along. 
Colorfully yours, 


BILL 


NIAGARA FALLS, N. Y., 
Tuesday. 
Dear Mart: 

As I leaned across that contraption they call the In- 
ternational Bridge which would have been the scene of 
many a bloody battle were it in Europe, and took a long- 
distance view of the sudsy, foamy mass they call the 
Falls, it sent an idea radiating about my system. I’m 
going to do lots of sharp shooting with that Impish 
camera of mine roundabout these parts, even if the 
mists from the Falls take the fresh creases out of my 
panties. It will be worth a quarter to have them pressed 
again if the fillums turn out all right. Every time I 
pass along Washington Street in the summer time and 
see Mother Winsberg on the back porch scraping away 
at the wash board, I feel an itching desire, brought 
on by a few moskeets in the neighborhood, to let her 
try out an electrical washer for a week. However, I 
will pay a social call, as she is very friendly to me, 
and show her my collection of snapshots. Especially 
those of Niagara, on which I will lecture at length on 
electrical power. It will give me a good opening and 
here's hoping she will take the tactful hints to heart 
and her pocket book. 

Niagara Falls is overrun with souvenir places, but 
wandering up and down the leading downtown Street 
I found at least one hardware store ready to do busi- 
ness with any of the natives. There seems to be no 
demand for saws, water cans and garden hose by the 
souvenir gunning tourists, which is a wonder. I slowed 
up before the large establishment of the Elderfield 
Hartshorn Hardware Company and stood before the 
attractive windows in quite a studious mood. Deep 
thinking stuff trying to memorize a bunch of striking 
window cards. Said one: 

‘If the ad says—At All Good Hardware 
stores—You can buy it here.” 

Another said: 

“It’s a pleasure to please our customers. 
When you need hardware, think of this 
pleasant place to get it.” 

Says a third: 

“It’s not what we want to sell you. It’s 
what you want to buy that counts here.” 


Said a fourth: 
“Your money doesn’t satisfy us unless 
the merchandise you buy satisfies you.” 
Said the fifth and last: 
*“‘Remember—if inconvenient to come 
in—call us on the phone. We want to 
serve you.” 


Be good, stay good and make business good. 
BILL 
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Modern Homes 
Want 
Modern Door Butts 


Owners of modern residences with hand- 
somely finished doors are usually particular 
about the Hardware. 

They want hinges that will add to appear- 
ances—not detract. These people are quick 
to see and appreciate the superior qualities 


of the 


GRIFFIN 


‘*The Door Butt of America’’ 


The pleasing design of these hinges and 
the attractive finish give a touch that adds 
beauty to the home. 

These strong, all!-steel hinges also give the 
right kind of “‘service’’ every time the doors 
are opened and closed. 








The Griffin is made in its entirety in our 
own mills—each butt wrapped in moisture 
proof paper and packed one pair in a box 
with screws to match. 

We want these popular butts which are 
finished in the various Griffin hardware fin- 
ishes to reach you and your customers in 
good condition. , 





Let us send Catalog and quote prices 


GRIFFIN MANUFACTURING CO. 


ron Sta) ERIE,PENNA. 74w.Lake'St.chicago,Ii. 


45 Warren St.,New York 

















‘Perfect 


GIT 00 AAA EET AA MAI 


The “Tomorrow” Customer 


‘Really don’t expect to buy today. I saw some of that 
Screen Cloth you have in your window so I came in out 


= | 
of the rain—been putting it off ‘til spring.” 


‘ UDLOWSAYLOK 
laf it (* rim : ° ° a 
WIRI Cf). (hat’s something like the trend of conversation. He 

115 MO | should be encouraged! Tell him something about “‘Per- 


fect” and “Nikolite’’ quality and durability. 


" 
Ft 


NISHOe “AINTED SCF 
ce PRO Wire CLOT” 


NIKOLITE 


L DOUBLE PR It won't take long to sell him. He wasn’t quite ready to 
‘er buy, but “Perfect” was too much of a temptation to “put 
mo off ‘til tomorrow” what was just as easy to do today— 
with the assistance of “Perfect,” a sale is made. 


See your Jobber. 





UHL LL A 
Ludlow -Saylor Wire Co. 
St. Louis Missouri 





— 
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“Our trade doesn’t want to take 
any chances 
That’s why we have always carried 
Excelsior Brand. 
made to keep the pictures on the 
wall, and if is always true to length.” 


with picture cord. 


We know it is 





American Wire Fabrics 
Corporation 


subsidiary of 


Wickwire Spencer Steel Co., 
Inc. 


General Offices 
41 East Forty-second Street, New York 
Western Sales Office 
208 South La Salle Street, Chicago 


Worcester Buffalo Philadelphia Cleveland 
Detroit San Francisco Los Angels’ Seattle 














Shop Equipment 
of Steel 





Tool Cabinet 


A great helpin keeping tools 
from wandering. The shelves 
are adjustable on 3” centers. 
Thedoor hasacylinder lock. 
Dimensions: Height, 36°’; 
Width, 24"; Depth, 16”. 


DAVID LUPTON’S SONS CO. 
2235 E. Allegheny Ave. Philadelphia 


Bench Legs ; 
_— 5 premet steel, Unit 
electrically welded, these . 
Lupton Bench Legs are Shelving 
light, strong, and dur- 
abie. Height, 31°; ship- 
ing weight, 25 Ibs. 
hey accommodate 26” 
to 33” tops. Excellent 
for shop, factory, or 
shipping room. 


Cheapest in the long run 









Light yet sturdy steel 
shelving units which are 
easily moved. Shipped 
assembled ready for im- 
mediate use. Madein 13 
different styles to meet 
every storage problem. 
Dimensions: 7’ high, 3’ 
wide, 1’ deep. 


NY or all of these items of equip- 
ment are priced only slightly 
higher than corresponding items made 
of wood, but they will last many times 
longer. Lupton Steel Shop Equipment 
will not warp, splinter, nor rot, and, 
on the whole, will prove to be the 
most economical. 


Write to us for detailed information 


Founded 1871 











Curiosity 
Creates 
Customers 


A good window display is the 
best cutlery salesman you can 
engage. No man can resist the 
elitter of a well-arranged knife 
assortment; it stops him every 
time. Once his interest is 
aroused it’s an easy step to a 
profitable sale; profitable not 
only in the gain from that one 
sale, but in the building up of 
good-will for continued busi- 


ness. 


The merest novice of a win- 
dow-trimmer can qualify with 
the best by taking advantage of 
the display ideas in Hardware 
Age. 
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IN YOUR PRODUCT 


Moderate cost, long service, high efficiency 
—what more can you ask? These are the 
factors which have created a nation-wide 
demand for “COMMERCIAL” Annular 
Ball Bearings. They are readily adaptable 
to all classes of service and not only sustain 
thrust loads of 50% of their radial load, 
but sustain radial and thrust loads simul- 
taneously. 





A TYPICAL INSTALLATION 


This type A “Commercial” Annular Ball 
Bearing—CS-643—is one of an_ unlisted 









)) Commercial (() 


series for shafts from 3/16" to 34” diameter. 


Extensively used for conveyors, counter- 
weight sheaves, small wheels, machines ot 
various kinds, etc. The flange in many 
cases simplifies and reduces the cost of 
assembly. 
Send for Illustrated Catalog 
Prices and Discounts 


THE SCHATZ MFG. CO. 
Poughkeepsie, N. Y. 
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HUAN 





Approved! 
by the keenest buying 


brains in the country 





Through unity of effort, 
large scale production, the 
elimination of waste by the 
use of efficient machines, 
the hearty cooperation of 
satisfied employees and 
specialization, the Tubular 
Rivet and Stud Company 
has for 50 years manufac- 
tured rivets that are the 
recognized standard in 


their field. 


KARAT TTUTT 


TUBULAR RIVET & STUD 
COMPANY 


BOSTON 


Coast Represeniatwe 
J. T. MeDEVITT 


Postal Telegraph Building 
SAN FRANCISCO, CALIFORNIA 
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In a Close Corner or 
on Ordinary Work— 


The Bemis & Call Improved Adjustable “S” Wrench has 
the knack of getting around parts in confined places as 
well as providing the mechanic and layman with a gen- 
eral purpose tool. 

It is THE automobile wrench. Strongly constructed and 
easy to adjust with thumb of the hand holding it. 


A high quality B. & C. guaranteed product. Graceful in 
design, carefully hardened and tempered. Write for 


BEMIS & CALL CO. 


Springfield, Mass., U. S. A. 














THE STANDARD 
“S” WRENCH 

















HERES TH 


Im a Mechanic-/ know 


er Jhe Blade with the Reputation *® 
-_ oan 


STAR HACK SAWS 


CLEMSON BROS.Jnc — Middietown,N.Y 





The skilled mechanic, profiting by his long ex- 
perience, uses great care in selecting his tools. 


Makers Since 1883 


CLEMSON BROS., INC. 
Middletown, N. Y. 


WE HAVE SOMETHING TO TELL YOU 
ABOUT HACK SAWS. WRITE 
FOR BOOKLET. 














OBERG’S FILES 


With the trade marks 


p) C.0. OBERG &C? 
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FULLY GUARANTEED 


Circular Cut Files 





PANSAR 


Are made of the finest Swedish Charcoal-steel. 
Skilled craftsmen all over the world do know 
Oberg’s files as reliable tools worthy of utmost 
confidence owing to their sharpness, great endur- 
ance and uniformity of temper. 





Order from your jobber today, or write 


SCANDINAVIAN 
WESTERN IMPORTING COMPANY 


116 Broad St., N. Y. 


508 E. Hennepin Ave. 
Minneapolis, Minn. 


Coristine Bldg. 
Montreal, Caa. 




















Mathias 


KLEIN 


T. 
TRADE M. 
fe 


Anti 





& Sons 
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Allisteel Shelving 


| pe GHT, strong, fire-resistant— 


quickly erected or re-erected 





without special tools—and giving 10 
to 30% greater storage space. 


| Py To fit growing needs, additional units may be 
12 EE added later—or the entire installation moved 

— = — +} Bas and re-erected elsewhere. 
> xr Allsteel Shelving has innumerable uses in office, 
| store and factory, with low initial expense and 

















c 









D t, - : , Poa no upkeep. The Allsteel mark on shelving is 
ty - iN 5 = ears your guarantee of permanent satisfaction. 





(—=Z ; Z Be 2 Write for a copy of ‘‘Saving with Shelving 
- a RO 3 THE GENERAL FIREPROOFING CO. 


You Bet fas Pay 





Dealers Everywhere - Canadian Plant: Toronto, Ontario 


$189 to Squelch 
SLAMMING SCREENS 


Hundreds of your customers still slam their 
screen door with a spring. They put up with it 
because door checks have always been expensive. 
Now comes Rose with a perfect door check and 
closer for $1.80. Exactly the thing! You can make 
good profits this year cashing in on this ready mar- 
ket. Ask your jobber. 











Th ROSE 


SCREEN DOOR CHECK 
AND CLOSER 


Built right and priced right, the remaining task 
is demonstration. With this free demonstrator on 
your counter a half minute will clinch the sale. It 
is free to you with your first order. 


Frank Rose Mfg. Co., 
FREE 


Hastings, Nebr. 
DEMON yee 


It uiiieses 





coupon to your 
The General Fireproofing Co., Youngstown, O. 
Please send me without obligation a copy of your book, “Saving With 
Shelving.’’ H.A. 


SALES H2 
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SPECIAL SCREWS ~~» UPSET WORK 


pe “*MICKELED ¥ 








% IRON. BRASS LY 










<dForp. WS 





macewws WOOD —“—™ 
SCREWS 











Ilona 


(Reg. U. 8. Patent Office) 


Continental 7° nga Ma. 















Proved Best by 


Actual Test 


Tremont Hardened Steel Cut Nails 
are cut from high carbon steel that 
by actual laboratory test contains an 
Sema, anak percentage of im- 
purities. is metal is rust resisting 
to a remarkable degree and will not 
zene. crack or twist while being 
riven. 


Tremont Nails are scientifically de- 
igned to shear their way into the 
wood in a manner that assurcs @ 
strong, permanent grip. They are re- 
markable for their strength af head, 
an important feature in the con- 
sideration of the quality of cut nails. 

these mechanical  superiorities 
make admirable selling arguments 
and in the actual use of the nails 
themselves assures’ the customer 
satisfaction that is so necessary to 
the welfare of your store. 


Sell the Tremont Brand 









Tremont Nail Company 
205 Lincoln St., Boston 















Sell Them 
by the set 



































Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the user. 












It isn’t hard. Every mechanic needs the entire set in his work, and it 
resolves itself to a question of selling him once or seventeen times. Bring 
out the value of the case, its use in keeping the bits in order and near at 
hand, preventing loss, ete. Try it. 

Forstner Bits’ are the only bits that are not dependent on a center or a 
level to guide them. They cut from the outer rim. The entire surface is 
at work all the time: no jagged ends; every part of the work is smooth and 
polished. They bore their way through hard, knotty, cross grained wood, 
leaving a smooth hole and clean, polished surface. 

Let us send you catalogues, Order through your jobber or direct. 


The Progressive Manufacturing Co. 
TORRINGTON, CONN., U. S. A. 























Copyright 
1925 by 
Francis Ke il 
& Son, nc. 





Bolts shoot out perpen- 
Tt dicularly—turn and rest 
2 horizontally in tocked 
position. 





If It’s a Keil Lock 
It’s Safe! 


Safe against the jimmy, safe against 
the saw, safe against intrusion. 


Lock Safety device experts and burg- 
lary insurance companies will vouch 


for this. 


Write for literature and trade prices. 
FRANCIS KEIL & SON, Inc. 


Established 1876 
401-425 East 163d St. New York, N. Y. 
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MOE’S LINE—A Distinctive Line of 
Poultry Supplies 


Everything for the poultry raiser, 
from a leg band to an incubator or 
colony brooder. All made right and 
priced right. 

Will please you and your trade. 


Write for Catalog. 








HOEFT & COMPANY, Inc. 


(Manufacturers) 


405 N. Ashland Ave. Chicago, IIl. 


~LANDRETH’S 


Garden and Flower Seeds 
Mixed Lawn Grass 


Now is the time to place your Garden, Flower 
Seed and Mixed Lawn Grass Seed order; if you have 
not done so for this Winter and Spring shipment. 
If you would like our prices, send us a list before 
buying elsewhere and we will quote you on Seeds The user is insured against wet feet. 
of various kinds in bulk, in lithograph cartons of Made in 34” size only. | 
| Ib., Vp lb. and 14 lb. and in Flat Papers. We Diamond Nozzle The name : 
would also like to quote you on Mixed Lawn Grass. 


Please give us ” ai S H E R M A N 


Before buying for delivery after 1925 crop, send us a 
list of your wants that we may quote you if our traveler on hose nozzles and hose 


Goes not cae upen pew -ot clamps is your guarantee of 








Whenever You Sell 
GARDEN HOSE 


Protect your customers by using and 
selling Sherman Wrought Brass Hose 
Fittings. Standard for ovef 20 years. 
They give everlasting service. 

Take the Sherman Diamond Hose 
Nozzle for example. This nozzle throws 
more water farther than any other. ~ It 
gives a straight stream or a_ perfect 
spray and shuts off tight. It never 
drizzles or leaks. 





the proper time. 


We are the oldest Seed 
House in America, this be- 
ing our /I4Ilst year in the 

eed business. Had we 
not given good seeds, sat- 
isfactory attention to busi- 
ness and fair prices, we 
would not have existed so 
ong. 


Business Established 1784 


D. Landreth 
Seed Co. 


Bristol, Pa. 





COLONIAL BOY COPYRIGHTED 


a solid wrought brass coup- 
ling that is rust-proof. clear 
through and everlasting. 

Remember we use heavy 
wrought brass only. A screw- 
driver is the only tool needed 
to apply. These hose clamps 
can be used over and over 
again. Every size for every 
type of hose. 

Your Jobber can supfly 
you. If not—write us. We 
also make Brass Hose Coup- 
lings. 


H. B. SHERMAN MFG. CO Sherman Hose Clamp 
i ; ° (Patented) 


Battle Creek Mich. ° 























A GUIDE TO BETTER BUSINESS 


Heller’s Reference Book on Hardware Store Fixtures will 
be mailed free upon request to any Hardware Dealer. 
Every one of the scores of beautiful pictures and every line 
of the ‘reading matter is designed to increase sales in 
a Seen a W. C. Heller & Co. 
Many of the interesting problems solved in modernizing rn 

over 2000 Hardware Steres are made clear. Always the Montpelier, Ohio 
Dealer writes, ‘‘You have increased my sales.”’ 

The display diffienity that has baffled you has probably al- 
ready been solved in one’ of these many Hellerized stores. and without obligation on mys 
It need bother you no longer. Ask for your copy of part .the reference book on 


Reference Book No. 27-A 








Coupon 


Please send without charge 


Ilardware Store Fixtures ad 


W. C. HELLER & CO, | sist Merten se 
Main Office and Factory: 
700 Wabash Ave., Montpelier, Ohio 


Eastern Display Room: 
20 Vesey St., New York City 
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Stock. 


Baltimore, Md. 


The Holland Mfg. Co. 





Reduce Your Stock—Sell Tacks by Length 


: Selling tacks by LENGTH instead of 
at OTe by NUMBER saves time for both cus- 
tomers and clerks, as the size is shown 
on the Display Cartons. 

Dealers can now meet all household 
requirements with about one-half the 
stock formerly carried, as the sizes are 
now graded in eighths instead of six- 
teenths, thus eliminating many unneces- 
sary sizes which were found to be “Dead 


Insist on getting Holland and Shelton 
tacks from your jobber. 





The Shelton Tack 


Shelton, Conn. 








Co. 
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MILWAUKEE BRUSH MFGCO 





EXCLUSIVELY 


For the Hardware Trade 


Milwaukee Brushes excel in quality—lead in 
sales and outlast others for genuine service. 


We offer a complete assortment of Brushes and 
Brooms, made of Wire Bristle and Fibre, which 
are handled by the General Hardware Trade. 


Send for Catalog No. 20 


RIS ISSscstshs 








a 


THE MILWAUKEE BrRuSH MANUFACTURING Co. 


MILWAUKEE, WISCONSIN, U. S. A. 
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RELIABLE PLASTER : 
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i) RELIABLE PASTE CO. | ret at 
| CHICAGO fp peaste Paste | 
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A new convenient way to handle Plaster 
Paris Packed in three sizes: 
One pound, two pound and five pound packages in an assorted 
barrel of 360 pounds as follows: 40 1-pound packages; 60 2 
pound packages; 40 5-pound packages; and costs no more to 
handle than bulk Plaster Paris. Write for prices today. 
RELIABLE PASTE CoO. 
3223-25 Cottage Grove Avenue Chicago, Illinois 
Dry Paste—Paint and Varnish Remover—Calcimine 
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of Hand Sprayer, At- 
omizer and Duster is 
found in the ‘‘Acme’’ 
line. You can meetev- 
ery customer’s needs 
with a smaller invest- 
ment by selling the com- 
plete Acme Line, all pur- 
chased from one house. 
Farmers Know 
‘‘Acme”’ Quality 
Every “‘Acme’”’ tool car- 
ries the “Acme” Trade 
Mark—a brand that for 
years the farmer has rec- 
ognized as a safe buyer’s guide. 


Sold by Good Jobbers 
Everywhere 


DEPT. 11 


*‘Acme’’ Toolsnever have been sold through 
general mail orderhouses. We protect the 
established jobber and dealer. National farm 
paper advertising and effective sales litera- 
ture helps you sell. 
prices and name of nearest jobber. 


POTATO IMPLEMENT CO. 


TRAVERSE CITY, MICH. 


Write for catalog, 


alue of thorough 






seit SPRAYERS 


The bugs and blight come as regularly 
S~. as the seasons, hence the demand for 

























































shelf stock—to make it accessible and con 
venient for clerks and stock men to handle with 
absolute safety—to insure quick service for whole- 


sale or retail trade 
MYERS NOISELESS 


CUSHIO 


— install one or more 
N TIRE STORE LADDERS. 


Deep tread steps, full length hand grips, rubber tires, 


overhead track system, firm construction throughout, 


eliminate vibration and noise and produce a ladder 
of ample strength for safety, convenience and 


pf [ADDERS 


STORE METHODS 
\ 
. To provide adequate storage facilities for 


efficiency One style only—neat of design— 
Y arativly finished — any height — a: a 
Lif easily i most ; . 
on request. ) “ASH LA10. 
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Anchor. Brand 


Clothes Wringers 
ARE 







The Best 
Wringess 
Made jee 


des Sifet 





= The Best Wringers Made Are 


Brand 


Anchor 





Lovell Manufacturing Co. Erie, Pa. 


Largest Manufacturers of Clothes Wringers in the World. 
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Chair 
Tips 





No. 12, 1 inch 


For the Sharp Ends 
of Rocking Chairs 


have quickly found favor with the 
trade. A positive protection against 
the sharp ends of rocking chairs. 
Durable and easily 
fitted to the rocker. 
Catalog, prices and 
terms on request. 


Elastic Tip Co. 


370 Atlantic Ave. 
Boston Mass. 





No. 13, % inch 

















READING 
CUT NAILS 


72% Greater Holding Power 
Than Wire Nails 


READING IRON COMPANY 
Reading, Pennsylvania 
Also makers of RICO Hard Cut Floor Nails, made to 


drive into hard wood without bending 
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TRADE MARK. 
REG. 


Demand Is Already Created 


Boller Mopwringers: are endorsed by Good 
Housekeeping, Today’s Housewife, Farm and 
Home and thousands of satisfied customers. 


Supply the demand already created for 
them. Sizes and styles for every requirement 
—all backed by 28 years’ experience and a 
reputation for prompt shipments and real 
dealer cooperation. 

Your Jobber will supply you. If not, write 
to us. 





“Derby Pulthru” 


PETER PyOLLER MACHINE WORKS 


126-128 N. Curtis St. Chicago, IIl. 








a: 




















128 


HARDWARE AGE 





May 28, 1925 








ALLEN Safety Set Screws 


30% Extra Strength over broached hollow screws 
—the only other kind made. By a patented 
process we increase the density of the steel 
around the socket-holes, so that even the smaller 
sizes will stand all the strain the best made 
wrench can apply. The Allen process makes 
deep, perfectly formed socket-holes—no chips in 
the bottom. The entire length of the ALLEN is 
utilized either for solid metal at the point, or depth of socket 
for the wrench. All sizes in stock from % in. to |I% in.; 
any length, point or thread. Also Socket-Head Cap 
Screws, Tap Extensions and Socket Wrench Sets. Dealers: 
Write for catalogue and sales proposition. 





The ALLEN MFG. CO. tiartrorp’ conn: 





Garage 
Specially 

















No. 50 Holder ty 








Two NECESSITIES In Every Garage 


Door Bolt 
designed for 


garages, factories, ware- 
houses and fire doors. 
Locks and unlocks top 
and bottom bolt with 


one turn of handle. 

_ Ti Garage 
| | Door 
' Holder 


and 
For 


52 032 Center Street Milwaukee, Wis. 


Prevents accidents, broken headlights 
hand or foot. 


write today to 








bent up fenders. Operates by 


prices and further information 


Phenix Mfg. Co. 

















American Steel & Wire 


WIRE =F 


Chicago, New York, Boston 
Denver, Birmingham, Dallas 
U. S. Steel Products Co. 
San Francisco, Los Angeles, 
Portland, Seattle 
BARBED: Ellwood Glidden, Am. Glidden, Am. Special, 
Waukegan, Baker Perfect, Ellwood Junior, Lyman. 
NAILS, SPIKES, STAPLES, TACKS, Hot Galv’d Nails. 
ZINC INSULATED FENCES: American, Royal, Anthony, 
National, U. S., Banner. Steel Gates. 
BANNER (formerly Arrow) STEEL POSTS. 
CONCRETE REINFORCEMENT. 
BALE TIES: Old reliable brands. 
TELEPHONE WIRE. 
WIRE for every purpose. 
Quick Delivery. Write us for selling plans. 

















Ensign Bickford is the ORIGINAL 

SAFE] . safety fuse—tested and tried by 
time and experience. 

E. We manufacture various 

brands of fuse, among 

which you should find 


one adaptable for your 
work. 








The Ensign-Bickford Co., Simsbury, Conn., U. S. A. 
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| Ice Tools and other equipment | 
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for every ice handling p 


large stock always on ~_ 


to promptly meet your re- 





rite for complete price list, 
i ca 


discount sheet, display rds. 


GIFFORD-WOOD CO. 


Main Office & Works: 7 Hill &t., 


Hudson, N. Y. 


NewYork, Boston,Chicago,Pittsburgb ff 


HN 





Through our national advertising we have 
convinced poultry people everywhere that it 


pays to 


Stop Hatching Weak Chicks 


you sell more 1 


QUEEN 

















Look for the full name 


Russell Jennings 


stamped on the round of our 


Auger Bits 


The original double twist auger bit, patented by 
Mr. Russell Jennings in 1855 


Russell Jennings Mfg. Co. 





Chester, Conn. 


. 1124 North 14th 


with cheap incubators and to 
hatch strong, healthy chicks that 
live and grow with Queen Incu- 
bators. Ask us how we can help 


ncubators. 


St 


INCUBATOR COMPANY ] 
. Lincoln, Nebr. 




















There’s a Mine 
of Information 


vitally-important facts, live mer- 
chandising ideas and sales-produc- 
ing methods in HARDWARE AGE 
each week. Make it a habit to read 
your business paper regularly and 


thoroughly. 
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_/ Now Hardware Stores \_ 


Sell Special Hardware 
For Car Owners 


“Hit'em” Nails 
are for all auto 
and general up- 
holstery purposes; 
the handy toc 
boxes sell with 
amazing speed. 











—and sell scads of it. “Auve- 
co” handy trim supplies oc- 
cupy counter space in hun- 
dreds of hardware stores all 
over the country, selling car 
owners nails, tacks, trimming 
material and fasteners which 
so many motorists need, but 
heretofore didn’t know where 
to buy. 


Get a set of nine on your counter ; 
get the small sales many times 
repeated which run up big profits 
—and get them without adding a 
penny to your overhead. 


Order a Set of 9 from 
Your Jobber Today 


“€ Gullo-Vahicle Batts Co. 


Manufacturers 


™ 3319 Colerain Ave. 











Cincinnati, O. i 


| 











A Big Seller 


to Boat Owners 


Jeffery’s No. 7 Marine Glue is a big 
seller to boat owners, because it will 
positively make any boat leakproof so 
long as the frame is in fair condition. 
We do more than guarantee this boat 


glue; we help you sell it. As soon 
as you order 





JEFFERY’S 
WATERPROOF MARINE GLUE 


we get busy and co-operate with you. 


Send you Dealer Helps, provide you with Interesting 
Booklets with your imprint, circularize in your locality 
and help you in every way. 





It is Nationally advertised—known the world over. With 
your order we send a liberal supply of Interesting Book- 
lets neatly printed with your name and address on them. 
Write for Trade Discounts now. 


L. W. Ferdinand & Co. 
150 Kneeland Street Boston, Mass. 























MILBRADT 
LADDERS 


Will pay for themselves in a 
short time by enabling you 
to wait on more trade, save 
the wear and tear on your 
fixtures and goods, as well 
as bring the appearance of 
your store up to date. 


Write for catalogue show- 
ing a large number of styles 
suitable for all kinds of 
shelving. 


Milbradt Mfg. Co. 


2411 N. 10th St. 
St. Louis, Mo. 























BURNLEY 


The Soldering 
Paste that has 


rAll re satisfied cus- 
B oo hae tomers for over 
23 years. 


Sample free. 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 











CARY’S 
Universal 
Box Strapping 


ge 


XK STRAT 


Made of soft steel through 
which nails can be driven 
easily. Put up in coils of 
300 feet and packed 20 coils 
in a case. Every coil is 
equipped with our patent 
metal hanger which makes 
it a complete -reel. 


CARY’S 


Saw Edge Joint Fasteners 


Cary’s Continuous Cutting Edge Saw 
Tooth Fasteners are made of the best 
quality Cold Rolled Strip Steel, insuring 
a perfect fastener that will not bend 
while driving. You will not find frac- 
tures between the corrugations. Special 
effort is made to have the corrugations 
uniform so that they have equal draw- 
ing strength, 

These fasteners are the only fasteners 
manufactured with a continuous cutting _ 
edge, the patents, process and machines being owned by ourselves. 
Made in various widths and corrugations, also in coils wound 
right and left, 
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Also Manufacturers of Steel Mats 


CARY MANUFACTURING CO. 


Manhattan Bridge Plaza Brooklyn, N. Y. 
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Iron Fence, Gates 
wn Vases - 
Settees 

General Iron’ | 
and Wire Work | 
CHAIN-LINK | 
WIRE FENCE 
Ask for Catalog * 












































THE STEWART IRON WORKS CO.., Inc., 225 Stewart Bleck, Cincinnati, 0. | 
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STRATTON ™ “con? ® 
HANDLES 


For Small Tools, Utensiis, Electrical caste Ete. 
Enameling, both baked and aw dried. 


STRATTON MFG. CO. Stratton, Maine 

















» QWILLIAMG 


FOR 


FORD"C” W WRENCH SETS 


An attractive three color display. A sure 
seller of this indispensable wrench set. 
J. H. WILLIAMS & 
“The Wrench People’ 
New York BUFFALO BUFFALO Chicago 






















































Robertson “Horse Shoe Magnet’ Hammers 


Permanent magnet which holds . ——— 
the tack in position for driv- SF 101 Si 
ing. Awarded the Silver Medal a 
(the highest offered) at the Panama-Pacific Exposition. 
Good profit. Write for price kst. 

Name and design trade marks registered U. S. Pat. Off. 


ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 














SH SLOYD 

KITCHEN OYSTER 

PRUNING RUBBER 
PATTERN 


PAPER 
HANGERS’ MAKERS’ 


Send 
for 
Catalogue 

















Welding Compound is best by every 
test. Makes welding of any steel as 
easy as Iron. Stock it and increase 
your sales. 


Made only by 


AnTI-Borax CoMpounpD Co. 
Fort Wayne, Ind. 














BOLT 
“VICTOR” clipper 


Send for Catalog 
ROBERTS MFG. CO., Somerville Station, BOSTON, MASS. 


ee bb 
HACK “JT FI NOX” saws 
vomit TD — csrcron 
“The Tools in Lhe Paid Bar” 
AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS... 


HACK SAWS - BAND SAWS —- SCREW ORIVERS - GLASS CUTTERS 








Fly Screen Cloth 


Attractive finish, durable 
quality. We can fill your 
orders promptly. 
Write for prices. 


B 
and i Spargo Wire Co., Rome, N. Y. 





Makers of Every 
eI Kind of Servu 
Nut and_ Bolt. 


The Corbin Screw Corporation 
The American Hardware Corporation, Successor 


229 High Street New Britain, Conn. 
Western Factory: Dayton, Ohio 














Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 


CALDWELL MFG. CO. 


9 Jones Street Rochester, N. Y. 














_ SUNBEAM 
SU INET/ HEATER 


ee Se 
This modern heating plant requires no basement, yet it heats the entire 
house. It takes up little space and is as attractive as a fine piece of 
furniture. Write today for our dealer proposition, 
THE FOX FURNACE COMPANY 
Largest Makers of Heating Equipment 
ELYRIA, OHIO 




















THE FOWLER & UNION 


HORSE NAIL CO. 


HORSE SHOE NAILS 
OF HIGHEST GRADE 





Plant e 
1000 MILITARY RD., BUFFALO, N. Y. 








|MASB. ACK PRICE SERVICE 


Keeps vou informed at all times 
of the Net Cost on approximately 
30,000 items of Hardware 


| Masback Hardware Co. Inc., SO Warren St.. New York 





BROWN & SHARPE TOOLS 


mel Nearly cave Years I | ere an Been No 


Substitute tor Brown & Sharpe Quality 
* 
Send for Small Tool Catalog No. 29 
BROWN & SHARPE MFG. CoO. 
PROVIDENCE, R.-1.,. 1 S.A 














STANDARD SINCE 1865 


For sg years Priest’s Clippers 
have given universal satisfac- 
tion. None sell so readily to 
Barbers and Horsemen. We 
make both kinds. 


American Shearer Mfg.Company 
Nashua, N. H. 
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Clarity and Precision 
AreCatalog Essentials 


These Are Our Watchwords 








CATALOGUE DEPARTMENT 
BROOKLYN DAILY EAGLE 


305 Washington Street, Brooklyn, New York 















“BrusheNu Bill” says:— 


| “Group Your Smallwares | 
on Tables and Feature 


Fast 10c Seller” 


Feve usr e I ‘ 

- — “BRUSH*NU BILE 
\ Paint Brush Cleaner | jh ean Pomme 
\ SALESMAA. | 


$50 For Two Dozen. | 
ORDER A SAMPLE CARTON OF 
YOUR JOBBER OR WRITE DIRECT. 


Brushe Nu Co. 


BALTIMORE MARYLAND 
WAREHOUSES CHICAGO _ SAN FRANCISCO 
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Scaffold Bracket 
Fixtures 


Packed in handy, attractive, 
fiber boxes for Dealer Dis- 
play. One pair, two pair, 
half dozen and dozen in box. 


Orville E. White 
1000 Bauch Bidg. 
Lansing, Michigan 











The Lansing-Company 
Lansing, Michigan 
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Quality Hand Screws 
Are asked for by 
name. | 
Display them and sell 
them. 

Catalogue “B” gives 
complete information. 
Ask us for 8” x 10” 
Counter or Window 


Display Cards. 


ADJUSTABLE CLAMP CO. 
216 N. Jefferson St. Chicago, Illinois 


Hammacher, Schlemmer & Co., Distributors in New York. 























Once Your Trade Knows— 


you are carrying the Detroit 
line in stock, you are assured 
of profitable sales and satisfied 
customers. 
The No. 36 is a good style and 
size to start with. It is well 
balanced and simple to operate 
—the popular one quart ¢ca- 
pacity with pump in handle. 
Heavy polished brass_ tank. 
Burner of special design. 

, Order from Jobber or write us. 


Detroit Torch & Mfg. Co. Detroit, Mich. 


New York Office: 45 Warren St.; Canadian Rep. George P. Fraser, 
39 Tyndale, Toronto; Kettmann & Ten Byck Sales Co., 2131 E. 
9th St., Los Angeles, Calif. 














TRADE-MARK 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 


YN) 5 Ot OO) 298, 


SAMSON SPOT, PHOENIX,and SACHEM BRANDS 
Clothes Lines, Masons’ Lines, Shade Cord 


Awning Line, Dumb Waiter Rope, etc. 


Send for catalog and samples 


BRAIDED CORDS - COTTON TWINES 











Sells Well for Many Uses 


Radio builders say this is the handiest vise made 

for radio wo 

It is also very popular for use 
in the garage, workshop and 
home. 


Made with a swivel base and 
3%4-inch jaws which open to 4 
inches. Weight 19 _ pounds. 
Attractive bright Red finish. 


Very rugged. Sells readily at 
a liberal profit. 


Write us for details and prices. 
ROCK ISLAND MFG. CO., ROCK ISLAND, ILLINOIS 











Belt Punches 
Spring Punches 


Arch Punches 


Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: Leather 
Workers’, Trimmers’ and Upholsterers’ and Plumbers’ Tools of superior 
quality. 

The above tools will please your customers, as well as our famous Round 


and Oval Punches. 

Remember we have had 99 years of successful manufacturing experience, 
employ only skilled workmen and use the finest quality of materials in 
making our p. ducts. 

We stand back of every tool we make. Try us. Write for Catalog 
and ce 


C. S. mame & CO., NEWARK, N. J. 


TABLISHED 1826 
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An Effective Low Cost Contact with Hardware Man- 
ufacturers, Manufacturers’ Agents, Jobbers, Jobbers’ 
Salesmen, Retailers and Retail Salesmen. 1 inch “Box'’. 


No illustrations accepted for these pages. 
Allow seven words for Keyed Box Number Address. 


All Capitals, 
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4 insertions, 10% off: 8 insertions 15% off 





, 1925 





4.00 

.08 
5 00 
4.00: 


Peet eee seesevoeseeseee eevee eo eo01e eee eee ened eee ee 6 


Remittance Must Accompany Order 


50% off the above rates for Positions Wanted Advertisements 





Business Opportunities 


Business Opportunities 


Positions Wanted 








. -FOR SALE 


Cement Coated Wire Box Nails 


errr TTT Tee 4d 
600 MEET TTT TT TTT 5d 
450 werTrTT TTT TT 6d 
950 wT _p wee oehecapeuesee 7d 
Plain Wire Nails 
Pen ssccaesne 7d Box 
1200 ” §$peennweth 12d Common 


Above Nails are in our’ Brooklyn 
Warehouse. 

Low prices will be quoted on any, or 
all, of the above quantities. 


J. K. Larkin & Co., Ine. 


253 Broadway, New York 














FOR SALE—STOCK AND FIXTURES. Up- 
to-date, old established hardware store in a grow- 
ing and prosperous Pennsylvania town of 35,000 
population, also the county seat with a large rural 
trade to draw from. e store was equipped less 
than a year ago with the latest Warren Fixtures. 
Stock will invoice about $20,000.00. Address 
Box G-601, care Harpware AGE, New York. 





HARDWARE, PLUMBING HEATING, 
TINNING BUSINESS for sale in a live manu- 
facturing town of 6000, sixty miles from New 
York in the heart of Orange County. Main auto- 
mobile highway passing through. W ill take $18,- 
000. Rent cheap. Address Box G-602, care of 
Harpware Ace, New York. 


WANTED—A MAN with $10,000 or $15. 000 
to acquire share and take part management in 
business of manufacturing juvenile vehicles in 
State of Ohio. Splendid factory and outlook for 
the future. An unusual chance to get into an 
established business on the ground floor. Investi- 
629, care ot LTARDWARE 





gate. Address Box G- 


Acre, New York. 


FOR SALE—Retail hardware and coal busi- 
ness (established nearly eight years), Clawson, 
Michigan, a thriving < im. of ne: id 7,000 peo- 
ple, 14 miles north of Detroit. Sales average 
better than $50,000 per year. Cash ‘preferred but 
terms ca nbe arranged. Reason for selling, to 
adjust an estate. For information communicate 


with L. E. DEELEY, 2012 First National Bank 
Bidg., Detroit, Michigan. 








WILL SACRIFICE FOR OUICK SALE, 
for cash, best hardware, housefurnishings, paints 
and harness store in Central Illinois town of 
18,000. Established 15 years. Address Box 
(;-632, care of Harpw \RE Ace, New York City. 





We have special facilities for bending ) 
1 and forming steel tubing in size up to 
1” OD. Our equipment is also especially 
adapted to machining small cored mal- 
) leable or forged steel parts. 

Where the above material is required 
in polished and nickel plated finish, our 
facilities for doing this work ourselves 
on a low cost are very favorable. 

We have complete marketing connec- 
tions for products of this character if 
necessary. 

Your inquiries will receive prompt at- 
tention, and quality and workmanship 
are guaranteed. 


Chicago Handle Bar Company 
SHELBY, OHIO 
Established thirty years 























WANTED—TO BUY a retail hardware busi- 
ness or part interest, in a clean live village of 
six to eight thousand. Vermont, Eastern New 
York or Western Massachusetts rege Ad- 
dress Box G-630, care of Harpware AcE, New 


York. 


WILL SELL HARDWARE, PLUMBING and 
heating business. Established seventy years. 
Surrounding country trade mainly dairy farm- 
ers; thrifty, good pay. Rent rooms for Govern- 
ment Post Office, Moving Pictures. Own build- 
ing; will rent or sell building. Bargain for 
quick buyer. Business will stand investigation. 

Us 


J. J. R. McLOUGIILIN, Poland, N., 














FOR SALE—Hardware business in busiest 
town in San Joaquin Valley, in Modesto-Tur- 
lock Irrigation District, Stock consists of kitchen 
ware, paints, general hardware, fishing tackle, 
etc. Stock and fixtures $12,500. No trade. 
lone lease. For further particulars write Box 


1468, Modesto, Cal. 


POSITION WANTED—As traveling sales- 
man for well established hardware or paint com- 
pany; 15 years’ experience in retail hardware 
and paints and as traveling salesman. Southern 
territory; Georgia or Florida preferred. Excel- 
lent references furnished. Address Box (5-627, 
care of Harpware AcE, New York. 





POSITION WANTED BY SALESMAN with 
six years’ experience selling high grade line of 
cutlery and mechanics’ tools in the territory of 
Atlantic Coast States. Would consider any terri- 
tory. Thirty-one years of age Address Box 
(5-625, care of HARpWARE AGE, New York. 





SALESMAN, WELL OUALIFIED for any 
line advertised in Hardware .\ge, desires to 
connect with manufacturer or jobber, calling on 
trade in Eastern Tenn, and Piedmont section 
of the Carolinas. Know manufacturing, adver- 
tising and merchandising. Age 37. Integrity, 
honesty. and _ ability unquestioned. Address 
Box G-631, care of Harpware Ace, New York. 


—-— 





Help Wanted 


WANTED—EXPERIENCED MAN _ FOR 
BUILDERS’ HARDWARE DEPARTMENT 





J TO E_ FA- 
MILIAR WITH' CORBIN LINE PREFERRED. 
BEST OF REFERENCES REQUIRED. AD.- 
DRESS BOX G-604, CARE OF HARDWARE 
AGE, NEW YORK. 


HARDWARE CATALOG COMPILERS — 
We need one or two first-class, experienced, 
competent hardware catalog compilers. Good 
pay and steady position if make good. Address 
with reference, Box G-620, care of HarpWARE 
Ace, New York. 








SALESMAN, COVERING PAINTS, §hard- 
ware, roofing supply and general stores, to handle 
as side line manufacturer’s complete line of roof- 
ing paints, cements, asphaltums and compounds. 
Territory assigned only if our line is not com- 
petitive with yours. If qualified, commissions 
can easily average fifty to seventy-five dollars 
per week. Write, stating experience, ‘lines han- 
dled = and territory covered. lOMESTEAD 
PAINT MFG. CO., Homestead, N. ] 


EXPERIENCED SALESMAN WANTED 
for the State of Maine and Northern New Hamp- 
shire to sell our well known and advertised Star 
line of dairy barn equipment and hay tools. Sal- 
ary, expenses and opportunity to make a bonus. 
HUNT, HELM, FERRIS & CO., Post Office 
Box 231, Albany, N. Y. 








HELP WANTED—One or two experienced 
builders’ hardware salesmen, capable of estimat- 
ing contract work. Unlimited opportunity with 
large house in Middle West. Address Box 
(;-623, care of Harpware Ace, New York. 


SALES MANAGER WANTED 
By eastern hardware jobber. State your 
qualifications in full in first letter. Corres- 


pondence will be considered entirely confidential. 
Box G-636, care Harpware Acre, New York City. 








POSITION WANTED—Pos'ttion with an up- 
to-date hardware company, where ten years’ ex- 
perience in the general hardware business would 
be appreciated and mutually enjoyed. Have 
had five years’ experienc in buying and three 
years of store management. Thirty years 0! 
age, married and can furnish excellent refer- 
ences. Address Box G-618, care of Harpware 
Ace, New York. 





HARDWARE BUYER—Have been associated 
with large wholesale hardware jobbers in South- 
ern and Middle Western States and have the abil- 
ity to take full charge of a general line as head 
buyer and sales developer. Twenty-five years’ 
experience. Fifty years old. Highest business 
references as to qualifications. Address Box 
G-614, care of Harpware Ace, New York, . 





SALESMAN WELL KNOWN in the Middle 
West amongst hardware and paint and_ wall- 
paper dealers and jobbers would like to get in 
touch with a firm looking for a man on Exp. 
and Com. basis. Address Box G-635, care otf 
Harpware AcE, New York. 





Sales Accounts Wanted 





LIVE WIRE SELLING ORGANIZATION. 
desires exclusive agency New York, New Jersey 
and Philadelphia, good manufacturer of hard- 
ware or household specialties. Well-established’ 
with jobbing trade, and selling retailers by way 
of missionary work. First class references, Ad- 
dress Box G-616, care of Harpware Ace, New 


York. 





RELIABLE AND WE nae ESTABLISHED 
manufacturers’ agent with San Francisco and Los 
Angeles offices can handle another line of hard- 

ware; builders’ hardware preferred. Article 
must have merit and be factory rated. Calling 
on jobbers, retailers and department stores in 
ten Western States. Address Box G-626, care of 
HARDWARE AcE, New York. 








Positions Wanted 


HARDWARE EXECUTIVE (retail) with 
twenty years’ successful Western experience in 
merchandising hardware and kindred lines, now 
managing large hardware business, contemplates 
change. He would like to come in contact with 
reliable Eastern corporation that is desirous of 
opening Western distributing office. Highest pos- 
sible references. Address Box G-612, care of 
Harpware Ace, New York. 








}) HARDWARE AGE, 


New York, N. Y. ) 
Gentlemen: 
The results from our ad which ap- 
peared in your publication were very 
gratifying, having received between fift, ! 


and seventy-five replies, resulting in 
several sales connections, 
Very truly yours 





(Name on request) ; 

































May 28, 1925 


HARDWARE AGE 








~ 
N 
Oy 
SSS 






W 





SS 


SS 
SSS 





SS 








\e 
Oy 
RRQoyw 
SS 








Sales Accounts Wanted 


Sales Representatives Wanted 





HIGH PRESSURE REPRESENTATIVE 
intimately acquainted and well introduced with 
chain store trade desires exclusive sales agency 
New York, New Jersey and Philadelphia for re- 
sponsible manufacturer of hardware or household 
specialties capable of large turnover. Address 
Box G-624, care of HArpware Ace, New York. 





TO MANUFACTURERS—Are you getting 
the results you anticipated in the marketing of 
your products? If not, answer this, as the adver- 
tiser is well known from the East Coast to Den- 
ver and through all the South. He can no 
doubt help you if your line is right. Address 
Box G-634, care of HarpwareE Ace, New York. 

OLD ESTABLISHED FIRM—Live wire or- 
ganization located in Philadelphia will take on 
another manufacturer’s line to sell to wholesale 
or missionary work to retail trade. Staple ar- 
ticles desired; heavy hardware, builders or con- 
tractors supplies preferred. Address. Box G-633 
care of Harpware Ace, New York. 























SPECIALTY SALESMAN, calling on hard- 
ware and radio jobbers, to handle specialty of 
unusual merit on commission basis. To experi- 
enced and successful salesmen exclusive territory 
will be assigned. State full particulars regarding 
field covered and give references. Address Box 
G-608, care of HarpDWARE AGE, New York. 





A GOOD SIDE-LINE FOR TRAVELING 
SALESMEN. Several experienced men wanted 
to sell a well-established, advertised felt weather 
strip to hardware and house furnishing whole- 
salers. Commission basis. When writing state 
experience and territory. Address Box G-617, 
care of HARDWARE AGE, New York. 











Let Us Help You Word 
Your “Want.” 








Sales Representatives Wanted 





SIDELINE SALESMEN WANTED)—To sell 
Dunlhno felt base floor covering to hardware 
merchants, Big demand, small samples, Itheral 
commissions paid weekly. Mention territory 
covered and references. Walter D. Dunn Co., 
Camden, New Jersey. 





WE REQUIRE THE SERVICES of an ex- 
perienced, first-class salesman or sales organiza- 
tion selling the jobbing trade nail sets. screw 
drivers, etc. No objection to having the line 
carried in connection with other lines providing 
and proper representation is given. Not repre- 
sented at present in this territory. Address Box 
G-622, care of HArpwarE AcE, New York. 








COMPETENT, ESTABLISHED SALES 
REPRESENTATIVES required to handle high 
grade line of ash cans and other tinware items. 
State territory covered and lines carried. liberal 
commission. Give full details. Address Dox 
G-628, care of Harpware Ace, New York. 














Adjustable, 


UNIVERSAL 


UNIVERSAL 


Two sizes will clamp any hose of any 
diameter. Made from cold rolled steel out of wire. 
No rough edges to cut hose. 


Trademark on every clamp and car- 
Get them from your jobber—or write us, 


minute. Everlasingly leak-proof. 
Hose Clamps. 
ton. 


INDUSTRIAL 
Hackensack, N. J. 





HOSE 
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Put on in less than a aT] 
Order Universal = 
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QO. Lindemann & Co. 


CAGES 2” 


35-37 Wooster Street, New York 






al 

















all over the United States. 


minimum cost. 





Make Your Wants Known 


If it’s Hardware you have for sale or want to buy— 
make your wants known in HARDWARE AGB, the “News- 
business” paper of hardware retailers and wholesalers 


HARDWARB AGE will bring buyer and seller together at 


~ REQUIRES 
ONLY 


HEAT” 











SAMPLE 
FREE 

















“They Have a 
Bull Dog-Grip? @<—— = 





Manufactured by 
U. S. Clothes Pin Co., Mortpelier, Vt. 
Sales Dept. 
1015 Union Bank Bldg., Pittsburgh, Pa. 


The “TORREY” 
A Real Man’s Razor 


Send for Catalogue of Full Line 


J. R. TORREY RAZOR CO. 
WORCESTER, MASS. 














Economy 
Hose Attachments 


For connecting hose to smiooth 
faucets. Slips on and off easily. 
Economy Mfg. Co. 
5850 Germantown Ave. 
Philadelphia, Pa. 











—CHALK— 
STANDARD CRAYON CO. 


Danvers, Mass. 


LL. TTT «nn eareninonennencrnmareennecenecmensmemmeeem® — (easeresaesaneensennnreenareanmanencttermanensamemansies © a as fo 


| CARPENTER’S 
















American Can 


BLACK IRON GALVAN 


American Can Company 














Oil, Molasses and 
Dairy Gates 
Perfection Pattern. 
Made in All Styles. 
Syracuse Stamping 
Cc 





°. 
Syracuse, New York 


SILVER LAKE 
SASH CORD 


NET WEIGHTS FULL LENGTHS 
Sliver Lake Co., Newtonville, Mass. 


EYELET TOOL CO. 














Metal, Pu Tubes, Punches 
kinds and sizes made to order. 
Booklets free. Established 1858 





190 Dorchester Ave., Boston, Mass. 








J. L. THOMPSON MFG. CO. 
Waltham, Mass. 


Tubular and Bifurcated 


=—RIVETS— 


ELEVATORS 
DUMBWAITERS 





Write for our catalog 
Energy Elevator Co. 
211 New St. Philadelphia 








Easily first in the manufacture of 


Tools for Stone-Working 
Send for our Catalogue—FREE 
TROW & HOLDEN CO. 


Barre Vermont 


“AXES SCY THES 


Scythes since 1812, Axes since 1800 


RIXFORD MFG. CO. 











East Highgate, Vt. 
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THE ADVERTISERS’ INDEX is published as a convenience and not as a part of the advertising contract. very care will be taken to index correctly. 
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HOLD IT IN TOWN! 


Mail order houses are buying from 300,000 to 500,- 
000 interchangeable wrench sockets (not Snap-On) 
per week! Eighty per cent of their business must 
be with farmers. Just estimate how many millions 
of socket wrenches per year to the farmer trade 
alone! And this is only one group of users. The 
car owner, and every factory, mine or plant having 
machinery, is also buying socket wrenches in in- 
creasing numbers. 


Are the mail order people supplying the socket 
wrench needs of your customers? We wish that 
you would make a few comparisons and see the 
tremendous advantage our tools will give you in 
holding this business in your town. Write for facts. 


Snap-On Wrench Company 


Factories Milwaukee 


Motor Tool Specialty Company 
Sole Distributors—14 E. Jackson Blvd., Chicago, II. 


Distributing Branches in 17 Principal Jobbing Centers 


Snap-On Dealers: Try This! 


Take the first four or five farmer = > 
car owners that come into your © exer Your patti. 

store to the Snap-On Cabinet, Ra NE ess onmag 
show each the Snap-On Set for Specie 

his car in the “What Car Do 
You Drive?” book. Show him, 
also, the set of nine square sock- 
ets which he can use on any of 
his farm implements. 


We believe that—on the first 
effort—you can sell two or three 
of the five—$7 to $10 worth of 
Snap-Ons. Now, check over 
your stock in your mind and see 
if there are any other $7 or $10 
sales on which you can make 
any more money. 


Snap-on 


INTERCHANGEABLE 


Socket Wrenches 






















































HARDWARE AGE 


In answer to the call for a pipe vise with a larger range 
than our Junior vise but not as heavy as our No. 1 or No. O 
Vises, we introduce the new No. X Genuine Armstrong 
Pipe Vise. 


It has the same quality and high standard of workmanship that 
have been such factors in the success of all 


Genuine Armstrong Pipe Tools 


Like all other hinged pipe vises in the complete Armstrong line it 
is made of the best malleable iron obtainable, with hardened tool 
steel jaws that grip, hold and release work faultlessly. 


All parts are interchangeable—any part can be quickly replaced 
if necessary. 

The weight of this vise is 6 pounds—the range \% to 2 inches. 
The demand already created. 


Write for list price and discount. 


The Armstrong Mfg. Co. 


Our Only Addresses 


Main Office and Factory, Bridgeport, Conn. 
N. Y. Office, 101 Lafayette St. 


The New 


The Only Makers Of The Genuine Armstrong Pipe Tools 


This is 
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Fans want distance 
~and Brandes Headsets get it/ , 





If you want your customers to know 
the real range of their radio sets, be 
sure you sell them a Brandes, too! Why Brandes? 


If you want really satisfied customers, a a 
let them hear how clear their sets matched in tone. 


can be—through a Brandes. Because the hard rubber 


caps are comfortable 
and efficient. 


Fans want distance—and they want . 
‘ . Because the headband is 
clarity. They get ’em both—and get adjustable and extreme- 


"em always—with a Brandes! ly comfortable. 
Because the twisted cop- 
per tinsel cord will 

never wear out. 


Because each headset has 
to pass twenty-two tests 


and inspections. 
Because each headset car- 

ries the Brandes money- 

back guarantee. 


The name to know in radio 









































GUTH PORCELAIN ENAMEL SWITCH PLATES 








Instant Popularity! 


Guth Porcelain Enamel Switch Plates are so at- 
tractive; so different from the usual grimy, tar- 
nished, unsightly switch plate, it’s no wonder the 
demand is spreading like a tidal wave. 

The public is quick to see the value of Switch 
Plates that harmonize with any decorative scheme 
and retain their look of newness forever, especially 
when they cost no more than ordinary switch 
plates. This approval means bigger profits for you. 
Don’t lose out on your share. 


Guth Porcelain Enamel 
Switch Plates 


are manufactured to fit any size or type of switch 
up to twelve gangs. They are finished in white, 
old ivory, gray, blue, pink, green and brown. 
Their permanent porcelain finish will not peel, 
check, lose color or tarnish. Each plate is per- 
fectly insulated and may be cleaned quickly with 
a damp cloth. Write for descriptive literature 
and special dealers’ prices. No obligation, of 


course, 





Tumbler 


Switch Plate 


This attractiye 
display board 
showing Guth 
Porcelain 
Enamel Switch 
Plates in 7 
assorted types 
and colors— 
Free with your 
first order of 
100 plates (or 
4 standard 
packages. ) 





Standard 


Push Button Plate 





She FI OWIN EF. Gur ComMPANY 


DESIGNERS -ENGINEERS-MANUFACTURERS 


Lighting Equipment 











ST. LOUIS, U. S. A. 


Formerly the St. Louis Brass Mfg. Co., and the Brascolite Company 
BRANCH OFFICES (Sales and Service) In Principal Cities 












































UTA 


Made In Salt Lake City 





Super Reflex Speaker 





















ERE it is—a neat, com- 

pact and trim speaker 
—that gets distance, gives 
beautiful tone—volume— 
and you can offer it at a 
price that will appeal to 
your customers. Only Utah 
offers it. 





GUARANTEE 


Buy a UTAH and use it 
for two weeks. Compare 
its tone with the best 
others are able to produce. 


If the UTAH does not 


give at least 50% better The Utah Super Reflex 
reception, return it to your Speaker is built on a new 
dealer and he will cheer- mie r Utah Radio E 
fully refund your money. ee ta a 
gineers have perfected it. 


vw It attracts immediate atten- 
tion. Every radio fan is 
interested in seeing just 


& how it works. It is a real 

radio loud speaker—not an 

adapted phonograph horn. It perfectly meets all of the 
peculiarities of radio reception. 





You have never seen or heard a speaker at equal price 
that will equal Utah Super Reflex reception. Its tone is 
sweet and clear. We cannot over-emphasize the perfect 
reception of the Utah Super Reflex Speaker. After 
hearing it you might easily expect it to sell for much 
more than it is priced. You can easily sell a large 
number on excellence of reception alone. Its popular 
price is an extra and added inducement. 


You know the instantaneous response of the public to a 
radio innovation. This is one of the most notable im- 


The Perfecting Principle 


Utah engineers have carried loud 
speaker efficiency one step further. By 
3 added deflections of sound they have 








produced a tone quality unequalled. The 
Utah Super Reflex stands just 8%” 
high and measures 6” across at the base. 
By principles of deflection it provides in 
small compact space a tone cham- 
ber the equal of a long horn loud 
— It is an exclusive Utah 
idea, 


Tone-Quality—Volume 


A New Exclusive Idea in Loud Speakers 
Improved Reception at a Price that 
Means Big Quick Sales and Profits 


$ ] .00 
Act quick—stimulate sales now—be the first — 4A 


one in your town to offer this innovation 


provements in the development of loud speakers. It has 
already won approval from coast to coast. Listeners 
everywhere have been amazed at the finer reception of 
the Utah Super Reflex Speaker. 

The famous Utah guarantee stands in back of your 
recommendation. Every Utah must sell and stay sold 
on merit. Read the guarantee. 


We invite comparison of any Utah with any other 
speaker. The Utah line is built to help you build busi- 
ness and make money. With the Utah line you can 
meet every customer’s requirements. Write today for 
the Utah proposition. We will show you how to make 
real money selling loud speakers. It’s a live wire line 
for a live wire dealer. 

















Utah Standard 
Loud Speaker 


There’s a reason for 
the popularity of this 
old _ reliable. Sold 
from coast to coast 
on the strength of 
our usual guaran- 
tee. Real merit keeps 
it sold—makes those 
who hear it want one. 


Wonderful tone 
depth. Profits are 
big. There’s_ real 
money for you in 
the Utah agency. A 
goodwill builder for 
your entire line. 


$2,500 


Retail Price 
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Shez; Folding Electric lroner 





Is Taking the Country by Storm 





























The new Thor folding 
ironer fits in any kitch- 
en. About the size of a 
sewing machine when 
in use. Built to iron 
EVERYTHING. Folds 
to size of kitchen chair. 








Rolls into closet or corner 


HURLEY MACHINE CO. 











NEW YORK 
Manufacturers of the famous Thor Cylinder Washer 













LARGE SALES 
LARGE PROFITS 


Mr. McElroy, assistant sales manager of 
the Washington Water Power Company, 
Spokane, Washington, reports on their Thor 
Folding Ironer campaign which ran for only 
three weeks. 


“Beg to report 97 sales from March 9 to 
31. Prospective business in sight unlimited 
The new Thor Ironer does all that is 
claimed for it and more. Customers are 
pleased with its performance.” 


(Signed) Washington Water Power Co. 
Spokane, Wash. 


Everywhere that we ship samples, the or- 
ders start pouring in. Women in all parts 
of the country want it. Never before have 
they had offered an ironing machine that 
so appealed to them and with so many ad- 
vantages. Every machine carries Thor’s 
ironclad guarantee bond. 


Your profit on this new Thor is excep- 
tionally large. Write or wire for details. 


SAN FRANCISCO 
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Does a day’s ironing in 
a couple of hours. 
Operator sits in a com- 
fortable chair. Every- 
thing is automatic. Heat 
and power from any 
baseboard electric out- 
let. (Or gas-heated.) 





L. A. Lewis, Sales Manager, 
Washington Water Power 
Co. 


R. B. McElroy 
Asst. Sales Mer. 
Washington Water Power 
Co. 


~ CHICAGO, ILL. 


APPROVED BY THE UNDERWRITERS’ LABORATORIES, 207 E. Ohio Street, Chicago, III. 
Established and maintained by the National Board of Fire Underwriters for Service, Not Profit. 
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You Sit Comfortably 
While You Iron 


HATEVER may be ironed by hand 

with the old-fashioned hand iron, 
may now be done more perfectly and 
infinitely quicker with this modern 
HORTON Ironer. 
First of all you sit comfortably to iron on 
a Horton. Itis easy the first time, becom- 
ing easier each succeeding time. Simply 
feed the clothes into the ironer and they 
glide through without any efiort what- 
soever on your part, aside from smooth- 
ing and guiding as they pass over the roll. 
In an hour you can iron what 
ordinarily would take a fore- 
noon to do by hand. 
A distinct advantage of the - |) 
Horton is its open-all-around — 
ironing roll. Shirts, blouses, 
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children’s wear and dainty befrilled ruf- 
fles and cufis are ironed with the Horton 
open end just as easily as the finest table 
cloths or bed linens. And the work is 
beautiful—far more so than by hand. 
DEALERS: Every home wherein you 
have sold a washing machine or any 
home appliance, is a prospect for this 
wonder HORTON Ironer. Your sales 
possibilities are unlimited. Order from 
your jobber—he hasa complete stock of 
HORTON Washers and Ironers and is 
prepared to give you real serv- 
ice. If you do not know the one 
nearest you—write us—we'll 
advise you together: with full 
details regarding the depend- 
able Horton line. 
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HORTON MANUFACTURING COMPANY 


3134 Fry Street 


PURSE AND 





PURPOSE 


Fort Wayne, Ind. 


THERE {S$ A HORTON 





WASHER, 


The New 
Horton No. 34 
Electric 
To Retail et § 122 50 





Again Horton sets the pace in 
announcing this new sturdy built, 
large copper tub, electric washer. 
It isa revelation not only in wash- 
ing efficiency but in point of un- 
equaled mechanical perfection. Its 
intermediate price offers dealers a 
real opprotunity to build a firmer 
leadership inthe washing machine 
business. 


Another 


Horton Success 
the No. 40 
JI Cup Suction 





The original 3-cup Electric 
Suction Washer supplied either 
with copper tub or white vitreous 
enameltub[$5 extra). Thousands 
of dealers the country over have 
established their success and in- 
tegrity in business on this Horton 
model. It is outstanding as an 
example of washing machine 
perfection. 





Prices slightly higher in 
extreme East and West 
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Fans for Summer Selling 
Landing the Fan Nibblers 
Let’s Sell More Fans 


Some Utility Suggestions That Will Help to Make a Buyer of 
a Pricer 


The June Gift Season 
Remember the June Graduate and the Bride 

$25,000 Sales at the Asbury Park Electrical Show—All 
Merchants Participating 
This may be a suggestion for your town 

Answer the Call of the Wives 


A Practical Merchant's View of the Electrical Goods Line 


ELECTRICAL GOODS IN PICTURES 
Borrowed Comfort 
Fan and June Bride Windows 
Do’s and Don'ts of Electrical Goods Selling 
These Are Summer Radio Prospects 
Some Advertisements Merely Make Women Laugh 
From the Woman’s Point of View 
By Ethel Wan-Ressel Chantler 
Utility and Beauty Combined in Lighting the 
Sleeping Rooms 
By M. Luckiesh, Director Lighting Research Laboratory, 
National Lamp Works of General Electric Co., Nela Park 
Radio Bunk and Summer Selling 
By Arthur Sinsheimer, the man who knows 
In the Red Seal Plan House Dwells an A-No. 1 
Prospect 
How Some Progressive Stores Are Selling Lamps as a 
Part of Home Furnishings 
By Clara Woolworth 


Johnny Learns Some Don’ts About Selling Irons 


How the Department Store Has Aided in Popularizing 
Electrical Goods 


By Chester Brown, Director of Merchandise Control, 
A. I. Namm & Son, Brooklyn, N. Y 


New Things to Sell 


Five Pages of Merchandising Possibilities 
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Make Electrical Sales 
Profitable 


This will acknowledge a copy of 
ELECTRICAL GOoDS! I can see that 
it will be extremely valuable in pro- 
moting the sale of electrical appli- 
ances. 

It has been our observation that a 
great many hardware and dry 
goods merchants have been prone to 
use nationally advertised electrical 
goods as “loss leaders,” and it is 
hoped that ELECTRICAL GooDs will do 
much toward establishing electrical 
departments in these stores as an 
important and profitable branch of 
their business. M. W. ARTHUR 

Akron, Ohio. 


——<— 


Advises Use of “Plenty of 
Salesmen” 


I was especially interested in the 
editorial, “Circumventing the Ped- 
dler.”” One of the sources of a great 
deal of trouble for the central sta- 
tion industry has been the sale of 
inferior appliances by house-to-house 
canvassers who are here today and 
gone tomorrow, and whose only ob- 
ject, as you state in your editorial, is 
to get the name on the dotted line. 

We find that electrical merchan- 
dise, while it is a staple article in 
some respects, yet it has to be 
consistently pushed and the desire 
created in the minds of the public. 
Our greatest success in merchandis- 
ing lies in the liberal use of salesmen. 

If the hardware dealer would adopt 
the same merchandising policies that 
the more progressive central stations 
do, they could treble their business. 
I do not believe that there is any 
such thing as “saturation of the mar- 
ket” for electrical appliances. 

C. D. SE CHIVIRELL 
Grand Island, Neb. 



























































Because his stock turns 
twelve times or more an- 
nually, a dealer’s investment 
in Hoovers is always small. 
And because of both these 
facts, his profits nearly always 
surpass his expectations. 


THE een COMPANY, NORTH CANTON, — 
The =— nd an maker of electric clean 
The Hoo a made in Canada, at Hamilto =, tien 











































































































safiiilS is the season when millions of women are fan nibblers. Every woman 

pq wants a fan in her home, not only for the comfort it will supply to her and 
a her family, but for the more or less indefinable social prestige that goes with 
4) the home that is so equipped. 

Nearly every woman who has more than the bare necessities of life during 
the next two months will inquire the prices of fans—at least in her own mind. This is 
not idle curiosity. She wants a fan. 

The job of the merchant is to sell fans to these nibblers. Many fellow merchants 
will tell you that if they could sell fans to a fair proportion of the nibblers, they would 
do a record-breaking business. 

Perhaps they can sell a much larger proportion of these nibblers this year than 
ever before. 


AKE the negative for a moment. Why don’t more of these nibblérs buy fans? The 
mental objections are: 

1. A fan is a luxury. She has done without it and can do without it; 

2. It is seasonal. It is useful only a few weeks in the year; and 

3. Electric power costs money. 


These are the chief objections and if you can answer these, it is likely that you 
can sell many more of the nibblers. The first task in selling is to size up the resistance. 


ET the salesman set out to answer these objections before the nibbler states them. 
The facts are all that he needs and here is a summary of the landing net equipment: 


1—The fan is an economical piece of household equipment—not a luxury. I in-* 
creases the energy and comfort of a housekeeper and permits her to do more, work in _ 


comfort in a given time. It has its use in drying and airing clothing, saving:.a liberal 
fraction of the time. It saves half of the time of drying the hair. It shortens.the task 
of freshening closets and the refrigerator; of drying shoes when they have been cleaned 
and in drying fruits, if the nibbler is one who believes in this sort of saving. 

2—The fan is not seasonal. It has perhaps greater direct economic uses in winter 
than in summer. By supplying draft, it quickly starts the stubborn fire stoves, grates 
and furnaces. Placed beside a radiator or over a stove, it saves coal by making the 
greatest use of the heat. It permits a large washing to be dried in one day in a small 
laundry. Properly placed, it keeps kitchen odors out of the house. 


3—The cost of a fan and the small amount of current that it requires is really 
a splendid paying investment rather than an expense. 


The fan requires only about as much current as a single light. 

Besides the practical uses outlined above, there is to be considered the general 
effect on the household. Many a boy or a girl, or a man or a woman, has wandered 
away from home for an evening because it “‘is so hot here,” and has spent many times 
as much money as the fan costs. Keeping the boy or girl at home in comfort a single 
evening will pay many times the month’s current bill for the fan. 

These are high points of the argument. A more extended treatment of the subject 
appears elsewhere in this issue. 

So why not set out to get the nibblers in the landing net? 
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HE fan season is here, so let’s 
go. We should sell more fans 
this year than in any previous 

two years. 

Reasons: 

This will be the hottest summer 
In years, scientists state. 

The fan has been growing in favor 
from year to year as a luxury. 

Now the picture is changed and 
added to this luxury popularity 
comes the understanding that the 
electric fan is not merely something 
added, but that it can become one of 
the best and most economical all- 
year-round utilities. 

The fan differs from some elec- 
trical equipment in that it does many 
things well. Much electrical equip- 
ment is -highly specialized. 

Merchandising practice to a con- 
siderable extent has been to place 
fans in the window or on the counter 
and let the people buy them. The 
early sales were made to men who 
became tired of the hot, stuffy offices 
and who bought fans to brighten 
things up a bit and to make working 
quarters more comfortable. Usually 
the excuse was that they were bought 
for the customer. 

The big market of the fan has 
been in the office, but the future mar- 
ket is in the home. 


N unfortunate part of the situa- 
tion is that when fall came the 
fan was wrapped up and put away, so 
that the bearings would dry out 
nicely and it will give a lot of trouble 
when it is started in the spring, per- 
haps burn out the bearings, and then 
the fan has been classified not only 
as a seasonal article, but a one-season 
article. The price of the fan has 
been charged to comfort for one 
season only. 

Some forward-looking merchants 
have taken another view, and they 
are the ones who have been selling 
fans as the all-year-round invest- 
ment for the home and office. The 
arguments these merchants put be- 
hind the sale of the fans are here 
summarized for the benefit of those 
who wish to double last year’s fan 
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ets Sell More 


business in the next few months, and 
then, instead of marking down the 
fans for a fall sale, start entirely 
over to sell not only the last over- 
stock, but a lot of new stock as a 
winter economy. 

Oh, yes! It has been done and it 
can be done again. 

If you do not care to spend much 
time on preparing for the experi- 
ment, just try it out in the usual 
way. 

Put your fans in the window like 
you did last year and await results. 
Mrs. Jones, who lives fairly com- 
fortably, but who has not any too 
much money for household purposes, 
will price these fans the first day. 
That is your chance to try the ex- 
periment. She had no thought of 
buying a fan when she left home, 
and she may or may not have money 
enough with her for the purchase, 
but give her the tryout and see if she 
leaves in the same frame of mind 
that she or her neighbor did last 
year. 


HE facts are just these. Mrs. 

Jones wants a fan. It will make a 
room so much more comfortable 
when she dresses, and if she is go- 
ing to a party she will not leave the 
house with the feeling that her cloth- 
ing is all mussed up before she 
starts. Sound out many women and 
you will find this one of the upper- 
most thoughts prompting the desire 
to own a fan. 

That and the comfort on hot nights 
when the entire family will share the 
fan are the things of which she is 
thinking. It seems to Mrs. Jones 
that this idea is largely selfish, and 
few women are actually selfish in 
spending the household money. 

The big job is to show her that the 
desire to own a fan is not selfish, but 
that her dressing-room comfort is 
merely an added advantage of own- 
ing this wonder-worker in the home. 

So when Mrs. Jones rather timidly 
prices the fan, tell her some of these 
economies. There are so many things 
to tell her that the clerk is likely to 
be rather embarrassed as to how to 




















When they Ask 


fhe Pricé ~Tell 
ans them the Uses 





begin, and for that reason it is just 
as well to drop back to the household 
canvassing experience and_ the 
“canned talk” that the clerks can 
learn. At least the chief points 
should be written down and mem- 
orized by the clerk so that he will 
not forget any of them. They all 
apply to every customer. 

It perhaps should run something 
like this: 


W/ OU know, Mrs. Jones, that the 
fan is the best all-year tool in 
a household. 

Our experiments here in the 
store and in the homes show that 
it has even greater saving value in 
winter than in summer. 

Perhaps you have trouble heat- 
ing your home. If you buy the 
fan for this summer’s comfort you 
will find that next winter when 
the fire is hard to start in grate, 
furnace or stove, you will save 
a lot of time, trouble, smoke and 
kindling by placing the fan before 
the fire and supplying draft. 

Then, after the fire is started, 
by placing the fan back of the 
stove, or in front of the hot-air 
radiator, blowing into the room or 
in front of the hot water or steam 
radiator, blowing either against 
the wall or sidewise, you will heat 
the room more quickly. 

You know, Mrs. Jones, that the 
fan is the greatest aid in. drying 
laundry that has ever been devised. 
It is better than heat and leaves 
the clothing in much better con- 
dition. When dried by a fan, the 
garments are fluffy and light, in- 
stead of being stiff and more or 
less soggy, as is the case with the 
overheated room. That is the rea- 
son the best laundries use venti- 
lating fans for their drying rooms. 

And when you wash your hair 
or clean your white shoes in haste 
to keep a forgotten engagement, 
a few minutes before the fan will 
leave your hair dry and well fluffed 
and your shoes dry and cool, just 
ready to step into comfortably. 

Now the cold dinner that you 


prepare and the family is late. 
Unless you use a lot of ice and 
make a rush to prepare the table 
at the last moment, it is just as 
surely spoiled as the hot dinner. 
But with a fan in the room and its 
draft properly directed, you can 
wait with complete peace of mind. 

And, Mrs. Jones, if you are one 
of those women who deplore the 
fact that the old method of saving 
extra fruit by drying has died out 
because the modern woman has no 
convenient shed roof on which to 
place this fruit for drying, a fan 
serves that purpose excellently. 
You will be amazed how quickly a 
fan draft will dry or dehydrate 
this left-over fruit, putting it in 
perfect condition for putting away 
for winter without the hot work 
of canning it or the expense of 
supplying sugar. 

There are so many of these uses 
for a fan that I cannot begin to 
tell you all of them at this time. 
I have not mentioned, for instance, 
how much more quickly and better 
you can clean a closet or the re- 
frigerator with the aid of a fan. 
Place the fan in front of the closet, 
or the ice box, for a few minutes 
and the air is fresh and clean. 

And when you take the clothing 
out of the winter storage hang it 
where the fan draft will strike it, 
and it is fresh and clean smelling 
in a few minutes. 


"THESE are some of the direct 

points, but there are still others 
that are perhaps even more profit- 
able. You know last summer how 
many times you went out for din- 
ner because it ‘“‘was so hot and 
stuffy at home.” 

You would much rather have 
remained at home and served a 
simple and inexpensive meal. Now, 
the fan would have made that not 
only pleasant but the comfortable 
thing to do. 

The above is merely a suggestion 
of what can be done. The real way 
to go into this experiment is to begin 
with the window display. 
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A Red Seal Home 


Is an Al Prospect 


For the Occupants of This House Are Able to Use 
Electrical Goods When and Where They Want Them 





HERE the local etlec- 

trical interests stage a 
Red Seal Campaign under 
license of The Society for 
Klectrical Development, there 
will come into being Red Seal 
homes which come up to cer- 
tain minimum standards of 
wiring, 

This assures adequate wir- 
ing for the convenient use of 
electrical service in the 
homes, and in doing this, it 
inevitably must exert stimu- 
lating effect upon the sale of 
electrical appliances. 

Merchants who sell _ elec- 
trical goods will have an op- 
portunity to cash in on this 
new potential market. 


ARLY last month a man at- 
H; tached a red placard to a 
house in course of construc- 
tion in Syracuse, N. Y. It may 
have appeared to be quite a simple 
matter, but it was something quite 
unique as it marked the open- 
ing of a new chapter in the 
history of the development of 
electrical service in the home 
—in short, the Red Seal Plan. 
The purpose of this plan is 
to assure adequate wiring for 
the convenient use of electri- 
cal service in the home, and in 
doing this it inevitably must 
exert a stimulating effect upon 
the sale of electrical appli- 
ances. 

The Red Seal Plan in the 
United States is controlled by 
The Society for Electrical De- 
velopment, Inc., which has 
copyrighted it. The society, 
however, not operating for 
profit, stands ready to grant 
under its regulations licenses 
to cooperative electrical] 
leagues and properly consti- 
tuted committees throughout 





the United States whereby they may 
affix this hallmark of electrical 
quality if they will assure the 
society that only homes, which elec- 
trically conform to the standards set, 
will be so marked. 

This Red Seal Plan is intended to 
be to household electrification just 
about what “sterling” is to silver. 
Homes or apartments eligible first 
tc have this placard attached to the 
outside and later to carry upon the 
meter service boxes the Red Seal 
emblem must be wired according to 
certain requirements and must be 
examined by the local committee on 
completion of the building before the 
Red Seal is affixed. 

Once, however, this is done the 
prospective tenant or purchaser is 
assured by the presence of the 
emblem that, electrically, the house 
or apartment is of a high order and 
that after he has taken up his abode 
there he will be able to enjoy the 
best there is in electrical comfort 
and convenience. 

Already the electrical leagues of 


ELECTRIC 
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The Symbol of Adequate Wiring 
Copyright 1924, by The Society for 
Electrical Development, Inc. 
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both Syracuse and Rochester have 
obtained the necessary licenses from 
The Society for Electrical Develop- 
ment, and henceforth any house or 
apartment built in these two com- 
munities which conforms to certain 
definite standards of electrification 
will be marked with the Red Seal 
emblem. 

This plan was originated by the 
Electric Service League of Toronto, 
Canada, in the fall of 1923 and since 
then several hundred houses and 
apartments have been built in 
Toronto which conform to the elec- 
trical standards set and so have had 
the Red Seal affixed to the meter 
service boxes. To date 120 Toronto 
builders are working under the Red 
Seal plan. 

A survey of 326 Toronto houses 
equipped under this plan and 617 
houses not so equipped shows that 
the Red Seal houses on an average 
have 52 electric outlets and 10.5 
electric convenience outlets, while 
the other houses average only 28.5 
electric outlets and 4 convenience 
outlets each. 

One of the interesting facts 
about the Red Seal plan as it 
has worked out in Toronto is 
that builders have had these 
houses snapped up almost as 
rapidly as they are completed. 
Further, several large apart- 
ment houses are to be built 
under the plan this present 
building season. 

With this Canadian back- 
ground, it is expected that 
once the Red Seal plan gets 
under way in the United 
States it will exert a consider- 
able influence and bring about 
a distinct and complete under- 
standing of what constitutes 
a properly electrified home 
from the point of view of ade- 
quate wiring for the conveni- 
ent use of electric service in 
the home. 
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Che fine Of CASON 


For the Bride 


Electric fan 
Chafing dish 
Vacuum cleaner 
Electric refrigerator 
Hair dryer 
Boudoir lamp 
Curling tron 
Marcel waver 
Toaster . 
Electric washer 
Dish washer 
Electric cooker 
lroner 
Iron (large) 
Hot plate 
Percolator 
Sewing machine 
Radio set 
Ice cream freezer 
Floor or table lamp 
Waffle tron 





HE world is filled with opti- 
Tl onan Even those who are not 

optimistic about themselves are 
optimistic about others. It is from 
such a sentiment that the June gift 
season has developed into such pro- 
portions. 

In the rare June days many young 
persons set out on an entirely new 
phase of life. There are those who 
are graduated from schools and who 
are beginning their careers as more 
or less independent individuals. 
Those who are getting married are 
taking upon themselves the dignity 
of household life. 


LL the world wishes these young 
people well. These good wishes 


are the basis of this gift season. 
The practical expression of these 
good wishes is the presentation of 
gifts that will either help the young 
people practically, or add a note of 
beauty in their lives. 

For many years the division be- 
tween beauty and practicability was 
clearly drawn. The giver had to 
make his selection. There were so 
few articles that combined beauty 
and utility. 

The electrical articles come into 
this combination field and that is 
the reason why they have come so 
strongly into the June gift merchan- 
dising season. It is somewhat dif- 
ficult to break habits of many years. 
That is the only reason why elec- 
trical gifts have not monopolized the 
merchandising of this season. 


HE electrical goods merchant 

will find it profitable to do all in 
his power to turn the popular think- 
ing of June gifts to electrical equip- 
ment and appliances. Advertise lists 
of articles suitable for gifts—by 
newspapers, by direct mail to par- 
ents, friends and club associates, 
and by window displays. Place some 
of the articles in the “gift shop” if 
you have one. 

Keep the idea of gifts and elec- 
trical goods before the entire public 
all of the time, especially at this 
season. It is only a few years since 
it would have been unusual for a 
newly married couple to move into a 
well equipped electrical home. Now 
most of them do. 
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For the Girl Graduate 
Curling tron 
Marcel waver 
Hair dryer 
Vibrator 
Boudoir lamp 
Combination clock and lamp 
Combination grill and lamp 
Iron (small) 
Chafing dish 
Grill 


For the Young Man 
Study lamp 
Immersion heater 
Portable radio 
Flashlight 
Battery charger 
Loudspeaker 
Utility motor 




















$25,000 in Sales Come from the Asbury Park Electrical Goods Show 























Red flood 
lights made 
the casino 
building a 
flame-like 
structure at 
the water edge 
and it could 
be seen far 
up and down 
the beach 








The type of 
display in 








exhibits of 
non-electrical 
dealers is 
shown on_ this 
page, repre- 
senting 
furniture, 
department, 
radio and 
piano stores 


























Electrical Goods Show 
Stimulates Sales 


Everybody Profits 


ROM September to June, As- 
K bury Park is an average, 
progressive town, with a popu- 
lation of about 13,000, most of whom 
are so fixed financially that they are 
able to have a little more than their 
actual needs demand. Its merchants 
draw their trade not only from the 
town itself but from the nearby 
towns of Ocean Grove, Deal and 
others, as well as from the country 
back from the coast. 

From June to September Asbury 
shakes off its state of “normalcy,” 
thanks to its proximity to the ocean, 
and becomes a thriving, bustling 
summer resort, with the hotels do- 
ing a big business and many private 
homes turned into havens for sum- 
mer boarders. 

For this reason the Spring was 
the logical time for all the merchants 
to get together and put on an 
electrical goods show. The hotel 
people, shops and homes were putting 
things in shape for the summer busi- 
ness; they were ready to add new 
equipment to improve their service; 
they were in a buying mood; it was 
a good time to reach the housewife, 
and it was up to the local merchants 
to show their electrical labor and 
time saving wares in a way that 
would make sales. The total of 
$25,000 sales and 52,000 visitors indi- 
cates interest and buying mood. 

F. H. Smock, Commercial Man- 
ager of the Eastern New Jersey 
Power Company, which supplies cur- 
rent to 10,000 regular customers 
through that section of New Jersey, 
sensed the situation and realized how 
much could be gained by taking ad- 
vantage of it. So he got in touch, 
by letter and personal follow-up, with 
the merchants who sold standard 
electrical equipment, and invited co- 
operation in making such an exhibit 
a success. 

The largest department store sold 
vacuum cleaners in its carpet and 
rug department and small goods in 
other departments; the hardware 


from Cooperation 


stores sold lamp bulbs, accessories, 
and some household appliances; the 
plumber sold electric washers; a 
photographer sold radio; a piano 
merchant sold electric pianos, and so 
on right through the list of mer- 
chants in the town. The telegraph 
and telephone companies were ex- 
tended an opportunity to give demon- 





F. H. Smock 


strations and in this way the public 
became more familiar with the work- 
ing of other companies serving them. 

The show was held at the Beach 
Casino and the Central Station 
assumed all financial responsibility 
—renting the building, supplying the 
current for the operation of all equip- 
ment, taking care of the publicity, 
and Mr. Smock and his associates 
took charge of all the details. 

All the merchant had to do was 
to arrange his own booth in the space 
designated for him according to a 
few rules. As many national manu- 
facturers cooperated by supplying 
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HRIS SNYDER of Snyder 

& Robins, Inc., a hardware 
dealer who exhibited in the 
show said of it: 

“The interest displayed by 
the visitors convinced me that 
the time had come to push 
electrical goods in this com- 
munity and already I am 
taking steps to install an 
electrical goods department 
near the door in my store and 
to extend my lines, which have 
been chiefly table appliances. 

“IT shall add cleaners and 
some other articles at once and 
leave washers and lamps for 
later consideration. Practi- 
cally all show visitors were 
intelligently interested in elec- 
trical goods. 

“This show also convinced 
me that the Power Company 
is going to be fair in mer- 
chandising and probably will 
give up merchandising entirely 
as soon as the merchants are 
properly prepared to push 
electrical lines.” 











display material, and in some cases 
special demonstrators, there was not 
a great deal of labor involved. 

When the plans had been com- 
pleted, announcements appeared in 
the local papers, invitations were 
sent out by the merchants who 
wished to do so and the Power Com- 
pany sent a special invitation to all 
consumers on its lines, so that every- 
one for miles around knew about the 
Exhibit. 

Since the whole project was edu- 
cational no admission charge was 
made, and when the Exhibit was 
opened, with due ceremony, on April 
21 the townspeople turned out in 
force. Everything was in operation 
so that the natural curiosity to “see 
the wheels go round” was satisfied. 
That’s a good thing to remember in 
making a display. 

Asbury Park has an active Hotel 
Men’s Association, so there was a 
special exhibit of electrical hotel 
equipment and the hotel men were 
invited for an exclusive inspection 
and demonstration one morning be- 
fore the doors were open to the pub- 
lic. 

The ovens and other cookers were 
in operation during show hours turn- 
ing out cakes, cookies, roasts and 
other good things. Needless to say, 
there was little hesitation on the part 
of anyone in accepting the invita- 
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This is the exhibit that attracted so many interested visitors 
that Chris Snyder of Snyder & Robbins, Inc., decided to insti- 


tute an electrical department in his store 


tion to sample the product. People 
always like to eat and every house- 
wife wants to try some other per- 
son’s cooking. 

The merchants showing electric 
washers were actually washing 
clothes; the electric stoves were turn- 
ing out luscious pies; the ironers and 
flat irons were being used under 
working conditions; the _ electric 
piano alternated with the orchestra 
in furnishing music, and frequently 
a radio was tuned in. A model 
house, designed to show proper home 
lighting and wiring was an exhibit 
by a contractor and was furnished 
by the cooperation of many mer- 
chants. 

Invitations were sent to _ the 
women’s clubs and to the domestic 
science classes of the high school, 
and a room was provided in which 
special demonstrations were given 
to these groups. 

The Rotary Club luncheon that 
week was given over to a discussion 
of the Exhibit and its merchandising 
value and this club as well as the 
Chamber of Commerce, Kiwanis and 
other civic clubs were all specially 
invited, as groups, and talks were 
given by men who are leaders in 
their field. They learned from the 
well lighted model show windows, 
that had been set up on the balcony, 
that “better lighting means better 
business.” On Friday night all the 
electrical interests and all the ex- 
hibitors were invited to a meeting 
of the Monmouth County Electrical 
Association, at which merchandising 
leaders talked about display and the 
arrangement of the electrical stock. 


Ve. 


Before an undertaking of this kind 
goes through there is always the 
question “Will it pay?” and after it 
is over the other question “Did it 
pay?” In this case there was the 
usual doubt before the show but 
actual sales on the floor removed all 
doubt as to whether it paid or not. 
The total of show sales was $25,000. 

After it was all over and the ex- 
hibitors and the public had been 
thanked by the Power Company by 
way of display newspaper advertis- 
ing, questionnaires were handed to 
all exhibitors and they were asked 
to give their frank conclusions on 
the exhibit as a whole and particu- 
larly as it affected their own busi- 
ness. 

Practically ‘everyone answered 
enthusiastically and voiced a feel- 


ing that it had been a splendid thing 
for them as a sales stimulant and for 
the community. Many of the visitors 
had expressed themselves as sur- 
prised to learn that this or that mer- 
chant sold any electrical goods and 
the show had proved an introduction 
as well as an education. 

This enthusiasm and _ interest 
among the non-electrical merchants 
is to be further stimulated by a series 
of meetings and talks, from their 
point of view, so that their electrical 
goods sales may be made more profit- 
able for them. 

The heavy end of the $25,000 
sales came in range and kitchen 
equipment. One large hotel that is 
nearing completion changed its order 
from gas to electrical kitchen equip- 
ment. One architect, who visited the 
show, changed the specifications for 
a number of houses he is erecting in 
a subdivision to electrical ranges 
and the trustees of a new high school 
changed their order from full gas 
kitchen equipment to one-half elec- 
trical in the domestic science depart- 
ment. 

Every merchant did well. Those 
selling cleaners and washers report- 
ed as high as a dozen actual sales 
and as many as 30 good prospects. 
A fixture exhibitor reported $275 
actual sales and $450 as good as 
made. Not a single merchant re- 
ported disappointment as to actual 
business. 

One fear before the show was that 
the visitors would be merely curious, 
looking for amusement. The crowd, 
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The Part of the Non-Electrical 
Store in Making Appliances 
Staple Merchandise 


The Time Has Come When Every Dealer of 
Household Equipment Must Recognize 
the Electrical Line 


IP VAN WINKLE’S greatest 
R surprise, were he to awake 
today from his twenty years’ 
slumber, would be the modern store. 
Retailing has undergone such a 
radical change in recent years that 
it is a far cry from the store of to- 
day to the general store which was 
its ancestor. 

Perhaps the most noticeable ad- 
vance that the stores of the country 
have made is the part which they 
now play in community life. Instead 
of merely filling the needs of cus- 
tomers, the live stores of the present 
generation are anticipating require- 
ments and creating new demands. 
And in this connection, the part that 
stores have played in elevating the 
standards of living has been sub- 
stantial. 

In keeping with this policy to pro- 
vide the newest and most convenient 
devices for their patrons non-elec- 
trical stores have for a long time 
exploited electrical appliances in 
varied forms, and they have done 
much to acquaint the public with the 
numerous time and labor saving 
contrivances that have been placed 
on the market from time to time. 

This holds true not only of ap- 
pliances, but of other articles in 
which electricity plays a prominent 
part. Take for example, portable 
lamps. Nearly every full-fledged 
store which carries house furnish- 
ings has a lamp department, where 
may be found bridge-lamps, junior 
lamps, lamps for boudoirs, bed 
lights, and the various other types 
of lamps that have decorated homes 
for some years past. 

Most of the stores have their lamp 
departments so arranged that, by 
the use of a goodly supply of cut- 
outs and base plugs, the lamps are 
shown lighted, which greatly helps 
in their sale. 

Most stores, likewise, sell the va- 


rious bits of electrical equipment so 
necessary to modern home-keeping 
and in that way do much to encour- 
age the “handy man around the 
house”’ to do his own instailations on 
minor jobs. 

But it is in the featuring of the 
new electrical appliances that the 
non-electrical store has done the 
best job. The vacuum cleaner, the 
percolator, the electrically driven 
sewing machine, the indispensable 
turn-over-toast, the electric washing 
machine, the electric iron, and 
countless other similar labor-saving 
devices are found today in count- 
less homes largely through the co- 
operation which non-electrical stores 
have given the manufacturers in the 
marketing of their wares. 

It is perfectly natural for women- 
folk to look to the non-electrical 
stores for items of this character. 
In the first place they purchase so 
much of their requirements for 
themselves and their homes at the 
stores that it is a kind of second- 
nature for them to turn to these 
stores when they are seeking to im- 
prove the standards of their home, 
particularly when it involves a 








Departmentization Is 
Natural Step 


“Electrical goods have come 
to be regarded as of such 
great importance in non-elec- 
trical stores that many mer- 
chants have found it well 
worth their while to devote 
special departments to the 
sale of this kind of goods,” 
says Mr. Brown. 

“These stores report excel- 
lent results, and the proba- 
bilities are that others will 
follow suit rapidly.” 
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By CHESTER A. BROWN 


Director of Merchandise Control, 
A. I. Namm & Son, Brooklyn, N. Y. 


large expenditure. The stores have 
the people’s confidence. 

Another reason why women are 
attracted to non-electrical stores to 
buy their electrical appliances is 
found in the fact that most stores 
train their selling forces in the in- 
tricacies so essential to the sale of 
electrical goods. A woman can go 
to the average department store and 
witness a demonstration of an elec- 
trical device that will quickly and 
vividly picture to her the comfort 
and economy of time, effort and 
money the article will afford. 

Electrical goods have come to be 
regarded as of such great import- 
ance in non-electrical stores that 
many merchants have found it well 
worth their while to devote special 
departments to the sale of this kind 
of goods. Heretofore, the various 
items were scattered all over the 
store, and frequently the same items 
would be carried in two or more de- 
partments. 

These stores which have seen fit 
to assemble all of their electrical 
items into one department report ex- 
cellent results, and the probabilities 
are that others will rapidly follow 
suit. 

In the opinion of the writer, the 
age of doing things electrically has 
only just started, and just as fast 
as the development is made on the 
manufacturing end, just so quickly 
will the retailers follow through. 
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HE PRESENT is a day of 
associated departments and 


of allied merchandise. 

I firmly believe that the average 
merchant should grasp his chance 
right now—no delay—to enter into 
the electrical goods field, if it be a 
new one to him. 

There are two ways to go about 
the thing, as I look at it from the 
angle of dealer experience. 

First, with no more knowledge 
than any average hardware dealer 
possesses, he can take on a modest 
stock of this class of goods, based 
largely on local conditions and on 
what he deems his own aptitude for 
pushing them. 

The second way for him to proceed 
is to secure the services (or part 
time services) of some _ individual 
well versed in electrical lines, place 
him in charge of the department, and 
then swing ahead into the business 
in an earnest manner. 

We have tried both ways. 

That is, for a long time, we went 
on with this branch under our own 
sail, as it were, and with very fair 
success. 

Occasionally, we had to call in out- 
side assistance in a case of imple- 
ment repair or adjustment and if 
this at times was somewhat embar- 
rassing, it served its purpose very 
well in getting us established. 

So, I daresay, no merchant need 
feel afraid to step out into this field, 
even without an accurate and tech- 
nical knowledge of electrical appli- 


ances. 
I should not go so far as to claim 


THEE 


that even today appliances are en- 
tirely fool-proof and that you can 
wrap them up like a pound of nails 
or a gross of screws. 

No, this is hardly to be expected 
but I can remark that a good reliable 
line calls for such a minimum of ser- 
vice and repair on the part of the 
dealer, that he need have no qualms 
about taking them on in his store. 


Electrical Goods Require Little 


Service 


If you would check up on this 
statement, let me suggest that you 
make a mental inventory of the elec- 
trical appliances in your own home. 
You may have secured them for 
Friend Wife by special order or vou 
may possibly have purchased them at 
a regular electrical stcre. 

Anyhow, how much trouble have 
they caused in the last year—in the 
last five years? 

I can go back ten and a dozen 
years in our own home, with a num- 
ber of these household helpers oper- 





How to Start 


1. Take on a modest stock 
based largely on local condi- 
tions and on what you think 
your own aptitude for push- 
ing them, or 

2. Secure the services of 
some individual well versed 
in electrical lines, place him 
in charge of the department, 
and then swing ahead into the 
business in an earnest manner. 
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“In selling a_ cus- 
tomer, we make it 
emphatic that any 


lamp that does not 
turn out to be a good 
lamp is not his—it is 
ours, and a new one 
is waiting for him 
every time” 


Answer the 


By Arthur H. Van Voris 


ated by electricity and the trouble or 
expense in upkeep has been a very 
minimum affair. 

Here is something of a comparison 
for what you may reasonably expect 
from your prospective customers, is 
it not? 

One of the finest things to be said 
in favor of an electrical goods line is 
this—its local demand. 

Unless you are located in a very 
small town where an electric line has 
never been established or in a city 
where gas is the only means of arti- 
ficial light and power, just give 
thought for a moment to the number 
of real and positive prospects who 
pass your store and who enter it 
every business day of the week—and 
every week and every month of the 
whole year, if you please. 

To be sure, you aren’t going to 
step out and install an electric wash- 
er or vacuum cleaner in every one of 
these homes—not in a long shot, nor 
is any other dealer in your town. 

However, there are a whole big 
lot of things electrical that are al- 
most as necessary and essential in 
those homes as the preparation of 
the three meals per day. 

Just look at some of these things 
that some dealer has supplied or is 
going to supply—and he may be an 
electrical dealer or a non-electrical 
merchant whose mind is alert and 
whose ideas are progressive as to the 
trend of the times. 

For instance, how about the elec- 
tric lamps (bulbs) that are called 
for in every socket of every fixture 
in every home? 

















Kvery Housewife Wants 
Something Electrical 


all of the Wives. 


A Man Who Knows by Experience Says That 


Electrical Goods Are in Demand 


If you say it can’t be done, I’m 
coming back with the remark that 
our store, in a small town of less 
than three thousand folks, and in the 
face of competition from two elec- 
trical supply stores and three other 
stores, has built up a mighty fine 
business in this item over a period 
of eight or ten years. 

The outlay need not be large. 

The turn-over is rapid. 

The profit is good. 

Breakage is so negligible that it 
should not be considered as a deter- 
rent factor. 

Habit among customers is strong 
and if you once get them coming, you 
can keep their trade—all things 
being equal. 

We stock a reliable and advertised 
brand of lamps. 

We purchase them from a nearby 
market. 

We guarantee every lamp. 

The manufacturer stands behind 
this guarantee, and even so, the re- 


turns are very small indeed. In sell- 
ing to a new customer, we make it 
emphatic that any lamp that does not 
turn out to be a good lamp is not his 
—it is ours, and a new one is waiting 
for him every time. 

We advertise our brand of lamps 
extensively in local papers in order 
to keep this name before them and 
we set up window displays quite 
often and also use envelope stuffers 
in letters and over the counter. 


Recommends Electric Lamps to 
Other Merchants 


All in all, we are distinctly enthu- 
siastic over this item and can heart- 
ily recommend it to other merchants. 

Then, there is the electric sad iron. 

I don’t know of a more widely na- 
tionally advertised electrical product 
today. Pick up any household maga- 
zine and you'll find them peering at 
you from the pages. 

Every household needs an electric 
sad iron. 








Of incandescent lamps, Mr. 
Van Voris says: 

“T hey are called for in every 
socket of every fixture in every 
home. 

“The outlay need not be 
large. 

“The turnover is rapid. 

“The profit is good. 

“Breakage is so negligible 
that it should not be consid- 
ered as a deterrent factor. 


Van Voris Is Enthusiastic Over Lamps 


“Habit among customers is 
strong and if you once get 
them coming, you can keep 
their trade—all things being 
equal, 

“We stock a reliable and ad- 
vertised brand of lamps. 

“We guarantee every lamp. 

“The manufacturer stands 
behind this guarantee, and 
even so, the returns are very 
small.” 
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Every Home Is a Live 
Potential Market 


As a partner and advertis- 
ing manager of I. Van Voris & 
Sons, Cobleskill, N. Y., Arthur 
H. Van Voris personally has 
sponsored the electrical and 
radio lines. 

“Sell electrical goods,’ he 
advises. “If you say it can’t 
be done, | am coming back 
with the remark that our 
store, in a small town of less 
than three thousand folks, and 
in the face of competition 
from two electrical stores and 
three other stores, has built 
up a mighty fine business in 
this line over a period of eight 
or ten years.” 

















In our stock, you will find repre- 
sentatives of three nationally adver- 
tised makes—each of them represent- 
ing a different price range and yet, 
all of them reliable and free from 
complaints. 

It is a device which is sold once to 
every home and if the article is a 
good one, it can be counted on for 
several years of service. With this 
fact in mind, you see how important 
it is for your store to be in on the 
ground floor, so to speak. 

We have had no experience with 
cheap irons, although I know they 
exist on the market today, but with 
any one of a goodly number of reli- 
able makes which you will find adver- 
tised both in the national household 
publications and in your trade jour- 
nals, you will be quite safe in taking 
them on and for the sake of assort- 
ment, you may do well to stock more 
than one kind. 

What sales can you expect on 
irons? Well, figure that someone in 
your town will sell one iron to every 
four wired homes each year, und then 
estimate your share of this business. 
This year, it is predicted, nearly 
three million irons will be sold to 
the thirteen million wired homes in 
the United States. 

Before closing, I’d just like to re- 
emphasize that this is the day of 
associated departments and of allied 
merchandise. The electrical busi- 
ness is for the non-electrical store 
that stocks and displays the goods. 

Next month I will tell of some of 
our experiences with motor-driven 
appliances and portable lamps. 











From a Woman's Point of View —IV 


What She Thinks of Appliance 


HAVE heard advertising men 
| say that women have made 
liars of them by causing them 
to overstate in order to allow for the 
“salt” we are supposed to take with 
the advertisements we read. If this 
is so, our belief in the unfailing 
boomerang is strengthened. 
For years some _ advertisement 
writers and illustrators have done 
their best to convince 


Advertising 


By Ethel Wan-Ressel Chantler 


wife doing this feat. Could any elec- 
trical washer—or a dozen of them— 
live up to such expectations? Are 
such pictures designed to inspire 
confidence in the practical house- 
wife? I pass over the copy asso- 
ciated with such illustrations, for it 
suffers the handicap of being seen 
in bad company, and that’s enough. 
It would require volumes to record 


ingly because the cleaner raises no 
dust. 

Granted. But using the cleaner is, 
perhaps, the only clean step in the 
process of house cleaning—and your 
practical housewife finds it a trifle 
inconvenient to don her party dress 
just to use the cleaner. 

Even with all the electrical helps 
to aid, our housekeeping is still ac- 

complished most com- 








us of our imbecility, 
but without success. 
Through it all we have 
retained our equi- 
librium while, judging 
from much of the ad- 
vertising copy designed 
to induce us to part 
with our husbands’ 
hard earned cash, these 
advertising men are 
just beginning to find 
theirs. 

I say just beginning 
advisedly. For it has 
been only in the last 
year or so that I have 
noticed a_ perceptible 
improvement in certain 
electrical appliance ad- 
vertising copy and illustrations. Up 
to that time these ads read like 
Grimm’s Fairy Tales, and the illus- 
trations were reminiscent of comic 
eartoons. This may sound like 
exaggeration, but one need only peek 
into the electrical advertising scrap- 
hook to be convinced. 

One will be sure to find examples 
of what I mean. For instance, the 
picture of a beautiful young woman 
sitting dressed in a charmingly 
fluffy party dress reading a book 
while the electric washer is doing 
her weekly wash. Indeed, pictures 
such as this are still to be seen oc- 
casionally, and perhaps will be for 
years to come. 

Imagine, if you can, 
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Some advertising would try to convince that the elec- 
tric washer will care for every process in washing 


the comments women make about 
such advertisements. 

In the past, advertisements that 
caused even unfavorable comment 
were considered valuable publicity. 
But that time has passed. Mer- 
chants and manufacturers have 
learned it takes more than that to 
move the goods off their shelves. 

Other equally successful failures 
to impress the American housewife 
—this one at least—are some of the 
illustrations for electric cleaner ad- 
vertisements. Again, beautiful, fluf- 
fily gowned damsels cleaning house 
with the electric cleaner. The copy 
reads to the effect that when clean- 
ing electrically it is unnecessary to 
tie up one’s hair and dress unbecom- 
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fortably in a roomy 
house dress, and our 
hair stays clean longer 
by being covered. For 
the sake of argument, 
take the typewriter and 
adding machine in 
your office. They 
expedite the old ways 
of doing, but do they 
work while you sit and 
read to them? It also 
occurs to me that you 
men might have some 
reluctance about wear- 
ing a dinner jacket in 
operating them. 

It is not my inten- 
tion to be facetious. I 
am merely taking this 
way of presenting the average house- 
wife’s reaction to advertisements ob- 
viously written and illustrated by 
men who know very little about the 
home maker’s problems, or feminine 
copy writers who have not even a 
speaking acquaintance with house- 
work. Sometimes, however, it is not 
their fault, for they are directed by 
overly enthusiastic manufacturers 
and dealers with only an inside point 
of view. 

Surely I am not alone in having 
noted such instances. Manufacturers 
and dealers, in their enthusiasm and 
desire to outdo their competitors 
sometimes do overstate and thereby 
hurt themselves. 

Not so long ago, for example, a 
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manufacturer asked a certain lady I 
know to write a booklet for him. 
She agreed, but on the condition he 
send a sample of his product to her 
home and let her experiment with it 
for a few weeks, at the end of whicn 
time she promised to turn over to 
him copy which would be funda- 
mentally correct, while at the same 
time according with the housewife’s 
point of view upon his product. 

He thought this a wonderful idea, 
and forthwith had one of his appli- 
ances delivered to her home. 

“Surely,” he said, “copy thus pre- 
pared ought to have a flavor quite 
different from the usual stereotyped 
variety.” 

It did. 

It was devoted almost entirely to 
telling what the appliance would do. 
It mentioned the con-. 


thing about such appliances. Or she 
goes shopping and selects the make 
that is most convincingly demon- 
strated. That’s why this_ booklet 
sticks to telling what the appliance 
will do—the field has less competi- 
tion.” 

But this manufacturer could noi 
see it that way, and the lady so far 
has refused to take his money for 
merely writing variations upon the 
general theme of the ultra-blackness 
of that particular crow. She con- 
tends that if that is all he wishes to 
say, he can write it himself and save 
the money. 

My telling this incident is merely 
to point out that the advertising 
copy writers are wrong in saying 
women have made them liars. 

I believe, and in this I am not by 





vertising which will tell us wherein 
your washer is different from other 


washers. The statement that “this 
washer is the best on the market” is 
not at all convincing when made by 
its manufacturer or dealer. It de- 
pends upon who makes this observa- 
tion. In the mouth of a friend or a 
convincing saleswoman who backs up 
her argument with demonstrated 
tacts, it has power, but in print it is 
decidedly trite. 
Right here, too, I want to register 
a warning against scare advertis- 
ing. We react very unfavorably to 
this form of publicity. An adver- 
tisement reading ‘“‘Are you working 
yourself to death for your family?” 
or something of that sort, might 
cause a ripple in the advertising 
world because of its daring novelty, 
but it certainly would 








struction, the materials 
and workmanship only 
incidentally. The few 
advertising men and 
women who read it 
were enthusiastic, but 
they all said, ‘But he 
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won’t like it.” Asked [sont “y “Ker 
why, their answer was: Jae — 
“Doesn’t say it’s the Z 
best of its kind on the _ 
narket, and will outdo 
them all!” Elecrey 


The writer disagreed 
hopefully. 

Then she handed the 
copy over to the manu- 
facturer and _ waited 
for the verdict. His 
face was a blank all 
the while he read it. But did not 
keep her long in suspense. 

“Good copy, but not convincing,”’ 
he said gruffly. ‘Sl want to tell you 
that my product is the best on the 
market—absolutely nothing like it 
for the price—does this copy say 
that?” he demanded. 

“It certainly does not,’’ she an- 
swered. ‘You must remember, Mr. 
Manufacturer, that women know 
every crow thinks its young the 
blackest, and a booklet which makes 
such claims will quickly find its way 
into the waste-paper basket, together 
with others making like claims. They 
cannot all be correct; so the reader 
solves her problems by agreeing with 
one Thomas of Biblical fame upon 
the veracity of men. 

‘She then goes to a friend or ac- 
quaintance who owns or knows some- 














=a 


= 


Le have a most repulsive 


effect upon any man or 





woman possessing even 
a modicum of delicacy 
or fineness. Such adver- 
tising is positively re- 
volting and in the 
worst possible taste. 
Imagine some poor 
devil who is putting 
every bit of effort he 
can muster into caring 
for his wife and family 
reading such a _ head- 
line! Searing people 
into buying this or 
that is not merchandis- 
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Women know that a mechanical device, no matter how 
fool-proof, will need human intelligence to guide it 


any means alone, that exaggeration 
in advertising has done more harm 
than the average dealer or manufac- 
turer realizes. And_ tactlessness 
runs exaggeration a close second 

Women on the whole are sensible. 
They know that a mechanical device, 
no matter how fool-proof, will need 
human intelligence to guide it. The 
washer, for example, though a mar- 
velous appliance, will relieve us only 
of the back-breaking rubbing and 
wringing. It will not do the soak- 
ing, the feeding into the wringer, 
the filling of the washer with soap, 
water and clothes, the handling of 
the wash in rinsing and blueing, nor 
hang it on the line. But we have 
welcomed the washer, and usually 
we buy one as soon as our purse per- 
mits. 

We want to read the kind of ad- 
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ing and cannot be de- 
pended upon for con- 
tinued results—at least, 
not until such times as _ vinegar 
catches flies easier than molasses. 

A little experimenting will give 
you a wealth of advertising ma- 
terial. For example, I found that it 
required three and a half minutes 
and 157 strokes of the arm for me 
to iron a large linen face towel by 
hand, whereas it took me only a min- 
ute and a half to put it through the 
electrical ironer, and I sat during the 
operation. 

Also, I discovered that the electric 
waffle iron would make five waffles 
in ten minutes, or enough to amply 
serve that number of people, with- 
out the hostess ever having to leave 
the table. This would appeal to 
many women. 

Above all, let this article be a plea 
for better, more sincere and informa- 
tive advertising. 














Do You Sell Just “Lamps,” or Eye Comfort 


and Decoration? 


Here's How Some Keen Merchandisers Make the Most of Their 
Lamp Departments by Selling Potential Comfort 


HAT are the department 

stores selling, when a cus- 

tomer comes in to buy a 
floor or table lamp? Are they treat- 
ing the sale of such a lamp as they 
would an ordinary piece of household 
equipment, and with about as much 
enthusiasm, or are they selling po- 
tential comfort and home decora- 
tion? 

With that question in mind I re- 
cently spent some time browsing 
around the lamp departments of a 
number of better class stores in and 
around New York, to learn, if I 
could, the attitude of the depart- 
ment heads and their sales people 
toward this particular line of mer- 
chandise. 


and Home Decoration 
By Ciara Woo.LwortTHu 

Somehow, these lamps have al- 
ways seemed to me to have a cer- 
tain personality of their own, that 
rather set them apart from other 
“goods for sale” and made them 
more interesting to talk about. In 
visioning “home” nowadays most of 
us see attractive lamps, with shades 
in harmony with the general color 
scheme, placed where they will give 
comfortable light for reading, or 
playing cards, or just visiting. Like 
the hostess in the home, a lamp can 
do so much—or little—depending on 
its “personality,” to add charm and 
welcome to a room. 

But does the person selling the 
lamp catch that vision, too, and 
tactfully help the customer to a de- 


cision that will mean pleasure and 
comfort to her and profit and good 
will to the store? Like everything 
else, some do and some don’t, and 
you occasionally get a real surprise. 

Of course, you can sell a table or 
floor lamp simply on the basis of so 
much value in wood, iron, silk, parch- 
ment, brass, with or without a bulb, 
and with a mark-up that will insure 
a fair profit, but that isn’t real mer- 
chandising and most department 
heads realize it. 

The lamp section in the depart- 
ment store has come to be recog- 
nized as an important and essential 
part of the store plan, in the last few 
years; and in most cases, where 
room permits, it is entirely sepa- 











Lamps make an attreative and highly effective window display, especially when lighted. The store window is the 
place to call the public’s attention to the lamp department of the store; and the more varied the lamp display the 
more effective it becomes in attracting all classes of trade 
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The lamp section in the large retail 





store has come to be recognized as an important and essential part of the 


store plan, in the last few years. In most cases, where room permits, it is entirely separated from the electrical 


rated from the electrical equipment 
section and placed near the furni- 
ture or art departments, with which 
it coordinates. In the beginning it 
was more often than not an acces- 
sory to the crockery or housewares 
section, the same staff taking care 
of both; but when customers, trained 
to read the advertisements, began 
to ask questions about lamps suit- 
able for certain rooms, to be pretty 
“choosey” as to quality and design, 
and to indicate that they expected 
some sort of intelligent cooperation, 
good merchants “saw the light,” 
with the result tRat many lamp de- 
partments today are real show 
places, and there is noticeable en- 
thusiasm and pride among the mem- 
bers of the staff. 


Lamps Should Be Sold as 


Decorations 


The first store I visited has had 
a lamp department for about fifteen 
years, I was told by the buyer, and 
they sell a great many lamps in the 
course of a year, using special 
folders in addition to their regular 
newspaper advertising to stimulate 
business. Remembering certain dif- 
ficulties I had encountered in an ef- 
fort to purchase a bridge lamp there 
last fall, I asked if the sales people 


department 


were trained especially for that de- 
partment, or given any suggestions 
as to light and color effects, the kind 
of bulbs to use with certain types 
of lamps, or any other suggestions 
that might help them to serve the 
customer better. (And right there 
I got a bit of a jolt because a lot 
has been said about training in that 
particular store.) ‘Well, they have 
the regular six weeks’ training be- 
fore they go into any department, 
and most customers know what they 
want anyway. It is always safe to 
sell a putty color or gold shade, and 
if a customer does not know how 
much light she wants we can’t very 
well tell her.” 

“But,” I said, ‘‘don’t you ever have 
people come in asking for advice on 
decorative lighting?” “Oh, some- 
times, but then we turn them over 
to the interior decorator for the 
store,” which, after all, was un- 
doubtedly an excellent idea and did 
save the time of the sales people. 
But I wondered a bit about the 
stores that did not employ an in- 
terior decorator, and how they man- 
aged to answer questions and please 
the customer, if they maintained the 
same attitude. And, I thought, at 
least they shouldn’t need an interior 
decorator to suggest their using 
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frosted bulbs in the lamps on dis- 
play so that the bare filament would 
not offend the eye of the customer. 

With my ideals of good lamp sales- 
manship a little bit shaken, I went 
on to the next store, which has only 
recently completed extensive altera- 
tions, giving their lamp department 
new and attractive quarters, with 
ample space for display. It is lo- 
‘ated between the furniture and 
music departments, with the picture 
“gallery” at the back—a_ rather 
strategic position. 


Lamps Are Worthy of a Special 
Department 


There was real enthusiasm here 
over the success of the lamp depart- 
ment and the big business they ex- 
pected to do during the coming sale, 
with a lamp stock that looked fit 
and ready. The manager was out, 
but I lingered awhile catching bits 
of conversation between sales peo- 
ple and customers, and it was evi- 
dent that real service was being 
given. 

Then I thought I would see how 
they proceed in the smaller depart- 
ment stores. Out in one of the 
Jersey suburbs is a rather small 
store with a good sized reputation 

(Continued on page 36) 



































beginning of every summer 

season, when the radio business 
goes into a natural little slump, that 
so many confusing rumors about 
“this and that’ should get such a 
foothold as to cause unnecessary dis- 
tress to radio merchandisers who al- 
ready have a hard enough job on 
their hands trying to do everything 
they can to offset some of this slack- 
ening of sales, without having to 
fortify themselves against these ru- 
mors in the bargain. 

I say “rumors,” because a survey 
of the process of such talk for the 
past four years proves that very 
little has ever come out of such rav- 
ings. 


| a funny thing that at the 


De-Bunk the “Low-Loss” Bunk! 


For instance, one of my pet sets— 
you know, the kind that works so 
easily that you just naturally shine 
up to it even though it doesn’t look 
so spruce—was built about two and 
a half years ago when all this “low- 
loss” propaganda wasn’t even heard 
about; and outside of appearance, 
I’ve seen very few better home-made 
jobs in the three-tube class for tone, 
selectivity or distance. The variom- 
eters and condensers I used — say, 
they look as if they came out of 
Noah’s Ark as compared to their 
modern low-loss sisters of today— 
but you just ought to hear how effi- 
ciently they work. 

Now don’t get me wrong. I believe 
in improvements and I think that a 
lot has been accomplished in the new 
standards of low-loss construction. 
But I also know—and so do you— 
that some of this low-loss propaganda 
is nothing more or less than bunk 
and it is bound to have a bad reaction 
on the buying public, a part of which 
is reflected to you in a loss of con- 





Here’s Some Dope for. Retailers on 


“What's Doing in Radio” 


Just About This Same Time Every Year, Conflicting Radio Rumors 
Tend to Confuse Merchants and the Buying Public Alike 


By ARTHUR SINSHEIMER 


fidence or in an actual loss of sales. 
Watch this “low-loss” talk very close- 
ly and steer your customers right or 
they’ll steer right out of your store 
and stay out if you attempt to sting 
them on it. 

And about all this wonderful home- 
made super-heterodyne talk that you 
are hearing these days—well, I’d hate 
to think that you believe everything 
you hear about it, but, just the same, 
I’m going to hand you this “slant.” 
The super-heterodyne, in its usual 
home-made form, is not yet per- 
fected, irrespective of the marvelous 
claims you read about; and to advise 
any but the most expert radio tech- 
nicians among your customers to 
build a “super-het” will cost you un- 
told grief and possibly a loss of 
trade. What you will make in the 
sale of parts for such a set, you will 
soon lose in the cost of time trying 
to help your customer make it work. 
It’s the trickiest set I’ve ever played 
with and the most costly in the mat- 
ter of tubes and batteries if, by some 
miracle, you get it working at-all— 
and it will not bring in consistent 
reception from far-distant stations 
any better than other good three and 
four tube sets and circuits that are 
available at much less cost. 

As for the rumors about all the 











RTHUR SINSHEIMER, whose 

smiling countenance appears 
above, knows radio inside and 
out. He knows its technicalities 
and, in fact, tests all kinds of 
radio goods in our radio labora- 
tory. But what is more impor- 
tant to you, Sinsheimer knows 
merchandising thoroughly and is 
applying that rare knowledge to 
your radio problems. He speaks 
your language, month after 
month in these columns. 
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wonderful new sets and circuits that 
are coming out soon, you can easily 
discount all such hearsays by about 
90 per cent as far as I can see from 
my travels around the radio manu- 
facturing markets. Most certainly 
there will be some new styles in cab- 
inet designs, tricky little circuit 
stunts, improved appearances of ac- 
cessories, more convenient methods 
of aerial or loop construction — but 
you'll strain your vision pretty badly 
if you keep looking and waiting for 
that “final perfection” which will 
overthrow present-day sets taken as 
a whole. Whatever changes do come 
will be gradual; and I, for one, can’t 
help but hope that manufacturers 
will cease this practice of “springing 
surprises” on the dealer at any old 
time; it will mean a better chance of 
profitable radio merchandising all 
around. 


Explain About Static 


Yes, and before I forget to tell you 
about it, there’s one good thing that 
you can do to offset a lot of future 
trouble for yourself. Tell your cus- 
tomers what summer’s overheated 
atmosphere will do to their reception 
of broadcasting. Explain to them 
that most of the crackling they get 
is caused by static and is not a sign 
that something is the matter with 
their sets or that their sets are going 
bad. Little editorials in your regular 
advertising will do nicely for put- 
ting over this idea. 

And while you’re at it, tell them 
about rundown batteries, particular- 
ly the “‘B’s,” helping to make things 
noisy. Explain why, in summer, dis- 
tant broadcasting does not travel as 
well or as far as it does in clear, cold, 
snappy weather; and why a headset 
should first be used in tuning instead 

(Continued on page 57) 


























Just Among Ourselves 


In Your Home Town 


ECAUSE the electric service company 
suggested it, Asbury Park, N. J., held 
an electrical show and sold $25,000 worth of 
equipment for homes and hotels while the 
exhibition was in progress. Small city 
shows have been given before but the amount 
of sales at this show probably stands alone. 
Besides the sales at this show, each ex- 
hibitor obtained enough prospects to cause 
him to expand his merchandising plans im- 
mediately after the show. It is a fact that 
there were more and better displays of 
electrical goods in Asbury Park two weeks 
after the show than there ever had been 
before. 

The results of this show are indicative 
of what might be done in your home town, 
if the proper spirit of cooperation is de- 
veloped and a good showman is selected as 
the head of the movement. While the leader- 
ship in such an exhibition would naturally 
come from the electric service company, 
there is no reason why any dealer should 
not make the suggestion. 





About Demonstrations 


EMONSTRATIONS, their worth and 
how they should be conducted, have 
been and are much discussed. There are 
questions as to whether or not the factory 
demonstrator is an asset or a disorganizer, 
and other questions, most of which revert 
back to the personal element as represented 
in the demonstrator. 

The one thing that many electrical goods 
merchants have failed to realize is that a 
demonstration can be made at any time and 
without much expense, often without any 
real expense. 

A Middle West dealer made quite a hit 
with the local women’s organizations by 
offering to demonstrate various electrical 
equipment at their regular meetings. Even 
those women who owned the equipment 
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demonstrated were attentive and interested 


listeners. 
A very small town merchant who staged 


a few demonstrations in the front of his: 
storeroom, so they could be seen from the: 


sidewalk on “dollar day,” when there was am 
unusual number of shoppers in his town, 
was surprised to learn how much he im- 
proved his reputation as a progressive mer- 
chant, besides selling goods. 





Basis of Estimate 


VERY good electrical goods salesman, 
who has given a number of years to 
this calling, says that.an inventory of house- 
hold belongings should show four to five 
per cent electrical goods. This man is talking 
of lamps, table appliances, kitchen, laundry 
and dining room equipment in the household 
of a well-to-do person. 

He says that he has inventoried the equip- 
ment in many homes and that the usual per- 
centage is less than one per cent; often one- 
half of one per cent. As long as it is less 
than four per cent, he says, the household is 
inefficient, the housewife or servants are 
doing much useless work and the family is 
not enjoying the comforts to which it is 
entitled. 

This might serve Well as a guide for those 
who wish to sell regular customers. Cer- 
tainly it presents a wonderful merchandising 


opportunity. 





Joyful News 


T was quite a wonderful message that 

came from Kilkenny, Minn., the other 
day. Miles B. Brennan reported that he 
turned his washing machine stock 14 times 
in a year. He started with one machine, 
and when he sold that, ordered another. 
He sold 14 during the year and because of 
prompt shipments did not lose a sale. It’s 
a tip worth considering. 
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The dressing table 
should have a shaded 
bracket on each side of 
the mirror. These may 
be fastened to the 
mirror or they may be 
wall brackets 


Two wall brackets 5-ft. 
apart supply excellent 
lighting at the dresser. 
When this mirror is 
supplementary to that 
of a dressing table, one 
bracket may be _ fas- 
tened to it and no wall 
brackets need be pro- 
vide 
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Sell More Equipment by Telling About the Proper 


Lighting for the Bedroom 


Fourth of a Series on “Wiring and Lighting for the Home” 
Revealing the Sales Opportunities in Domestic Lighting 


we find both esthetic and utili- 

tarian considerations competing 
for attention and the best procedure 
is to design the wiring and lighting 
from a utilitarian viewpoint first. 
This does not place any restrictions 
upon the esthetic aspects, for these 
can be built upon useful wiring and 
lighting as well as upon any other 
basis. 

One of the greatest mistakes in 
planning the wiring and lighting 
equipment is to do this without care- 
ful consideration of the arrangement 
of furnishings. Usually in the bed- 
room of ordinary size there is only 
one best arrangement of furniture 
and this should be determined. 

However, requirements change 
with tenants of rooms and it is ad- 
vantageous to restrict the positions 
of the various articles of furniture 
as little as possible. For this reason 
the practice of fastening lighting fix- 
tures to beds and mirrors is gradu- 
ally increasing. In these cases it is 
necessary only to supply convenience 
outlets at strategic points. 

The lighting at the mirror on the 
dresser and dressing table is the 
most important problem in the bed- 
room. To illuminate a person before 


iF THE lighting of a bedroom, 


By M. LuckiEsH 


a mirror adequately and properly, it 
is best to provide a light-source on 
each side of the mirror at a height 
somewhat above the person’s face. 
This lighting eliminates annoying 
shadows. The light-sources should 
be shaded by means of diffusing 
glass or textile, but in the case of 
textiles, the shades are sometimes 
too dense. 

A person ordinarily is seated be- 
fore the dressing table so that the 
light-sources should be unusually 
low. It is particularly convenient to 
fasten brackets on the _ mirror. 
These may be equipped with pull- 
chain sockets. 

If a wall switch is definitely re- 








Sell a Portable for Every 
Bedroom 


A survey of the _ wired 
middle-class urban homes has 
shown that there is an aver- 
age of only one portable for 
seven bedrooms. 

“This figure indicates that 
bedrooms are poorly lighted,” 
said Mr. Luckiesh, “and that 
the commercial possibility in 
portables is very great.” 
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served for this article of furniture, 
two wall brackets may be installed 
about 5 ft. apart and at such a height 
that the light-sources are about 65 
in. above the floor. A duplex con- 
venience-outlet may be installed at 
the right of the dressing table and 
36 in. above the floor. This is con- 
venient for appliances which are 
commonly used at the dressing table. 
It may be used also for connecting 
the mirror brackets. 

In the case of a dresser at which 
a person stands, the same discussion 
applies. A wall bracket may be in- 
stalled on each side of the mirror as 
already specified. The mirror of this 
article of furniture is often smaller 
and less important than that of the 
dressing table. In these cases it is 
usually sufficient to have a single 
bracket fastened to the top of the 
mirror if the wall-brackets are un- 
available or not desired. It should 
be equipped with a pull-chain socket. 
Brackets should contain 40- or 50- 
watt lamps. 

Portable lamps may be used for 
these two pieces of mirrored furni- 
ture as discussed in a later article. 
The pair on the dressing table 
should be unusually low and those on 

(Continued on page 40) 

















BORROWED COMFORT 








Now Is the 
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The window above is built around the So- 
ciety for Electrical Development’s June 
bride centerpiece and the articles displayed 
are accepted gift merchandise. The picture 
is by courtesy of the Westinghouse Lamp 
Company 


At the left is a window built upright. The 

merchandise includes heavier articles than 

is shown in the upper window. This picture 

is shown by courtesy of the Edison Lamp 
W orks 


Comfort, after all, is the point which brings 
the inquiries for fans which must be turned 
into sales. In fan displays, the comfort 
argument must be first. The picture below 
illustrates the comfort to which the June 
bride is entitled 





Time to Show 
































































Fans and June Gift Articles 
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The window pictured above features the dif- 
ferent sizes of fans, always interesting to 
those who are interested in the prospective 
purchase. Some action would have im- 
proved the attraction qualities 


At the right is shown a window where the 
dealer used his own ingenuity in sign writ- 
ing and in producing the icicle effect. These 
features will undoubtedly be an aid in at- 
tracting attention to the interesting display 


FANS MAKE 


As a rule the man does not need much en- . ae 
couragement to place fans in his office or in 
his home, if he stays there very much. In 
the window below, the man’s use of the fan 
is tied up with the woman by the display 
card at the right 
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They Have Stood THE TRADE MARK KNOWN_IN EVERY HOME 


the Test ot Time pgp ram NEW —_— = 


The Washer De Luxe _ 
That Makes Business Beom 














lor some fortunate dealer in every com- 
munity, who writes at once, we have a spe- 
cial agency proposition to make. 








Many of our dealers have already sold 
more UNIVERSAL Washers the first 
quarter of this year than they sold during 
the whole of last year. 


So write today for valuable information 
and details of Special Washer Campaign 
for May and June. 










UNIV 
ELECTRIC WASHER 


LANDERS FRa ay 
as ARY 4 ¢ 
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Universal Vacuum Cleaner 





When you sella UNIVERSAL Vacuum Cleaner 


its performance makes a proud owner. The 
owner’s voiced approval increases your sales in 
ever widening circles. Every UNIVERSAL 


Cleaner in use makes an active sales force work- 
ing for your greater profits. [very woman 
knows from experience that the UNIVERSAL 
Trade Mark insures the highest quality and 
longest service at moderate cost. 

No belts to break, no unsanitary brush to clean 
or get out of order. Patented self-cleaning, 
thread-picking nozzle instantly removes threads, 
twine and other surface litter. 


Powerful suction draws even the most deeply 
embedded dirt into a specially woven dust-tight 
bag. 


UNIVERSAL MOTOR APPLIANCE DIVISION 
LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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THE TRADE MARK KNOWN _IN EVERY HOME 











LANDERS. FRARY & CLARK. NEW BRITAIN. CONN ~ 
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¢lectrical Appliantes 


Hike demand for merchandise bearing the Trade Mark UNIVERSAL springs 
from practically every home in the country (millions of pieces going into 
American homes every year). Housewives’ approval of UNIVIERSAL House- 
hold Helps for over 75 years 1s a selling force that embraces all homes; for within 
each there are one or more UNIVERSAL Household Helps which have been 
doing satisfactory service for years. 
UNIVERSAL Electrical Household Appliances meet with every customer’s de- 
mand because the UNIVERSAL Trade Mark stands for the highest quality and 
most attractive designs obtainable. It stands for the greatest service rendered ; 
and represents an unconditional guarantee. 


UNIVERSAL ELECTRIC APPLIANCE DIVISION 
LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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D. K. Mollayan 


Sells Customers 


Some do’s and don'ts from 
the experience of a man who 
buys and sells, and trains a 


sales force 


“Cetting down and demonstrating a vacuum 

cleaner sells that appliance just as stripping 

off one’s coat, rolling up one’s sleeves and 

actually doing a washing sells a washer,” 

says Mr. Mollayan, who here shows us how 
he sells his cleaners 


“An electric labor-saver will never talk itself 

into a sale unless it is put into action,” says 

Mr. Mollayan. Herein he shows how not 
to do it 





“Table appliances come nearest to selling 
themselves when they are placed in a setting 
which tells a story of convenience for the 
housewife. We see that our customers are 
seated comfortably at a model breakfast 
table, so that the saleswomen can more 
easily put over the final stages of the sales” 


























Tells How He 


Electrical Goods 


A pictorial talk with the 

house’ furnishings depart- 

ment manager of Oliver A. 

Olson Company, New York 
City 


“I always look through my trade magazine 
for selling ideas and tips on new goods,” 
says Mr. Mollayan, who here is seen read- 
ing this issue 













Cut Price 
Electrical Appliances 





“NEVER do I advertise ‘cut prices’ on elec- 

trical appliances. Unless a store gives good 

reasons for reduced prices on _ electrical 

goods, the public becomes suspicious of the 
* quality” 


“Whenever there are any heaters left in 
stock this time of year, | have them wrapped 
up and packed away as a protection against 
tarnish and dust, to which women customers 
will object next fall. Of course, I bring 
out my fans at the same time. Fans and 
heaters—a good all-year-line” 
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Where to Sell Radio This Summer 
















When selling for a home, 
the salesman’s most effective 
sales point will be the joy 
of listening in while danc- 
ing, reading or resting on 
the porch. Here also is a 
market for a fan 


a 


Motorists will buy if ap- 
‘proached with sets which 
can be installed in or car- 
ried in their cars. “The 
1925 crop of motor tourists 
will be worth $2,500,000,000 
to a thousand and one com- 
munities,” the American 
Automobile Association re- 
ports. Radio dealers should 


get their share 
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If near a body of 
water, a merchant, 
rather than firing a 
salesman or letting 
him “lay around,” 
should find it profit- 
able to send him to 
interview the _ boat- 
house keeners. They 
know the motor-boat 
and yacht owners who 
will be in the market 
for sets 















Campers will purchase port- 
ables. Many of these are 
numbered among. auto- 
owners. Valuable leads may 
be had from  garagemen. 
Window displays playing up 
the vacation theme will at- 
tract this trade. Don’t “fire” 
your radio salesmen this 
summer. Let them sell 
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EER PEET. 
How about 


the little 


Johnny Sells an Iron — Almost 





him, “How much 
did you want? 
Weer kind o short 





dame with the 
red stockings that 
you rote me about. Has she ever 
cum back agen? She awt to of boxt 
your eers. Thats what she awt to 
of dun. Mebby she did and you forgot 
to say so. Youll looz your job the first 
you kno and then youll be going back 
in the grosry bizness and selling cod- 
fish and sails malossis insted of peek- 
aboo shoes. 

We used to have sum purty good times 
at that when we both workt for old Pil- 
kinses grosry, didnt we? Ennyway we 
cood skip out once in a wile and thro a 


baseball back and 4th for a few min- 
nits. Now the only chanse I got to 


thro a baseball is if one of our bush- 
leegers hits a fowl into the bleechers 
where Ime sitting on a holliday. 

I bin trying a little sailsmunship lately 
Peet and Ime kind of discurrijed. | 
red in a lecktrick paper how a sailsmun 
shows a customer a flatiron and. insted 
of saying it gets hot qwick he was to 
say “see how hot it gets.” 

Well the customer was all interested 
in the thing and I hooked it onto a con- 
necshon and then | held it out and sed 
“See how hot it gets," and she put out 
her hand and | let go of it and she took 
hold of it and then she let go of it and 
hollerd and it dropped on my toe and | 
gess | sed sumthing that wasnt in enny 
sailsmun book. The customer desided 
she had to go rite then and the boss cum 
up and thats that. Only I aint told it all 
and | aint going to. It cost me three 
bux besides. 

You see Peet | got the idee that mebby 
if a feller red a lot in theez new lec- 
trick papers, all about how to be a 
soopersailsmun, mebby heed get along 
faster than if he just tried to pick it up 
by himself. I gess I was rite that far, 
but that wasnt far enuf. I told the 





boss that and he sed | had got a good 
idee, that a feller cood get a lot of help 
out of those papers, but that the papers 
just furnisht the ideeas. They coodnt 
furnish brains to go with em. 

Well Peet if the lectrick papers is will- 
ing to furnish the ideeas Ile admit Ime 
the bird that can furnish the brains and 
Ile show the boss one of theez days that 
I aint the famly dumbell. 

Ireen put sumthing over today that 
she didnt get out of enny lectrick paper 
Ile say. Lissen Peet. This is reggler 
moovy stuf. I was in the store with 





Ireen and the boss and Persy was out. 
I was just going to giv Ireen a little stuf 
I lernd off the skreen from a Sheek play 
when the dore opend and 2 fellers cum 
in. One of em stayed by the dore and 
waited and the other cum rite back 
where Ireen and me were standing be- 
hind the counter by the cash rejjister. 
Ireen sed good afternoon can | sho you 
sumthing ? 

The feller put his hand up on the sho- 
case and it had a gun in it and he sed, 
“Sure. Sho me the munny in that cash 
rejjister and sho it to me now.” 

I duckt Peet. I forgot I was a sheek. 
I just kind of settled rite down there 
where | was standing. I gess my neez 
getting week just then had sumthing to 
do with it. 

But Ireen didnt duck. It sounded as 
if she just smiled and | herd her say 
“Did you want to return that pistil and 
get your munny back? It looks as if 
it had been used. Let me see it and |] 
can tell.” 

“Can the commidy, sister,” sed the 
man. “I meen bizness. Pay me be- 
fore | send you where you wont need 
enny lipstix.” 

The man wasnt joking. I cood see 
that from where I was Peet. Ireen askt 
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of chanje. I 
cood giv you a 
check, only I suppose you woodnt want 
that, wood you?” 

““Giv me the bills out of that munny 
drawer and be dam qwick about it, | tell 
youl”’ sed the man, and he thumpt en 
the shocase with his gun. Ireen reecht 
in the shocase and pulld out a flashlight 
and laid it down in frunt of him and she 
sed “Look that over while Ime counting 
this munny. Weev got a speshul price 
on those this week and | shood think 
youd need one in your bizness.” 

Then she opend the munny drawer 
and pickt up sum ones and began to 
count em out to the man. “O hell!” the 
man sed and he recht for the munny and 
Ireen pulld back and he shot rite past 
her and bustid the masheen to scare her 
but she yelld and the man that had 
stayd by the dore calld to beet it sum- 
body was cumming. 

Well in cum a poleesmun and the boss 
wasnt far behind and they nabbed both 
those birds and took em off to jale and 
what did Ireen do? Did she faint like 
the girl alwys does in a tecktiv story? 
Nope. She put that flashlight back in 
the shocase and sed “Thats the first cus- 
tomer since Ive bin heer that | coodnt 
intrest. Your cloze are all dusty 
Johnny where you fell on the flore try- 
ing to help me catch that gentilmun.” 
Then she powderd her noze and went 
off to work at sumthing. 

Say Peet, Ireens a peech to look at 
and sheez a soopersailsmun and every- 
thing and I was thinking Ide like to 
marry her sum day but | dont kno. 
What wood you think about it? I gess 
sheed awt to marry a cave man mebby, 
and heed want to be a good strong one 
too or sheed be the one that wood go 
downtown after supper and leev him to 
do up the dishes. 

Thats sumthing Ive got to think about 
ennyway Peet. So long. 

Yours til the boogle bloze, 
Johnny 
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Do You Sell Just “Lamps,” or Eye Comfort 


and Decoration ? 


(Continued from page 23) 


for being “on its toes” in most 
things. However, not being sure 
that they carried lamps, I telephoned 
out before making the trip and was 
assured that their department was 
complete. In this case the electrical 
section is entirely separated, as to 
management—an independent store 
within the main store—and space 
was limited, so appliances and lamps 
were displayed together. The as- 
sistant manager, a keen young chap, 
knew his stock and didn’t hesitate 
to talk about it. He knew why one 
type of lamp or shade was more 
popular than another and why he 
recommended two twenty-five watt 
bulbs for a floor lamp instead of 
one fifty watt. 


A Well-Posted Salesman 


It was a real joy to get his enthu- 
siasm and I didn’t mind at all when, 
in a very kindly way, he took ex- 
ception to my use of the word 
“portable.” “Here is a real portable 
lamp,” he said, picking up an at- 
tractive bed lamp—the kind that 
clamps on—“you can carry that 
anywhere, but you can’t really call 
a floor or table lamp a portable.” 
Even though usage was on my side 
I “stood corrected” because I real- 
ized that no matter what he called 
them he could sell lamps, with in- 
telligence; and his interest and 
very evident desire to help would 
win much good will for the store. 
He reads his trade paper, too, and 
in the course of our conversation, 
told me of a new lamp he had read 
about and that he had sent for ad- 
vertising material on it. 

As for electrical appliances, he 
knew them all by their first names 
and told me all about some new 
ironers that had just come in and 
were not entirely unpacked. 

Of course, the reader may say 
that it is much easier for the sales 
people in a small store to study the 
stock and become really interested, 
than in a large store where there 
are many more items, but my experi- 
ence in what is undoubtedly the best 
known department store in the 
world, was essentially similar to 
that in the small store, the chief 
difference being in the scale of oper- 


ations. The will to understand and 
serve was the same. 

In Wanamaker’s the lamp depart- 
ment is quite extensive, really be- 
ginning in the office furniture de- 
partment, where desk lamps are 
shown in position, and “tapering 
off” at the other side; in the crockery 
department, where each table has 
one or two handsome pottery lamps, 
evidently chosen to harmonize with 
the dishes displayed and to make a 





F course, you can sell a 

table or floor lamp sim- 
ply on the basis of so much 
value in wood, iron, silk, 
parchment, brass, with or 
without a bulb, and with a 
mark-up that will insure a 
fair profit. But that isn’t 
real merchandising, and 
most department heads real- 
ize it. 














centerpiece. And as you enter the 
department proper there is a novelty 
that brings a smile, in a number of 
wise old owls, all “lit up” and 
perched on a tree. 


Magazine Advertising Educates 
the Public 


To my question ‘Do the people 
who come here to buy lamps usually 
know just what they want, or do 
they need assistance in making their 
selections?” the manager said that 
many customers have quite decided 
ideas of what they want, based on 
the reading of the home magazines, 
and that many times their argu- 
ment that, “My magazine says so 
and so” would be hard to meet if the 
whole department were not kept con- 
stantly alive to the subject matter 
and advertising in these magazines, 
as well as fully understanding the 
goods on the floor. 

Staff meetings are held regularly 
to discuss department and store sub- 
jects, and everything new that comes 
up is carefully gone over. And, of 
course, backing up the lamp depart- 
ment is the interior decorating ser- 
vice and the “budget” house, com- 
pletely furnished, where proper 
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lighting can be demonstrated under 
home conditions. 
As in most of the larger stores, 


there is a contract department 
which cares for the furnishing of 
lighting equipment for hotels, clubs 
and other large buildings. 


More Interesting and Profitable 


There would seem to be just one 
conclusion to be drawn as to selling 
lamps in their own departments, re- 
gardless of the size or kind of store, 
and that is that a little intelligent 
understanding of the possibilities of 
this kind of merchandise will do 
much to make the department more 
interesting and profitable. Electric 
lighting was the entering wedge for 
the now almost universal use of 
electricity in the home, and in com- 
paratively few years we have ad- 
vanced from the crude and truly 
awful gas and electric fixture com- 
binations, with expensive carbon 
lamps, to the altogether attractive 
“local” lighting of table and floor 
lamps, supplemented by harmonious 
ceiling and _ wall fixtures, with 
tungsten lamps reducing the cost of 
lighting practically two-thirds. 

It isn’t to be wondered that in the 
old days no one paid much attention 
to the kind and quality of light— 
there wasn’t much to be done with 
it anyway; but now—who couldn’t 
get enthusiastic over the wonder- 
ful lamps for the home and their 
possibilities in eye comfort and 
decoration? 

Enthusiasm for the eye comfort 
and decorative qualities of lamps will 
greatly increase sales. There is 
plenty of this lamp business for the 
store which sets out to get it. 





LECTRIC portable lamps 

are more than’ mere 
lamps—more than’ mere 
sources of _ light. They 
should stand for real eye 
comfort in the household. 
They should add a rare 
touch of decoration in the 
home. Buyers of lamps are 
real “‘choosey” as to quality 
and design of the electric 
lamps they buy and right- 
fully so. The successful re- 
tailer is he who is not sell- 
ing just “portable electric 
lamps,” but is selling eye 
comfort and decoration. 
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Carry the fas selling 
PREMIER DUPLEX 
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Double-action doubles sales! Housewives know 
that the Premier Duplex cleans cleaner— 
that its powerful suction draws up the 
deepest grit and its motor-driven brush 


picks up the most clinging threads. 





No-oiling brings about smooth profits! The 
Premier Duplex is the choice of so many 
women because its ball-bearing motor and 
brush never need oiling. Are youa 
Lifetime service makes lifetime customers! Premier Duplex 
dealer ? 


One satisfactory purchase means more 
and women who buy the Premier Duplex 
from you become your lifetime customers. 


cpremier 


ELECTRIC VACUUM CLEANER 


ELECTRIC VACUUM CLEANER CO. 
Cleveland, Ohio 


Distributed in Canada by the Premier Vacuum Cleaner 
Company, Ltd., Toronto and Winnipeg, and the Canadian : F 
General Electric Company, Ltd., General Offices, Toronto. a FIORE - aa 


If you are not, you are 
daily losing substantial 
profits. Write at once 
—today! Ask for the 
booklet ‘Merchandising 
Plan” which points the 
way to greater, cleaner 
sales! 
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hat Spinkinse means to you 


UST think what this latest, greatest Savage innovation means 
to washer distributors and dealers! It means— 


S-P-E-E-D WITH SAFETY! ‘‘SPIN-RINSE, SPIN-DRY” makes the Savage the ‘‘Fast- 
est in the world”? without exception. From clothes basket to clothes line, it washes, 
blues, rinses and dries entire tubfuls faster than any known type or method. 


EFFICIENT WASHING: The Savage exclusive one-way (rotary) ‘“‘Cone’’ washing 
action quickly and thoroughly cleans seven double sheets or equivalent without adjust- 
ment of machine or wash. The most gently forceful washing action known. 


EFFICIENT RINSE: A brand new idea—this Savage ‘““SPIN-RINSE”’ whereby hot or 
scalding water is forced through and through the clothes at almost mile-a-minute speed, 
without the operator touching her hands to the wash or machine. 


EFFICIENT DRYING: After rinsing with the ‘Spin-Rinse,”’ the entire tubful is “‘Spin- 


Dried”’ for the line in one minute, by continuing the spinning for a minute after com- 
pleting the rinse, as shown in the illustration. 


Rinsing, bluing and drying with only one adjustment of machine or clothes from com- 
pletion of washing until they are dry for the line and all without wringing! 


Made and Guaranteed by 


SAVAGE ARMS CORPORATION 
51 Savage Ave., Utica, N. Y. 




















This Is Your 
Opportunity 


Jesides the exclusive 
Spin - Rinse, Spin - 
Dry, the Savage pro- 
vides its dealers with 
30 other distinctive 
sales making advan- 
tages. The place to 
prove it is in your 
store or home. The 
time is now. There is 
still territory open 
for live wires. Use 
this coupon or your 


| 
| 
Own — letterhead | 
today! | 
| 








From clothes’ basket’ to 
clothes line, with the Sav- 
age “Spin-Rinse, Spin-Dry” 
innovation shown in_ the 
picture, you can wash, blue, 
rinse and dry more pieces 
(large or small, heavy or 
light, coarse or fragile) 
than by any ether known 
method or machine. 








f Savage 


Arms 
Corporation 
UTICA, N. Y. | 


7 Send me the par- | 


ticulars about 
Savage ‘“Spin-Rinse, | 
Spin-Dry.” 
i 
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Lighting for the Bedroom 
(Continued from page 26) 


the dresser should be tall in order 
that the light-sources may be at the 
height of the face of the person 
using the mirror. 

A portable lamp between the beds, 
or at the head of the bed in case 
there is only one, is convenient for 
reading and for emergency lighting 
during the night. It also adds much 
to the appearance of the room. A 
survey of the wired middle-class ur- 
ban homes has shown that there is 
an average of only one portable for 
seven bedrooms. 

The same survey showed that 
there is an average of less than one 
bracket for two bedrooms. These 
figures indicate that bedrooms are 
poorly lighted and that the commer- 
cial possibilities in portables and 
brackets are very great. 

A ceiling fixture in the bedroom is 
desirable for general illumination 
and usually for entering the room. 
It should be controlled by a wall- 
switch near the entrance. The type 
of fixture may be determined by ar- 
tistic considerations provided that 
the light-sources are well shaded. 

Lamps aggregating 50 or 75 watts 
are sufficient for this general illu- 
mination, provided that the auxiliary 
lighting equipment at the mirrors is 
available. However, the practice of 
installing only a ceiling-fixture in 
the center of the room is deplorable. 
In such a case a person before a mir- 
ror is viewing his or her face which 
is in shadow. The brackets at the 
mirror are primarily necessary from 
a utilitarian viewpoint, for they will 
also provide some general illumina- 
tion. 

In the accompanving illustration, 





Sell Intelligently 


To sell more incandescent 
and portable lamps and light- 
ing fixtures, salesmen should 
tell customers why more and 
better equipment should be 
purchased. 

In this series of articles on 
home lighting, Dr. M. Luck- 
iesh, prominent authority on 
illumination, presents the dif- 
ferent phases of modern home 
lighting. 











3 ft. highs 








Wiring layout for 
a main bedroom 
showing position 
of three duplex 
convenience outlets 
3-ft. high. Each 
outlet means a 
place for the at- 
tachment of port- 
able lamps or bed 
room appliances, 
which should _ re- 
flect in increased \- 
te 
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Closet i 























sales. Then, too, 
someone must sup- 
ply the fixtures. 
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Why not the read- 
ers of “Electrical 
’ 9°° 


XX Ceiling outlet . 
<)> Wall bracket , 
S Wall switch 


a wiring layout is presented for a 
main bedroom. Two brackets are 
indicated at the dressing table and 
one at the dresser. These may be 
fastened to the mirrors as already 
discussed, or they may be wall- 
brackets. In the latter case, it is 
advisable to provide two at the 
dresser. 

A portable lamp is indicated be- 
tween the beds. The use of brackets 
fastened to the head of the bed is in- 
creasing. Three duplex convenience 
outlets are indicated and it is inter- 
esting to note that they are 3 ft. 
above the floor. This height is con- 
venient for attaching appliances near 
the dresser and dressing table and 
also for the portable lamp between 
the beds. They also serve for con- 
necting the vacuum cleaner, fan, etc. 

When we consider that there is an 
average of only one convenience out- 
let for each wired home in this‘coun- 
try, it is seen that the wiring is gen- 
erally deficient. This single outlet is 
seldom in the bedroom. In the lay- 
out three convenience outlets are in- 
dicated. If only two are to be in- 
stalled, the one at the dresser may be 
eliminated. 

A simple lighting expedient for 
the closet is a pull-chain receptacle 
fastened to the wall above the door. 
A cord dangling from this is grasped 
readily and the light is turned on 
easily. Of course, a greater refine- 
ment is the switch which operates by 
the opening of the door. However, 
this is sometimes of doubtful value 
because the closet door may be left 
open purposely. If a pull-chain re- 
ceptacle is also provided, the door 
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Duplex Convenience- 
outlet 
~® Puli-chain receptacle 


switch may be installed without con- 
sidering the foregoing point. 





Talk About “Low Cost 
of Electricity” 


“With the added comforts and 
many advantages of more and better 
light, the present day low cost of 
light as shown by comparison to 
other commodities offers a most 
effective selling point in merchan- 
dising good lighting,” says the Jour- 
nal of the American Institute of 
Electrical Engineers. 

“From a survey recently made in 
thirty-two cities, it is brought out 
that the cost of electricity has de- 
creased very considerably in com- 
parison to other living commodities. 
Since December, 1923, the cost of 
electricity has decreased 8.6 per cent 
while the cost of clothing has in- 
creased 74.2 per cent. 

“Other necessities have increased 
rather than decreased; for instance, 
house furnishings have increased 116 
per cent, housing 68 per cent, food- 
stuffs 42.4 per cent and miscellaneous 
necessities 69.1 per cent. 

“Like electricity, the cost of lamps 
has decreased. In the past two years 
prices have been reduced 87 per cent. 

“The time is ripe for the greater 
use of light than ever before. With- 
out electric service and light, every 
activity in which we are engaged 
would suffer and yet there are many 
who hesitate to buy an additional 
portable lamp for their home or 
larger sizes of lamps for the factory 
or office for fear of a slight increase 
in the electric bill. ‘Low cost’ is a 
good selling point.” 
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of all Electric 
Kitchen Utilities 


“T never before believed a complete 
meal could be prepared so easily as 
my experience with the Thermal 
Electric has shown me. It is so sim- 
ple to turn the switches on and off, 
and then have nothing to worry 
over, and least of all, the amount of 
the electric bill. As you say; it is 
truly the easiest way in the world to 
cook, and the most economical.” 


MRS. H. J. M. 




















A Success with Dealer and Housewife Alike 


“up” or “down” as desired. 


operation that it sells on 
The Thermal is substantially 


sight. Its two heating units, 


Dealers and housewives 
everywhere have nothing but 


praise, except orders, for the 
Thermal Electric. There is 
not the slightest doubt but 
what the Thermal is the one 
utility both have long wanted 
to fill the gap between the 
electric grill and range. It is 
so simple, yet sound, in its re- 
ceding heat principle of 


one in the top and the other 
in the bottom of the oven, are 
controlled by simple switches, 
as is the unit on the outside 
top for quick frying, boiling, 
etc. All heat is regulated by 
“Diamond-H” three-heat re- 
ciprocating switches, and the 
housewife turns her heat 


built and attractively finished 
in white enamel with gray 
and nickel trim. Easily 
thoroughly 


cleaned, and 
sanitary. 


Additional Information Re- 

garding the Thermal Electric 

will be furnished on request. 
Write today! 











Cut showing 
THERMAL with 
side arms (gus 
attached.) Side 
arms with electric 


Thermal Electric Corporation § =:":":: 


heating units can 


desired. 





CINCINNATI, 


OHIO 
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Made for the average home- 











How Often Does This 
Happen in Your Store? 


Customer: ‘‘Fine! But, how much is it?”’ 


Clerk: “$50.” 


Customer: “Oh, I’m awfully sorry, but I really can’t 
afford that now. Thank you, perhaps 
later—.” 


EXIT. 
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ADE—actually made for the 
M average-home market. The 
Cleveland was designed 
after repeated requests from count- 
less dealers. Large production in 
one of the world’s biggest cleaner 
factories — and severe cutting of 
distribution - costs, made possible 
this efficient cleaner at its less- 
than-half-the-usual selling price! 





And it certainly does sell! Its 
powerful suction—G. E. type motor 
—durable and easy-to-handle build 
endear it to all housewives. And 
its $25 price fits the average house- 
wife’s pocketbook. 


Stock up at once—and pull in sales 
you are needlessly losing now! 





The Cleveland is sold 
under a written guar- 
antee. _ 

It is serviced by 45 
stations in principal 
cities. 

It has an efficient set 
of attachments that 
sell for $5. 






CLEVELAND SUCTION CLEANER CO. 
CLEVELAND, OHIO 


















New Goods to Sell 


Radiola 24 

















This new leather suitcase model 
radio receiver known as the Radiola 24 
with the RCA standard six-tube super- 
heterodyne catacomb, dry battery 
operated, is announced this month by 
the Radio Corporation of America, 
New York City. The loop is of a 
demountable rotating type, carried on 
inside of suitcase when set is carried 
from point to point. When set is in 
operation, the loop is removed from 
inside cover and inserted in socket at 
top of case. Fully equipped, the 
Radiola 24 weighs approximately 40 
Ibs. It measures 21% in. x 16 in. x 
7% in. 


Lamp and Clock 




















A table lamp suitable for bedside, 
dressing table, desk or library table, 
with a ciock situated in the standard, 
is being manufactured by the Auto- 
matic Transportation Company, Inc., 
2933 Main St., Buffalo, N. Y. The 


solid metal stand has a statuary bronze 
finish. The hand-made _ shade is 
covered with plaited georgette and 
trimmed with metallic gold. There is 
a choice of colors, rose, blue or gold. 





Table Percolator 

















A new copper nickeled, fuse pro- 
tected, electric percolator is being mar- 
keted by the Dover Manufacturing 
Company, Dover, Ohio. The heating 
element is a nickeled, metal sheathed 
“Vea No-Burn-Out.” Element, protect- 
ing fuse and terminals are asembled as 
one rigid piece. Replacement of the 
complete unit is made by loosening two 
screws. It comes in six and nine-cup 
sizes. 


Console Loudspeaker 

















A new console loudspeaker known 
as the “Superspeaker Console” with a 
horn made of the same material and by 
the same process as the regular “Super- 
speaker,” has been introduced by the 
Jewett Radio & Phonograph Company, 
Pontiac, Mich. The horn is placed 
within the cabinet, being thoroughly 
padded on three sides with piano felt. 
The superspeaker unit and grill contain 
several new improvements. 





Electric Stove 


One, two and three-burner electric 
stoves are being manufactured by the 
National Stamping & Electric Works, 
Chicago, Ill., under the name of the 
“White Cross Electric Stoves.” Con- 
struction of the stoves is of sheet steel, 
finished in black enamel, trimmed with 
nickel. They are equipped with an in- 
dicating rotary switch on each burner, 
and draw 5.5 amp. 
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Radiola 26 

















Inclosed in a grained walnut cabinet 
14% in. x 13 in. x 9% in. with home 
battery box finished to match the por- 
table set proper, this new Radiola 26 
is announced this month by the Radio 
Corporation of America, New York 
City. It is equipped with the standard 
six-tube super-heterodyne catacomb. 
The loop is mounted within the frame 
of the front door and a part of the 
front cover. When the door frame is 
swung open, the loop rotates on an axis 
to obtain full advantage of its direc- 
tional characteristics. Weight, com- 
plete with batteries for portable use, 
but without home battery box, is ap- 
promixately 40 lbs. 





Varied Line of Washers 


A vacuum-type electric washer is be- 
ing manufactured by Altorfer Broth- 
ers Company, Peoria, II]. The company 
also manufactures cylinder, oscillator 
“ry aw types, under the name 


Immersion Heater 

















An immersion heater which the man- 
ufacturer says will boil a glass of 
water in 50 seconds is being manufac- 
tured by the Columbia Electric Manu- 
facturing Company, 472 Louisiana Ave- 
nue, Washington, D. C. It may be used 
directly in fluid for heating water, 
boiling milk, boiling eggs, etc. 
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ty THE ELECTRIC IRON THAT WILL WOT BURN OUT! 
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vertising in America’s Greatest News- : 
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NICKELED COPPER 
NO-BURN-OUT 
FUSE-PROTECTED 


The Percolator Business 
in a Nutshell 


The Only Quality Percolator @ 
for Every Home, Every Purse (@ 
_and Every Occasion @' 

















One Design—Lower Cost ~ Why 
Small Investment ts 


Big Turnover 6-Cup Size 
9-Cup, $10.00 
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New Electric Refrigerator 





A new, comparatively reasonably 
priced electric refrigerator known as 
the “Kelvin-et” has been introduced by 
the Kelvinator Corporation, Detroit, 
Mich. It is entirely self-contained, 
with every part inclosed in the refrig- 
erator itself. The freezing unit, with 
two trays, is at the top. The mechan- 
ism that chills it is in the space below 
the food compartment. 





Portable Electric Saw 














A portable electric hand saw known 
as the “Skilsaw,” which operates from 
any lamp socket, has been introduced 
by the Michel Electric Hand Saw Com- 
pany, 1801 Bernice Ave., Chicago., Ill. 
The tool weighs 14% Ib., carries an 8- 
in. blade and has a maximum cutting 
capacity of 2% in. in thickness. 





Variety of Sockets 





A variety of sockets are being manu- 
factured by the Circle F. Manufac- 
turing Co., Trenton, N. J. The sock- 


ets herewith illustrated, left to right, 
are: “Turn-Nob” Socket No. 1072-C; 
Keyless Socket No. 1122-C; Pull-Chain 


Socket No. 1222-C; Key Socket No. 
1022-C, and Electrolier Socket No. 
4242-C. 
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Electric Washer 
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An electric washer, Westinghouse 
electrically-equipped and with Timken 
roller bearings and oilless bronze bear- 
ings, is being manufactured by the One 
Minute Manufacturing Company, New- 
ton, Iowa. The tub is formed from 
drawn copper with no seams below the 
water line, made according to the ther- 
mo principle, heat containing construc- 
tion. The wringer has balloon rolls and 
a quick reversible drain board. 





Electric Barbecue Unit 





An electrically driven barbecue unit 
is being manufactured by the Buckeye- 
Prima Co., Sidney, Ohio. The entire 
unit weighs only 75 lb. and is mounted 
on a convenient pedestal. The motor 
is equipped with a rheostat, so that it 
may be operated at any desired speed. 


46 





Swivel-Point Soldering Iron 








An electric soldering iron with a pat- 
ented swivel point which enables a user 
to reach otherwise inaccessible places 
has been introduced by the Ward Manu- 
facturing Company, 937 Wellington 
Ave., Chicago, Ill. 

The iron draws 100 watts of current 
and is suitable for any general job of 
soldering, except where a heavy-duty 
iron is required. It is subjected to a 
500-volt insulation breakdown test be- 
fore being shipped. It may be adjusted 
from a straight tip to an angle. 





Electric Refrigerators 




















Two new electric refrigerators,. 
household size and apartment size, 
have been introduced by the Electrice 
Corporation, 120 Broadway, New York 
City. The illustration above shows the 
household size, known as Type “A.” 
The size known as Type “B,” for apart- 
ments and smaller homes, has outside 
dimensions of 64% in. x 30 in. x 21 in. 
The cabinets are furnished in either 
— enamel or laminated oak, natural 

nish. 





Candle Pull Sockets 


A new line of candle pull sockets has 
been introduced by The Arrow Electric 
Company, Hartford, Conn. The com- 
ponent parts, as compared with other 
designs now standard on the market, 
have been reduced about two-thirds, the 
manufacturer states. Removable and 
extension hickeys offer a complete ser- 
vice for 4, 5 and 6-in. candles. 






































° (with the dust-bag 
Th ts Tes t removed) provesthe 
efficiency of the Eureka ‘high 
vacuum” principle of cleaning. In 
homes where ordinary motor-driven 
ush cleaners, commonly own 
as electric carpet sweepers, have 
been in use some time, this test 
will produce startling results. 





(200) 








0 
5 O/ Increase In 











UREKA 


Shipments 


79,021 Eurekas Shipped, First Quarter 1925 
52,398 Eurekas Shipped, First Quarter 1924 


26,623 Increase—Over 50% 


The astonishing rate at which demand for the Grand Prize 
Eureka Vacuum Cleaner continues to increase is clearly indi- 
cated by these figures on comparative shipments for the first 
quarters of 1924 and 1925. 

Eureka shipments averaged well over 1,000 cleaners every 
working day throughout the first three months of this year. 
This tremendous volume closely approximates 3314% of the 
combined total shipments of the entire electric cleaner in- 
dustry. In other words, one out of every three electric vacuum 
cleaners shipped during this period was a Grand Prize 
Eureka! 

The amazing and constantly growing demand, plainly dem- 
onstrated by these figures, has brought conspicuous success 
to authorized Eureka dealers and is adding new value to 
their franchises. 

No dealer in the major home appliances who desires to profit 
from a large and immediate increase in his vacuum cleaner 
sales can well afford to delay in taking advantage of the 
splendid opportunity which the Eureka offers. Wire or write 
the factory for an interview with our sales manager for your 


territory. 


EureEKA VacuuM CLEANER Company, Detroit, U. S. A. 
Makers of Electric Vacuum Cleaners Since 1909 


Canadian Factory, Kitchener, Ont. 
Foreign Branches: 8 Fisher St., Holborn, London, W.C. 1, Eng. ; 58-60 Margaret St., Sydney, Australia 
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Two-Way Plug 














The above illustrated two-way plug 
transforms any standard single outlet 
into a duplex outlet by the simple proc- 
ess of plugging-in. It is manufactured 
by the Bryant Electric Company, 
Bridgeport, Conn. 





Lamp Shade Cover 





A lamp shade cover made in three 
sizes for floor lamp, table lamp and 
bridge lamp, is being manufactured by 
the Phoenix Import Company, Inc., 45 
East Twentieth St., New York City. 
The Phoenix “Adjusto” adjusts itself 
to any size lamp shade. The above 
shows a photograph of the table-size 
cover. 


Tube Rejuvenator 

















A compact apparatus for rejuvenat- 
ing exhausted or paralyzed radio tubes 


has been introduced by the Jefferson 
Electric Manufacturing Company, 501 
So. Green St., Chicago, Ill. The manu- 
facturer claims that rejuvenation is 
complete in less than 11 minutes. The 
equipment consists of a black enameled 
metal case, approximately 4 in. x 4 in. 
x 3% in. Sockets for 201-A, 301-A, 
UV-199 and C-299 types of tubes are 
mounted on top of the case, as are the 
control switches. 
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Combination Range and Grill 

















An electric cooker which is designed 
to supply the need of an electrical 
cooking utility between grill and elec- 
tric range is being marketed by the 
Thermal Electric Corporation, Cin- 
cinnati, Ohio. The “Thermal” has 
three heating units, one in the bottom 
of the oven, one at the top of the oven, 
and one on the very top for quick fry- 
ing, boiling, etc. It is enameled in 
white, with trimmings of gray. Side 
arms with electric heating units can 
be furnished if desired. 





Utility Cord Tap 

















A utility cord tap which is designed 
to be attached either to the end or to 
any intermediate point of a two-con- 
ductor cord in order to tap current 
from same has been introduced by the 
Beaver Machine and Tool Company, 
Newark, N. J. It may be attached to 
a wood or plaster wall, thus becoming 
a regular electric outlet which the 
handy-man about the house may 
install. 
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Radio Condenser 

















A condenser made in four sizes and 
designed for super-heterodyne tuned 
radio frequency and short wave cir- 
cuits is being manufactured by the 
Wade Manufacturing Company, Inc., 
1819 Broadway, New York City. Both 
sets of plates are especially insulated 
from frame. A grounding terminal is 
provided on the frame, thus the frame 
becomes a shield, and the condenser may 
be used in the most sensitive circuits, 
eliminating body capacity effects, ac- 
cording to the manufacturer. It is 
equipped with a 4-in. vernier silver 
finished dial graduated in 360 degrees. 





Electric Vacuum Brush 

















A small electric suction cleaner 
equipped with both a rotary motor- 
driven brush and a straight or stiff 
brush has been brought out by the 
O. K. Machine Company, Inc., Fort 
Wayne, Ind. The machine weighs 
only three pounds and is suitable for 
cleaning clothing, upholstered furni- 
ture, automobiles, etc. 





Electric Cooker 




















An electric cooker equipped with alu- 
minum vessels has been introduced by 
the Excel Electric Company, Muncie, 
Ind. The outside casing is steel, finished 
in gray enamel. 











More Sales~ No Service 
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The beauty and simplicity of the 
New Gainaday attracts interest— 
and one demonstration proves its 
superiority. Here is a new washing 
principle which will eclipse all com- 
petition. Washes a tubfull of dirtiest 
clothes in 3 to 5 minutes. Flexible 
capacity from a handfull to 10 Ibs. 
of dry clothes. Cleanses every thread 
and without the slightest wear on 
daintiest garments—not a moving 
part inside the tub. Cleans itself. 
Right or left handed wringer with 
balloon type rolls, one pressure 
screw, instant safety release. 


af / The $100,000 Tub 
gq ger O 7, That permits the New Gainaday 
to out-demonstrate any washer on 











the market. The 3 baffles, which 
give the unequalled water action, 
are part of the tub. No moving 
mechanical parts in tub. 


Mechanical 
Features 


The New Gainaday is five years 
ahead of the field. It’s the simplest 
washer built—quiet, sturdy, power- 
ful, safe! Only five parts in main 
gear case. Timken roller bearings. 
New type friction drive. All-one- 
piece tub pressed from 33 oz.drawn 
copper, nickel-tinned inside. 






























Cabinet of automobile body stock. 
Die cast aluminum wringer. Washer 
dismantles into 3 units for one man 
delivery. Nothing to get out of 
order—positively no servicing han- 
dicap after sale is made. 


Aluminum finish. 


Discounts and Sales Support rbe-pey ae 


Bigger discounts which are liberal enough to permit of real 
selling effort and to insure a genuine profit to the dealer. 
Generous newspaper advertising allowance and direct-mail 
advertising helps. A very definite and resultful program of 
sales assistance by trained representatives from the factory. 


















The New Gainaday will positively dominate the 
market in 1925. It is meeting with enthusiastic 
acceptance wherever demonstrated, and SALES 
tell the story. If you want to tie up with a sure 
success write or wire for particulars—TODAY. 





GAINADAY ELECTRIC COMPANY 


3016*LIBERTY AVENUE, PITTSBURGH, PA. 
Manufacturers of Gainaday Cylinder Washers, Oscillator Washers and Ironers 
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Table Lamp and Grill 


THE “GRILLITE” 


| COMBINATC 


N Lamp. Gri 





A combination table lamp and elec- 
tric grill is being manufactured by the 
“Grillite’ Company, 64 E. Eighth St., 
New York City, under the name of 
“Grillite.” The grill is in the base of 
the lamp. To light it, one has only to 
swing the lamp pedestal to the right. 
The lamp is finished in bronze, oxi- 
dized, blue or white porcelain. 





New Battery Charger 

















A battery charger that will charge 
both radio and automobile batteries is 
the latest development of the West- 
inghouse Electric & Manufacturing 
Company, East Pittsburgh, Pa. 

The new “Rectigon” has been de- 
signed to cover a wide field of applica- 
tion, as it will charge any combination 
of storage “A” and “B” batteries 
needed for any radio set, as well as 
5 to 6-cell automobile batteries. 


New Oscillating Washer 
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A new type of oscillating washing 
machine, said to be designed to elimi- 
nate complicated construction, and to 


produce speed and efficiency in opera- 
tion, has been introduced by the Mac 
Products Company, Erie, Pa. The Ken- 
roy Oscillating Washer, as it is called, 
accomplishes rapid washing action by 
means of a special construction in the 
bottom of the tub. With this oscillating 
device a tub full of clothes may be 
thoroughly cleansed in a short time, 
varying from five to eight minutes. 
This machine, driven by a Westing- 
house %-hp. motor, has a capacity of 
six sheets, but is able to handle a 
— load without danger of over- 
oad. 


Electric Washer 





A compactly built washer finished in 
gray enamel is being manufactured by 
the Conlon Corporation, Chicago, III. 
It comes with a galvanized tank, al- 
though a copper tank can be supplied at 
a small additional cost. 

The mechanism is inclosed by a de- 
tachable panel, which may be removed 
to make the parts accessible. The 
holes in the cylinder are beaded to make 
the surface inside and outside smooth. 





Motor-Driven Churn 

















An electric churn equipped with a 
Universal motor is being manufactured 
by Taylor Bros. Churn & Manufactur- 
ing Company, 4460 Finney Avenue, St. 
Louis, Mo. The churn is constructed 
of heavy XXX charcoal tin, enameled 
in blue. 
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Spot Light and Control 














An automobile spot light which is 
constructed to be attached to the front 
spring and is controlled by a knob on 
the steering gear, is being manufac- 
tured by the Farwell-Toledo Gear Com- 
pany, 1702 Summit Street, Toledo, Ohio. 
The control enables the driver to illu- 
minate cross roads, to read route signs 
and house numbers, and to signal when 
he is going to make a turn. 





Christmas Tree Outfit 

















A varied line of electric Christmas 
tree outfits is being manufactured by 
the C. D. Wood Electric Company, Inc., 
441 Broadway, New York City. The 
eight-lamp outfit illustrated above is 
equipped with a two-piece attachment 
plug, packed in a four-color display 
box. The extension-type outfit is manu- 
factured under patents owned by Haft, 
Wood & Company, Inc., New York City. 





Four-Way Table Tap 
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A four-way table tap with a glazed 
porcelain surface and phosphor bronze 
contacts is being manufactured by the 
Esler Electric Manufacturing Com- 
pany, Marion, Ind. It may be used on 
top of a table or fastened underneath. 


























Setting a new pace 
in washer sales 


Seldom if ever has any washer made the stir created by this 
latest great step forward—the Dunham *Whirldry” Washer. 
Nor is this surprising, because never before were so many 
definite improvements made simultaneously in an already 
developed industry. 


These features mean increased sales 


1—An absolutely exclusive application of the 
principle of centrifugal operation. 
Clothes are washed in the spinner-basket in flowing water, 
not down in the tub. 
Double washing action by highly developed agitator plus 
constant flowing water circulating through the clothes. 
A greatly improved drying process, with solid basket with 
unperforated bottom and _ sides. 
Self-emptying with discharge at tub height—even while 
fresh water is entering or while clothes are whirling dry. 
No raising, lowering or tilting of basket at any time during 
washing, rinsing, bluing or drying. 


2—A thoroughly practical design based on proven 
Principles only. 
Built after thorough study of washer fundamentals by ex- 
perienced engineers to give constant service under severe 
conditions without expert attention. 
Simplified mechanism, least number of parts. Ample 
strength with minimum weight. 
Improved balance minimizes vibration. 
More convenient size, easier to operate. 


Easier, quicker, cleaner, and better washing with the Dunham 
Whirldry Washer means big sales. It will pay you to learn 
about the Dunham “Policy,” including sales, advertising and 
merchandising helps. Write us. 


George W. Dunham Corporation 
Utica, N. Y. 














last drying in basket 
with  unperforated 
bottom and_ sides. 
Again no_ splashing 
with cover off. 




















Discharges at tub 
height. Can be emp- 
tied while drying or 
refilled while being 
emptied. 





Turbulent agitation 
plus flowing water— 
a double washing ac- 
tion. No splashing 
even without cover. 





























Automatically tells 
when properly tilled 
due to basket over- 
flow. No water-level 
mark to watch. 






































Table high, flat en- 
ameled top, conve- 


nient for general use 


as a table, easy to 


move about. 

















Clothes washed | in 
basket in flowing 
water. Scum and dirt 
float in tub and can- 
not touch clothes. 
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Switch Plates and Plugs 

















A complete line of Bakelite push- 
button and toggle switches, receptacles 
and duplex and attachment plugs are 
being offered by the Connecticut Elec- 
tric Manufacturing Company, Bridge- 
port, Conn. The A-1 Bakelite two- 
piece attachment plugs and the “Xtra- 
Lite” double plugs come in display car- 
tons for counter use. The attachment 
plugs are made in various colors. 





Porcelain Bracket 


























A white glazed porcelain bracket 
which combines a wall bracket with an 
electric outlet for kitchens, bathrooms, 
restaurants, etc., under the name of 
Levolier, is being manufactured by the 
McGill Manufacturing Company, Val- 
paraiso, Ind. This bracket is made 
also with plain canopy for installations 
where only one of a pair of brackets 
is desired with the electric outlet. 





Auto Spot Light 
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A spot light which operates through 
the glass of an automobile windshield 
has been introduced by the Great Lakes 





Auto Products Company, 4619 Ravens- 
wood Avenue, Chicago, Ill. It is known 
as the “Circlite Junior,” and requires 
only a 1 7/16 in. hole through the wind- 
shield. It operates even when the shield 
is opened for ventilation. 





1926 Model Receiver 

















A 1926 model radio receiving set 
containing six tubes, two as radio-fre- 
quency amplifiers, one as a detector, 
and three as audio amplifiers, has been 
brought out by the Neutrowound Radio 
Manufacturing Company, 1721 Prairie 
Avenue, Chicago, Ill. The set is made 
in only one model, completely shielded 
by an all-metal case finished in crystal- 
line, black and nickel. 





Vacuum Cleaner 
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A new vacuum cleaner known as the 
“Super Royal” has been introduced by 
The P. A. Geier Company, Cleveland, 
Ohio. The manufacturer claims that 
the suction power of the new Royal has 
been increased 40 per cent as the result 
of discoveries in fan and fan chamber 
design. The nozzle is 15-in. across, and 
the handle is equipped with a trigger 
switch. 





Canopy Switch 














A new pull chain canopy switch, 
P&S 3316, with a smooth, easy action, 
has been placed on the market by Pass 

Seymour, Inc., Solvay Station, 
Syracuse, N. Y. The switch is easy to 
wire and install in ceiling canopies, pan 
fixtures, outlet boxes and home light- 
ing units, where individual control at 
the unit is desired or where a wall 
switch is impractical. 
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Heater Plug Clip 

















A new heater plug clip which is de- 
signed to eliminate a large amount of 
plug breakage has been introduced by 
Gray Brothers, Plano, Ill. It is 
stamped in one piece from both 20 and 
24 gage half hard brass and is 
designed to fit a number of standard 
heater plugs. 


Perfume Lamp 

















A perfume lamp known as the “Para- 
quette” No. 352, has been introduced 
by the Fulper Pottery Company, Flem- 
ington, N. J. It measures 11-in. in 
height. It may be had in Paraquette, 
rose, Brazilian blue, Down white, sul- 
phur, orchid or flame colors. 





Hair Dryer and Curling [ron 
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A combination hair dryer and curling 
iron set consisting of two separate ap- 
pliances packed in leatherette finished 
display cases of dark green mottled 
effect and lined in variegated crimson 
silk has been introduced by the Russell 
Electric Company, 340 West Huron 
Street, Chicago, Ill. Each appliance is 
supplied with ivory finish throughout, 
white cord and white plugs. An ivory- 
finish or rosewood-finish curling iron 
may be secured separately in similar 
display cases. 





Combination Drill 


A new electric bench drill which runs 
on alternating or direct current of 110 
volts has been introduced by the Fi- 
delity Electric Company, Lancaster, Pa. 
It has a speed control in the base. 
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No. 835 L & H Elec- 
trics Full Auto- 
matic Time and 
Temperature Con- 
trol Range. Full 
Porcelain ename] 
finish — rust-proof. 
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L & H Electrics Automatic 
Time Control. Positive— 
Accurate 





L& H Electrics Tempera- 
ture Control — A_ Real 
Current Saver 
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Write Us for Details 
On These Sales Winners 


EARN why sales increase with L & H Electrics Ranges 
on your floor, learn why L & H Electrics leave a 
real profit—write us today for details. 


L & H Electrics Ranges have taken the lead in the range 
field. The unusual design which makes for strong sales 
appeal has as its background substantial construction. 
This means lasting, good service with less servicing—no 
extra hours on servicing which means cutting your 
profits. 


L & H Electrics Ranges are a part of a quality line of 
electrical items. For real profit sell 


L & H Electrics Hot L ~ H Electrics Irons L & H Electrics Curling 
Plates L H_ Electrics Urn Irons 
L & H Electrics Table Semen , 
Stoves L & H Electrics Waffle L Ae Electrics Heating 
L & H Electrics Testing Irons — 
Ovens L & H Electrics Reflec- L & H Electrics ““Turnsit”™ 
L & H Electrics Ranges tor Heaters Toasters 








Ranges and 


é ELECTRICS Appliances 


TRADE MARK 


A. J. Lindemann & Hoverson Co., 435-437 Cleveland Ave., Milwaukee, Wis. 
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Hlectrical Business Briefs 


Electric Refrigeration 
Coming to Fore 


Indicating a rapid increase in pop- 
ularity of electric refrigeration for the 
home, electrical refrigerator manufac- 
turers are reporting a tremendous in- 
crease over last year’s sales. 

The Serv-E] Corporation reports that 
during the first quarter ending March 
31 they delivered 50 per cent more elec- 
trical refrigerating machines than in 
the preceding quarter. The company is 
booked to capacity for six months 
ahead. 

The Delco-Light Company is rear- 
ranging its plant to increase the out- 
put of Frigidaire. In 1924, sales to- 
taled 21,000 units, compared with 5000 
in the preceding year and 2200 in 1922. 





Victor to Enter Radio 
Field, Report 


After watching radio gradually walk- 
ing away from the phonograph industry 
for the last five years, the Victor Talk- 
ing Machine Company now is planning 
to participate aggressively in radio 
manufacturing, it was indicated in a 
report made by Eldridge R. Johnson, 
president, at a recent annual meeting of 
stockholders. 

Although nothing in the report defi- 
nitely committed the company to a 
policy on radio, the report stated: 
“Plans, carefully and deliberately de- 
veloped toward meeting the conditions 
confronting the industry, are rapidly 
nearing maturity, and are anticipated 
to maintain the company in its position 
in the van of the entertainment field.” 

It is known that the company already 
has begun the production of a loud 
speaker, which is believed to be the 
first step toward the introduction of 
a combined Victrola-radio machine. 
There are rumors of a working agree- 
ment with the Western Electric Com- 
pany, which is controlled by the Amer- 
ican Telephone & Telegraph Company. 





W. B. Fulghum with Crosley 


Walter B. Fulghum has been ap- 
pointed general sales manager of the 
Crosley Radio Corporation, Cincinnati, 
Ohio. He was associated with the Vic- 
tor Talking Machine Company, Cam- 
den, N. J., for many years. 





Hickox Promoted 


Norman B. Hickox, for several years 
assistant general sales manager, has 
been made vice-president in charge of 
sales of Curtis Lighting, Inc., 1119 West 
Jackson Boulevard, Chicago, III. 





Opens New Office 


The Charles Freshman Company, 
Inc., New York City, has just opened 
a direct factory office and warehouse 
at 327 South La Salle Street, Chicago, 
Ill. All sales in central and far west- 
ern States will be handled from Chicago 
in the future. 


Radio Insurance Rates 


Radio is now in the class with furs 
so far as burglary risk is concerned, 
insurance underwriters have decided. 
Due to large thefts of sets and parts, 
the burglary department of the Na- 
tional Bureau of Casualty and Surety 
Underwriters has raised the rate from 
$7.50 to $50 for $1,000 coverage. 





Changes in G. E. Lamp Divisions 


The name of the Federal Miniature 
Lamp Division, New York City, has 
been changed to Federal Lamp Divi- 
sion, National Lamp Works of General 
Electric Company. The offices have 
been moved from 342 Madison Ave. 
to 441 Lexington Ave. 

The Shelby Lamp Division of the 
National Lamp Works, Jackson Bldg., 
Buffalo, N. Y., announces a change in 
name to Empire Lamp Division, Na- 
tional Lamp Works of General Electric 
Company. 

The offices of the Bryan-Marsh Divi- 
sion, National Lamp Works of General 
Electric Company, Grand Central Ter- 
minal Bldg.. New York, have _ been 
changed to 250 Park Ave. 

The name of the Bryan-Marsh Di- 
vision, National Lamp Works of Gen- 
eral Electric Company, 623 South 
Wabash Ave., Chicago, has’ been 
changed to Midland Lamp Division, 
National Lamp Works of General Elec- 
tric Company. 

The name of the Brvan-Marsh Di- 
vision. National Lamp Works of Gen- 
eral Electric Company, located at 642 
Beaubien St.. Detroit, Mich., has been 
changed to Michigan Lamp Division, 
National Lamp Works of General Elec- 
tric Company. 





Manufacturers Consolidate 


The business of the Outlook Com- 
panies, Cleveland, Ohio, has been com- 
bined with that of The Sterling Manu- 
facturing Company in the same city. 
There will be no change in the general 
sales policy, and the products will re- 
tain their respective trade names, “Out- 
look” and “Sterling.” All “Outlook” 
communications should be addressed to 
The Sterling Manufacturing Company, 
2831 Prospect Avenue, Cleveland, Ohio. 


New York Representative 


T. C. Smith & Company, Philadel- 
phia, Pa., manufacturers of “Real’”’ 
appliance plugs, detachable switches, 
cord sets. etc., announce the appoint- 
ment of John H. Graham & Company, 
Inc., 113 Chambers Street, as their ex- 
clusive agent in the metropolitan dis- 
trict of New York City. 





New Radio Sets 


The Sun Advertising Company, 
Louisville, Ky., recently formed for the 
manufacture of radio sets and electrical 
specialties, plans a national advertis- 
ing campaign in the fall. 
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Incandescent Lamp 


Company Formed 


Patents have been issued on a new 
type of electric lamp containing two 
standard filaments, each of which can 
be burned separately, thus giving the 
globe twice the ordinary life, it is 
claimed. The incorporation of a com- 
pany to manufacture them in large 
quantities was announced by Otto B. 
Shulhof, Commissioner of the Port of 
New York Authority, who is president 
of the corporation. 

The company, the Dualite Electric 
Lamp Corporation, has a factory at St. 
Mary’s, Pa., and headquarters at No. 
1170 Broadway, New York City. The 
General Electric Company has granted 
the manufacturers a license to incor- 
porate into it certain features on which 
the General Electric holds patents. 





Curb Free Advertising 
“Puffs” Over Radio 


As a first step toward what eventual- 
ly may bring complete abolishment of 
free radio “puffs,” the American News- 
paper Publishers’ Association, at its 
recent convention in New York City, 
voted to discontinue free advertising in 
radio columns and free mention of trade 
names in programs broadcasted by 
newspaper stations. 





License Christmas Tree Outfit 
Manufacturers 


Under a patent recently issued by 
the United States Patent Office, Haft, 
Wood & Company, Inc., 565 Broadway, 
New York City, has just licensed ten 
manufacturers to produce what is 
known as the extension-type Christmas 
tree outfit. Other manufacturers, ac- 
cording to the company, are infringing 
on the patents. 

The manufacturers licensed are as 
follows: 

C. D. Wood Electric Company, 565 
Broadway; Five Seas Trading Corpo- 
ration, 621 Broadway; Sunshine Xmas 
Tree Outfit Company, 72 Green St.; 
Economic Lighting Company, 216 Bow- 
ery; Bee-Ell Electric Manufacturing 
Company, 79 Mercer St.; Onyx Electric 
Company, 83 Murray St.; Triangle Elec- 
tro Trading Company, 4077 Park Ave.; 
J. Rudges, Inc., 49 W. 27th St., all of 
New York City; and Matchless Electric 
Company, 143 W. Austin Ave., and 
Siegal Electrical Supply Company, 154 
W. Washington St., of Chicago. 





Corporation Reorganized 


The Radio Industries Corvoration, 
New York, maker of Rico radio prod- 
ucts, has been reorganized under the 
laws of the State of Delaware. The 
corporation’s current advertising is 
built around the Rico-dyne, a recently 
developed receiving set. 














Big Increase in Electric Production 
HE total output of electricity in the United States 


for the first quarter of 1925 was 15.9 billion kw. hr. | 
This was 6 per cent greater than the output for the | 
same period in 1924. More electricity was produced in | 
March at public-utility power plants by the use of | 


water power than ever before. 





(,. E. Directors Reelected 


S 
appropriation of $20,000,000, 


payments are made on a similar basis as those past. 
All directors were reelected. 
man of the board, presided. 





Westinghouse Lamp Elects 


IRECTORS of the Westinghouse Lamp Company 
have elected the following officers: 

E. M. Herr, president Westinghouse Electric & Manu- 

facturing Company, (reelected) president; Walter Cary, 


first vice-president; T. G. Whaling, L. A. Osborne and | 


C. A. Terry, vice-presidents, (reelected) ; and James C. 
Bennett and T. J. Illing, secretary and treasurer, re- 


spectively. 


Arthur E. Allen, formerly manager New York dis- | 


trict sales office of the Westinghouse Electric & Manu- 


facturing Company, was appointed general manager of | 


the lamp company. 





To Market Radio Sets 


HE United Cigar Stores Company will market 
Thermiodyne radio sets on a part payment plan. 





Establishes Branch Offices 


“—PXNHE establishing of branch offices at Tampa, Fla., 

and at Chattanooga, Tenn., and the _ resulting 
changes in personnel of the Atlanta district organiza- 
tion has been announced by the Westinghouse Electric 
& Manufacturing Company. These changes went into 
effect May 1. New positions are as follows: 

W. L. Southwell, manager, new branch office at 
Tampa, Fla.; W. W. Ballew, branch manager for 
Georgia, located at Atlanta; J. C. Boesch, branch man- 
ager at Chattanooga, Tenn.; R. H. Atkinson, manager, 
merchandising division, Atlanta office. 





Fixes Radio Tube Royalty 


HE Federal District Court, Wilmington, Del., in 

the suit of the American Telephone and Telegraph 
Company against the Radio Audion Company and the 
De Forest Radio Telephone and Telegraph Company, 
decided that “reasonable royalty” for the alleged in- 
fringing of tubes made by the Radio Audion Com- 
pany between Jan. 1, 1921, and Jan. 9, 1923, will be 


80 cents each. 


TOCKHOLDERS of the General Electric Company 
voted at their annual meeting their approval of an | 
increasing the capital | 
stock 2,000,000 shares of $10 each to care for the stock | 
dividend over a period of the next three years, provided | 


Owen D. Young, chair- | 











| HERE’S money in selling fans—if 
vou sell satisfaction as well. 

Just check these facts about Dayton 

Fans: 

1. Quick turnover sales policy. 
2. Two wonderful new values—an 8- 
~ inch fan at $7.50; a 10-inch oscillator 
at $15.00. 
The 3 big essentials of fan construc- 


tion—Durability, Large Volume of 
Air Delivery, and Attractive Appear- 


' ance. 
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Your customers expect you to sell fans— 
why not sell fan satisfaction? It pays. 


THE DAYTON FAN & MOTOR CO. 
DAYTON, OHIO 


For 36 years, manufacturers of high grade electric apparatus. 











DAYTON FAN & MOTOR CO., Dayton, Ohio. 


Send me a copy of “Trade Winds”’, 
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Retails for 
$600 


Make §0% Profit 


Dealers everywhere are cleaning up big with the 
popular model No. 100, White Cross Electric 
ange illustrated above. It sells on sight, every demonstration 
means a sale. Furnished complete with standard length lamp 
cord and 2-piece plug. Triple baked enamel finish with highly 
polished nickeled trimmings insure beautiful appearance. 


Order On 30 Days’ Approval 


We will ship you 1, 3 or 6 White Cross Electric Ranges on 30 
Days’ approval. Display them in your showroom, show them 
to your customers. If they are not sold at the end of 30 days 
return them to us and the charge is cancelled. You can’t lose 
anything the National way. We give you plenty of time to 
sell before you pay. Send us an approval order today! 








Housewives will depend upon you to supply 


Our National Advertising Program is started. 
them. Be prepared. Stock them now. 


National Stamping & Electric Works 
3212 W. Lake Street, Chicago, Illinois 














Triple Socket Plug 
Leaves Lamp in Position Intended 


List Each 75e 


Greatest Value and Fastest Selling 
Item of This Character 


Guaranteed Against All Damage from Heat 
Moisture or Breakage 
No. 22 List 50c.—Liberal Discounts—2-4-1 List 45c. 
Your Jobber Can Supply You 
Insist on AJAX—St. Louis 


AJAX ELECTRIC SPECIALTY COMPANY 
St. Louis 
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N. E. L. A. Convention 


NE of the most diversified programs ever arranged 
for a national convention of the National Electric 
Light Association has been prepared for the week: of 
June 15, when electric utility representatives number- 
ing approximately five thousand will gather at San 
Francisco from all over the United States and Canada 
for the forty-eighth convention of the association. 
Sixteen business sessions will be held during the four 
days of active convention work. One of the addresses 
of interest to readers of this magazine will be “Merchan- 
dising Electrical Appliances,” by Edward N. Hurley, 
chairman, board of directors, Hurley Machine Company, 


Chicago, II]. 





Radio Corporation’s Earnings 


URPLUS profits of the Radio Corporation of Amer- 
ica for the quarter ending March 31 amounted to 
$1,928,329, exclusive of expenses, depression, cost of 
sales, patent amortization, estimated Federal income tax 


and accrued reserve for year-end adjustments. The 
gross income from sales, communications and other in- 


come aggregated $15,229,923. 





G. E. Employees Are Stockholders 


ORE than 22,000 employees of the General Elec- 

tric Company hold bonds in the G. E. Employees 
Securities Corporation, according to the second annual 
report of the organization. The corporation has been 
in existence two years, and the average holding of bonds 
is now $556. 





Electrical Show Stimulates Sales 
(Continued from page 16) 


for it became that most evenings, was an interested 
crowd. One significant bit of management was that 
none of the signs or announcements made a “free” show 
of it. The more dignified “No admission charged”? was 
the phrase. 

Perhaps the beginning of the spirit that made the 
show possible was within a few days after Mr. Smock 
became commercial manager of the Power Company 
last July. Shortly before he came the company had held 
a “special bargain sale’ on irons and the other mer- 
chants did not like it. The Power Company was pledged 
to run another sale. 

During the second part of the sale, Mr. Smock placed 
these bargain irons in each store where irons were for 
sale on consignment and permitted each dealer to sell 
irons at the Power Company price and pay for them 
when sold. Also, all of his advertising for the second 
sale included the line “For sale at this price where 
electrical goods are sold.” This move convinced the 
merchants of the city that Mr. Smock was playing fair. 

You can have a show like this in your town, so why 
not do so? The first step is to establish the proper 
spirit of ,cooperation and this is done by fair dealing 
with each other. The second is to pick a showman for 
manager. As the electrical service company is the one 
to profit in the long run, it should take the leadership. 

Uniform decoration and sign work are important. 





Dignity in advertising keeps the riff-raff away. 

In this particular show it was thought that a fashion 
show and other special nights would be needed, but it 
is evident that the greatest number were attracted by 
the electrical story. The romance of the mysterious 
power and its great industry was played in all advance 
notes. Manufacturers were most liberal in the loan of 
flood lights, street lights and such other equipment as 
would be educative. No trouble was experienced in 
getting able speakers for all meetings, whether for the 
consumer, the business man or the technician. 

In this case the electrical industry showed itself 
ready for the fullest cooperation and the doubts were 
with the non-electrical dealer. Two weeks after the 
show, every non-electrical dealer in Asbury Park was 
for the idea, very strongly. 
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“What’s Doing in Radio” 
| (Continued from page 24) 


of trying to bring it right in on the loud speaker. Tell 
them some of these things—it will make your customer- 
contact stronger and will save both of you a lot of un- 
necessary fretting and wondering what’s wrong. 

Then there’s the ever present “gyp” situation. Now 
a “gyp” has been called a thousand different things and 
by any one of the names he sounds just as rotten; but to 
me he is the gent who cuts and slashes price on every- 
thing, including good standard merchandise, when there 
is absolutely no logical reason or substantial basis for 
him to do so. If he understood anything at all about 
mark-up, overhead or his actual cost of doing business, 
he’d know better than to work on such price-smashing 
methods. But, truth to tell, he doesn’t know a thing 
about modern retailing and that’s the cause of all his 
trouble—and ours, too. 

These “gyps” are still going strong and they’ll con- 
tinue their onslaught just as long as manufacturers 
stick to their present methods of distribution. I’ve 
told this same thing over and over again and will con- 
tinue to harp on it in the hope that some day manufac- 
turers will see the light and change their system so that 
you retailers who are trying to play the game straight 
will get a fair and square deal. 

For example, Jones, the manufacturer, sells to Smith, 
the jobber. Smith in turn sells to anybody down the 
street, whether it’s Fred, Red or Mike, taking a chance 
on credit just so he gets a big-volume business. Fred 
pays promptly, but Red and Mike ultimately fail and on 
the market comes what’s left of their stock at what- 
ever price is offered. A “gyp’”’ scout picks up the whole 
thing for a song, ships it into his boss’s retail store, 
where a good mark-up is taken. on the “special pur- 
“chase,” and the customer gets standard radio sets or 
parts at a cost ridiculously under list prices. That’s 
why I say to you: Don’t even try to meet such com- 
petition if you don’t want headaches. Such gyp busi- 
ness will all stop when manufacturers start picking 
better and more reliable distributing channels. 

Just one more thing I want to impress on you, and 
that is about your summer business. Be sure you are 
well stocked with those things that have an increased 
sales possibility at this time of the year. For instance, 
portable sets are certainly in order, and you should have 
one or two good varieties on display and for actual 
demonstration. Also, the parts to build small efficient 
circuits so that your customers can build their own 
portables if they so desire. This means having also 
a few varieties of cabinets and carrying cases so that 
the home-built portables can be properly “clothed.” And 
by all means, as long as it is a “portable season,” have 
plenty of fresh dry cells on hand to meet the demand. 

There now, out of hundreds of timely topics, I think 
I have hit the high spots that should be of prime in- 
terest to the greatest number of our radio merchan- 
disers, but, of course, I couldn’t hope to cover all the 
various problems and queries that each of you might 
be wrestling with right now—but there’s a remedy for 
that, too. Write to me on your business letter head 
and I’ll be only too glad to give you the right kind of 
tonic to cure your summer ills. 
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This is the latest refinement 
of the marveloussetthat en- 
abled Leonard Weeks of 
Minot, N. D. to catch the 
messages of MacMiuillan’s 
North Pole expedition 
when sets costing ten times 
as much failed. 


In this set Crosley has de- 
veloped the famous Arm- 
strong regenerative circuit. 
This circuit does with one 
tube what it takes three 
tubes to do in others. 


This set will bring in sta- 
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tions from all overthecoun- 
try. It is simple and easy to 
operate. With accessories 
the total cost should be un- 
der $25.00. Crosley keeps 
the cost down with his 
“radio-for-the-millions” 
ideas in production. 


Your jobber will gladly 
demonstrate the Crosley 
line and tell you how you 
can cash in on bigger prof- 
its with these fast-selling 
Crosley sets. Get in touch 
with him today. 


Crosley manufactures receiving sets which are licensedunder 
Armstrong U.S. Patent No. 1,113,149, and priced from $14.50 


to $65, without accessories. 


Crosley owns and operates station WLW, Cincinnati, the 
first remotely controlled super-power broadcasting station. 


The 


Crosley Radio Corporation 


Powel Crosley, Jr., President : 
5132 Sassafras Street, Cincinnati 








This 


Fort Wayne 


Ch OU AY , 
You Have a Thousand Uses for 
Little Perfected 


Order one for your work. 
each. A perfected 12-in. electric ‘ 
ing ordinary brush or whisk broom; “3000 used 
= New York clothing manufacturers. 

teration departments—salable in every home 
for cleaning furniture, clothes, stairs, carpets, 
beds, car upholstery, etc. 

Send for circular—get full data, 


The O. K. MACHINE COMPANY, Inc. 
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Used in 


Indiana 





Retails at 


$1 8-50 


$19.25 West of Rockies 
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VACUUM 
BRUSH 
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Was *5522 - Now Retails for $3975 
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ELECTRIC VACUUM CLEANER 


Low price is not all a cleaner should offer. 
People do not want cheap cleaners. They want 
quality merchandise for the lowest consistent 
price. 
—And they are “‘vacuum cleaner wise”’ 
today: they know when a cleaner has 
been BUILT DOWN TO A PRICE! 
The JEWEL is a high quality 
cleaner with a TWO YEAR 
GUARANTEE and with 15 





FEATURES 


on this 


Bigger Better Cleaner 


Oversize 1/5 H.P. motor— 
AIR COOLED. 
Non-cramping Pistol Grip 
handle with convenient push 
button switch. 

Full 14-inch Streamlined alu- 
minum nozzle. 

Long nozzle points to get 
into corners and out-of-the- 
way places. 

Special adjustment on rear 
roller to raise or lower nozzle 
for different rug nap thick- 
nesses. 

Finest aluminum castings. 
Double, detachable, self-clean- 
ing brush. 

All plugs and fittings are 
standard and are approved by 
the Underwriters’ Labora- 
tories. 


Guaranteed for 
Two Years 
















years’ reputation for fine 
cleaner building behind it. 
It is a $55.00 cleaner 
which you can sell 
for $39.75. 
Complete with 
attachments, 
$44.75 














ORDER FROM YOUR JOBBER OR WRITE US 


CLEMENTS MFG. CO. 


608 Fulton Street, Chicago, III. 


Long Distance 
Telephone 
Monroe 6606 
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Hitting the nail on the head may mean action 
but the Hold-Heet Line means real cash Jom 


register activity. 


A Knockout—And hy } 


In prize fighting a knockout is conclusive—it settles all 
arguments. Same way in business. Merchandise that 
sells and sells and sells, each time carrying a good profit 
to the dealer, needs no apologies. Its success is con- 
clusive. 


o> 







































\ = a ee The new Hold-Heet DeLuxe Line of curlers, combs and heating 
| pre =o] pads has scored a direct hit because we first put the highest 
fait TM wl quality into the merchandise and then put each piece in a beauti- 
Sill Mirth Ml SSS ae] ful setting—the whole combination carrying a price tag that at- 


| tracts business. Sounds simple—most knockouts do. However, 
just write it down in your “want book” that the 


White Handle Curler and Comb 


eee, _ Ve Luxe Line 
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2 Will Make You Money | 
Sy eae ins Se ¥ 
LECTRIC Hreeitc p Res a NNR Sane soabseiem met 
And that is what you are in business for—to make money. De- 4 
partment and hardware store buyers have been quick to seize this ' 
sales boosting opportunity. Hold-Heet DeLuxe merchandise is | 
different—it is scoring everywhere. 
Good looks may not mean everything, but you have noticed how ; 
good looks attract buyers. The Hold-Heet DeLuxe curlers and f 
combs with their beautiful silk lined leatherette boxes and the ‘ fF 
Hold-Heet DeLuxe heating pads with their rich virgin white ty 
eiderdown attract buyers because their quality sets them “out from hy 4 
the crowd.” Store buyers are proud t6é display and to sell this 2 i 
: beautiful merchandise—it adds class to their stores and profits to : | 3 3 
Beautiful White Pad in their bank accounts. | | yi 
DeLuxe Box .......$10 Hold-Heet merchandise, of which only a few numbers are shown fon 
in the border. of this announcement, has always made money for Ne 
Hold-Heet dealers in the electrical, department and hardware a 
fields. Every piece is backed by a T-W-O year guarantee of satis- ¥ 
factory service—you take no chances, neither do your customers. f 
Ask Your Hold-Heet Jobber ; 


about the new Hold-Heet DeLuxe line in particular and the Hold-Heet line in 
general. Asking costs nothing and it surely leads to an opportunity to make 
some real money. If you want the Hold-Heet facts direct, write to us, but 
GET THOSE FACTS NOW. 


reo seie "sess; ~~ RUSSELL ELECTRIC CO. | 


340 West Huron St. : 
Chicago, Illinois | 
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The World’s Largest Man- 
ufacturers of Lamp Sock- 
et Heating Devices 










> * ; +f ‘ ~ 
; , ats Ad ? 
i r é 


+ ; ay % 


y mS + * P) J ; 
ie EM tp, Bite A 
ats i iestle he | 
“ m2 ? ee se Mgse 
i =auke, - . é ba 


Wa 
ty 
7 
a] 

















¥ 


wat 
he . ore 
"ptt ; he , 
nNtS ate Ce Ne J 


sr 
a’ a) 
I 





‘J 
“tot ap a 
by-4 . ? ' 


. 


i 
. ‘ 
o—? e. “~ 
~ ‘ ‘ 


; ’ 
os aL Lol 
i : 


ay 





or~y ft 


ry. 














~__ lalla 





How the 
Radio Corporation 
of America 
is Meeting the 
Responsibility of 
Leadership 


It has made America the radio 
center of the world, through the 
high power radio telegraph cir- 
cuits that link our country, by 
direct radio communication, with 
seven countries of Europe, with 
Asia and with South America. 


It has developed radio ship sets. 
and a ship-to-shore radio service 
that makes the high seas safer, and 
aids all marine commerce. 


It has the technical resources of 
laboratories for research that not 
only carry on unceasing experi- 
ment for the perfecting of Radio- 
las and Radiotrons, but study the 
problems of high power commer- 
cial transmission, and conduct 
research into every phase of radio. 


With its associates, the Radio 
Corporation of America maintains 
ten powerful broadcasting stations. 
whose programs serve the whole 
nation: WJZ, WJY, WGY, WBZ, 
WRC,KDKA,KOA,KFKX,KGO., 
KYW —from New York to Cali- 
fornia. 


By its extensive research in the 
development of Radiotrons. the 
standard vacuum tubes of radio, 
it has made contributions of in- 
estimable value to radio progress. 


RADIO CORPORATION 
OF AMERICA 
Sales Offices: Suite No. 645 at 
233 Broadway, New York 
10 So. La Salle St., Chicago, III. 
28 Geary St., San Francisco, 
California 


Radiola III-a, 
for distance on a 
loudspeaker. 
With four Radio- 
trons WD-11, 
and headphones, 
$65. Radio!a Loud 
speaker extra, $18. 
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